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Abstract

T he objective of this survey research was to examine consumer's

perception of brand equity in Thai commercial banking
category. Questionnaires=Wergpused o collect data from 413
consumers, age between 20 and 60y living i Bangkok, who have
had finan€iall{sansactions with the bank @nd must be, customer of
Bangkok /Bank, Kelngthai Bank, Bank’ of Ayudhya, Siam

Commercial Barik, [Kasikornthai*Baak, or_Thai Military Bank.

The 'finding "révealed that, if Thai commercial banking
category, brand_equity of Bangkok Bank, Krungthai Bank, Bank
of AyudhyajStam®Commercial-Bank, Kasikorfithal Bank were in
the same level and ‘were, significantly” higher than that of Thai
Militaryd@Banl)! In addition, the results showed that in each
element jof brand|equity ;| brand| awareness, /brand _associations,
perceived! \quahity. land Ubraudt loyaltyy [the” score | of Bangkok
bank’s, Siam Commercial Bank s and Kasikornthai Bank's were
in the same level and higher than Krungthai Bank's, Bank of
Ayudhya’s and Thai Military Bank's. However, when considering
brand equity, brand loyalty and market share no relationship was

found.

2 e *
D1ITA AHNNINI U

o day ¥
gua 1NN

* a o ¥ o a o 2 7o
DITTA AUNHIWI U (WAL, ﬂiﬁ‘h'ﬁﬂi‘wuﬁf ﬂ_W1ﬁ\1ﬂ§€JﬂJﬂT)WfﬂﬁU, 2551) uaz gyua 1WYITIANY (Ph.D. Mass Comm,

o ° o 1 ° = @ w a '3
Theory Ohio State U.) ﬂ’\]ﬂﬂﬂﬂﬁiﬁ“tﬁl&ﬂ AUUA llﬁ$§ﬂﬂ?ﬂﬁﬂﬁWﬂigﬂ55%1ﬂ1ﬂ3%1ﬂ15ﬂ55%1ﬁu‘wuﬁ AUSUINANAAT

PNAINTRMIINGTY

2 2 s : - ~ 4 ‘ o ' A ' a o oy a a
unanuFuihiudruniiimninniinuiises “mifequsandudlungugrdssmsmdsd” vosezd lagl

o o fa A (= a a s & Vo P a a & o =
FONFNTANTINNTY.AT.4UD SUYITINND Lﬂu‘nﬂiﬂynwmuwuﬁ cm'1@5ums1]5:Luuwammamwmuwuﬂmmn AN UBI

aaInnsdsenduiug



110... Journal of Public Relations and Advertising Vol 2 No. 2. 2009

unun
gt “msadiasnidud’” wie “msada

o v

upsugs” danudvaanaemsauiingsne v
o i ' A A 1 4 kY 9
AN duedagiinaazeAnIvzdeIad1any
UARAIU0 “A518UM” (Brand) veaauldTaNY
Tasuamniioguasduniagsne asdumvalion
wiloudadnvaiflianududounisioadianaiy
uanale uazany ldnfSeunamsuisduniegsne
WRuauamIeusns Taadudinarusen o
AAA1 (Value) HAZANHUTIDNIZAY (Uniqueness)
f A P ¥ Y Agq ¥ A
PYraod1 AN AUyt 19 7 oo Laa
W
(Functional) Yoid@uMm3Iosnaifus 19155977
Y a o 1 = v
voudus Tnn wazinllgdnidigditanuaives
a Y AY a o 9k ' .
asduamiius Inasuiluly Apuuanageetinge
a Y AY a @ Y A =
ANAUMNAUT 1aaTuuaziaf 11y idgle=srrm
you uazanuiuleluand@udiindl a9 “awen
=y 3 - 3 '
AT1AUM” (Brand equity) NLARZRINNTN011Y
gy 5 A ya ¥ a A
advuie i dum vins varlirensalo 19T
= £ o o Yo o’ ]
fanmdnuaiueteInns 185 U Sedysunasod u
amvdsimifonguae dusi g iadana
v 9 £
mlsunidrvesdudr Tui gaosesiws 12 7o
a kY A v v oIa < d’la
asdud Ao nquueaninad (ASEEI WiIaAIaY
(Liabilities) M¥onloanuadiFidl Adiadd uan
a @ < 4 T @ ) o U dy
wiodydnuaing i Fenguueaniwddudanardil
awnsoNezfiuns panyamueIduil HiouTnsh
fideuTin nieragnld (Aaker,1991)
HINWBINTNIINVBINTANTUEINY Tagia )
o v @ a % =1 a
PIANTANITNITUENGIDIANT FI019TATIAUM
P o q aw
oNANT (Corporate brand) Juniinuneds¥euin
20NVINATIFUMNAZVTMT (Product brand) VN
94AN3913 1O NIINIA WY 1FU VTHN 1onde
~a aa o a o @ [~ a
aansiavu Famy e wdrvesasidum
s o aa o
wmald Tade (TESCO LOTUS) W50 U5HM glianes

