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Abstract

n important step in the university branding process is determining the
A university brand personality (UBP) which has influence on university brand
identity creation as well as university brand communication strategy. Despite its signifi-
cance, the majority of current UBP studies in Thailand still rely on conceptual frameworks
and scales developed outside the Thai context which might not be comprehensive and
truly representative of Thai universities. Therefore, a study of conceptual framework and
exploratory factor analysis (EFA) of brand personality of Thai universities is needed,
and thus, enabling university managers, marketers, and brand strategists to utilize the
conceptual framework for crafting university brand identities as well as strategizing
university brand communication plans that are truly representative of Thai universities.
The exploratory factor analysis using principal component analysis and varimax rotation
revealed 62 university personality traits that can be grouped into 8 dimensions 1) Good
conduct 2) Sincerity 3) Artistic 4) Competence 5) Sophistication 6) Prestige 7) Excitement

and 8) Ruggedness.

Keywords:  University Brand, University Branding, University Brand Personality,

Thai University, Exploratory Factor Analysis
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fiamuviiausiu (Solid) waz 18) fianuidusisu
g9 (Elitist) (Cernicova, Dragomir, & Palea,
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ueNNi Rauschnabel et al. (2016) §al@
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2016)
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Measure of Sampling Adequacy (KMO) Wy
NAnmAY 0.986 Fanni 0.80 uaasliiiuh
AadNYUEYAUNANNINZANN 9NN AT iR
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy .986
Bartlett>s Test of Sphericity Approx. Chi-Square 98723.815
df 4950
Sig. .000
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