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Abstract

T he purposes ©f this research were @ (1) togstudy a correlation
of brand”equity|jand male copsumer s attitugle) towards
passenger cafs (2)|jtoYstudy a correlation of passenger cars
brand equity. and| male consumer s purchase intention.
Questionnaites\wete used, to colleet”data from 400 males aged
25-45 years old W Bangkok during Mavsdune 2609,

The resultsiyshowed that (brdnd equity’” had a positive
correlation with consifier s attitide towards passenger cars .
Furthermorey it was found that brands equity had a positive

. A i 3 .
correlation with' consumer 5" purchase “intention.

*Inde dwga iy uea misssnduiud s Taven, ypnamsaiumineds, 2552) wazgiaun szl
(M.Beh.Studies, Southeastern Oklahoma State University, US.A., 1976 ) flagiiudsawiumidaiomansiansd nnden
msszrduiug awndvms laven auziimemans ynansaiuminede .

yansuiiiiudnmiloninoiinigises “qaimandudisonumisyana drunauazanudiledevedus Tnavy”
Taeil §Fomansinsdaann wwingius dufivnndneoding
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