91fe 1Wuidvensidud Fuda (SUNSILK),

Woud (POND’S), Fa31 (CITRA), dn% (LUX),

aUdu (LIPTON), 1008 (Wall’s) uagnaau
(Vaseline) 1ludu dnvaemsuonasvesduday
U3M3 (Product Brand) 0OAINATIAUMIVDIDIANT
(Corporate Brand) 1 lwanudeuTosszwinann
dnvalosdnsiumwdnbaivesdudmazuinisgn

wenoanvindy mivdiulugnisandulovesy

¥
=] a kY

a A a = Yo
vilaalunmisidengedudiuazusnisaelasy

a a

S A g ¥ PR v
'E')‘V]‘ﬁwaﬁnﬂa\‘lﬂﬂﬁﬂlﬂu!ﬁ]1ﬂ]ﬂﬁﬂ51ﬁuﬂ1uuq‘LI'EIEJ

A v

< a A
visollusniwalumaden

T =1

r =1 @ o4 a A - 3
E)ElNllﬁfW]nJ mu’qamanﬂqummammm
a o
G]ﬂﬂuﬁlm\‘iﬂﬂi (Corporate brand) UATATIUDI
= ¥ a S A
AUMNELUINLT (Product brand) L"ﬁluﬂuﬁﬁﬂlﬂﬂl

=4 J = a ' a
TUARARENT I MIWIEYE AunTauf e

a q
3
ata

) Ye 1A a 9
wisna il hile Teusiosnmnimvesduduas

ng

N30 ndndudlilatendnuinnnindnuaivea
o 9/ < o a 3 ) o A

9303 eToantuanniumasumlvileseses

g usiuaadstAge do undunumlumsdadu

’
At a9

Tawoad D5 Inad mweadumshlidudwazuimsi

&
a A 1

AT W03 nguEsRaHNmHY Uiy
] A P I~ ' = @
odag untaagnimyaiunguithwuiederfu
o o rd a a [ <3 @
ARG U 1aZ1TNITNINNITITUANAR 1A RINY
1 [ s a I '3
AR s AT N uuana 1 IR URaa s LAz
WMV EMSETTouden drengsziieuindy
1 =1 o Y
Maveasasuradsanelne 3amldsuiais
a o (v £ o @ Y = g
wialrdlSudnltanuaryiumsadieesidum
& ' PR ¥ - =
v1nduluge lindArun dromaties asdAn

o s A - = a o Y ' a g
ﬂiQ‘L!Nl,aE)ﬂ“ﬂilzﬂﬂ}l1LLu3ﬂmﬂU’JﬂUﬂmﬂm31?{um
-

lungugsnesnmsmdad iesnndundugsne
Wmmﬁﬁiyﬁumiu?'ﬂﬁﬂmmmﬁuﬁﬁﬁxﬂw{@
A518UA199ANT (Corporate brand) LATATIVEA
FuAMazUIMI (Product brand) lurandeaiv
mi'B”ﬂﬂmﬂ'mi1§uf’1’1°1uﬂizqf:ﬂzﬁdamha“luﬂmﬁ’u
Iifuanuddgresmiadieandusiniunum
AUMIAUTUTING FAWNAUWDZINTZAUATIAUM

