unAfta 171441

Hagtuilandudiunumuaranuddyidanisnununsema sz
andududydnue Afyadndnuazmmeimidamsludafuilae mliguilaauis
seduqamw uazanumanisld dandudluysusssawuilaon Jadumsivg
anuuaneraenaumiguilneiin faxdaunnnianssumsamazasnndudies
FamaiTedasmsiadanduduaifuilaaluanmuamuas nsdidnmeaa
udnSuinalinsanduiiliiausismsiamanaud mudmuuumandudmas
David Aaker futsiladelumsiacmandudmaandu 5 sude anuind msiui quam
madenles wasnindaudu vennnildnihmenesauanudadiuresfuilaadny
seiudmandudilpumdaguilog wasdandudilaumdafiamsisla

MTITEEdTe funguiateinny 400 au Tasimsnadauanudeda
#7638 Cronbach Coefficient Alpha WuTiayaftldainngudiad1aiis Alpha genh
0.80 Faluszeuiiliannindadanasdayaldgs nniudahumegesunadalan
meweTsianalsinuwuuhuunmedin wwhilkdemsiamanaudm 5 du
NNINUBNANNUANENIAIAIANTUM LA NnMsueanadauny 11 duwlstdes uas
mATeldmmsmamiadaiameniudunnghendud Unif fdenduduiy
Jufu 1 MeEAzUUY 80.46 ANAUM Tipco AAanduaniiududu 2 Meazuuu 77.54
A5713UA1 Malee HiA10518ufndududu 3 drsazuuu 72.05 a518uA1 UFC i
eandumidiududu 4 soezuuu 55.94 uazaTIBUM Chabaa ficanduduiududu
5 fzazuuy 50.35 MmFuanudatiuzasfuilnaimfumendum wuhgduiloa
Sulngdiuhdmandumiaumaaduilnadugummnuazsuanufiswalaluszavann
fannfiga wazdhrhilquedafamssumsaenamuazduussdumugudeiilusséu
thunantann



ABSTRACT

171441

Branding today is one of the most important role and are very important to
marketing plan because particular brands refer to some unique characteristics, quality levels,
and expectations to consumers. Therefore, in the Customer-based Brand Equity, brands
reflect product differences, on consumer response to the marketing of the brand. This
survey research, Customer-based Brand Equity Measurement in Bangkok Metropolis
Focusing on Fruit Juice Market, makes use of David Aaker’s model of Brand Equity where
there are five factors involved: Brand Loyalty, Brand Awareness, Perceived Quality, Brand
Associations, and Other Brand Assets. Besides, there are consumers’ opinion surveys to see
how valuable brand equity levels are to consumers and firms.

This study is a survey research with 400 samples. For reliability test, Cronbach
Coefficient Alpha is conducted and it is found that data collected from the sample has an
Alpha value of more than 0.80, which confirms high level of data reliability. From One-
way ANOVA, it is found that five factors can be used to differentiate brand equity. To find
the average scores of Brand Equity, separate analysis of 11 sub-factors is conducted.
Results indicate that Unif has the highest score of brand equity of 80.46, followed by
Tipco, which has the average score of 77.54. Malee has the third highest score of 72.05
and UFC has the score of 55.94. Finally, it is Chabaa that has the score of 50.35.
Concemning consumers’ opinions towards brands, it is found that most consumers think that
brands are valuable to consumers in terms of quality and satisfaction at a level of high to
highest. They also think that brands are valuable to firms in terms of price premium and

resistance to competitors at a level of moderate to high.