J = a o3
Tungugsnasuimswialsd uuuinialuns



’JNLLN‘L!ﬂﬁﬁ%}Nﬂi18‘1!?%“@]3ﬂﬁﬁi’)ﬁﬁﬂﬁﬂaWﬂiu

@ a 4

naugsneduafeniiladeiaviemsdeaisuas

]
s

dnuaznsantdugsnanlndifoeiungugsne

ST o

SnnuUs:avAvaun1sAny
A ' a g ¥

1. o daquirvesasidusiludionivesy
TEREL (Consumer-based brand equity) Glu‘ljiﬁ’ﬂ
FUIANT WIS

2. ieAnmNgumanauminudidyiy

o a & A ' Ao @ eI
msaadulagensely Tagluniiinenn nuddils
FYMANTLAVAUAIATIAUA 10U G LT 0I 5
ARIAVDIIADS FUIAT

3. e AN IS 21 ) Lanaa)

o Y a v - Y
ATAUMAUANNNNA IUAT 1L

nsidensumsillunnsade

dmFuanaudlung i35 05100 9Raisd
el funsdanunlumsoee i Hisu]diden
mniyamanuninigesa o Sudn ki li1d
msfSoufounuaiasdun lynduss onwa s
widwdne Taoiiswazidoadesia il

e FUIATNTIUNN

FUINTNT Y
o FUIMS Inowaivd
e FUIAINENT INY
o TUINMINTIAIOYTN
o HUMINHIS Y
S:108Ud3539d
= Ao A « @ T a ¥
msAnEIdeiies “nisTaguatmsidunluy

' a a Jdy a’: Y av a
ﬂquﬁiﬂ%ﬁu1ﬂ15w1m%ﬂ, A5l lﬂUﬂW‘i'ﬁ]ﬂl"HQ

sarsmsus:urduiusua:nsiuenn 0 2 adud 2 2552..111

SIEETRLYY (Quantitative research) Iﬂﬂi%imi%%ﬂ@ﬁ
¥
®1339 (Survey research) HUVIAATURD? (Single
cross-sectional design) wazlfuuudasuoiy
. . I A A < ¥
(Questionnaire) (Ha3oalo lumsNusIIINTOYA
10NGUA081 IYANTUNAUNIUAT DU 413

' @ ]

@ ' ¥ v
dedi Tavlinguiredruiludaeununaenaiy

Q

Aeauod

NSAUNUIAANISIVY
<2 u’f dy Yo o ¥q ¥« s 7
lumsdnyiniell §3381d19 “msTagum
H5M83411919 10 1J52M3 (The Brand Equity Ten)’”
tﬂ‘ =} ! S ¥ '
iuipi oo lunsmgumasidudivesnday

A = = a ¥ d”
BRI AFOR Iﬂﬂﬂi?ﬂau@ﬂﬂﬂiﬂﬂqﬂu

1INATINANNING (Loyalty measures)
k4 [
1. mﬁﬁwmmqamw (Price premium)
2. anwianalanazanuang (Satisfaction/
Loyalty)

w Y o/ of| ¥ o .
Mg amn/anasiaanmiudin (Perceived
guality/Leadership measures)

3. NP i’ﬂmmw (Perceived quality)
3 o Y o a
4.ﬂamﬁluqumaxms‘lmnﬂamuﬂu

(Leadership/ popularity)

wasTanmudenleuazandiondnuel (Assodations/
Differentiation measures)

5. myfudnam (Perceived value)

6. ‘Ljﬂﬁﬂﬂ’i 1aum (Brand personality)

7. mms%uimﬁqmﬁm (Organizational

associations)

' 1A @ S oA o
I%ﬂy‘ﬂ%WﬂﬁNWﬂﬁL!ﬁJﬂi%quﬂﬂ gamﬁumwmwmauﬁ 31 BUNAY 2551

* Aaker, D.A. (1996), Building Strong Brands. New York, NY : Free Press, p.319.
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