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NANAN SINTHUSIRI : CORPORATE IMAGE AND BRAND IMAGE OF SINGHA
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249111
The purpose of this dissertation were (1) to study brand image of Singha Corporation
extension brand which are Singha Soda, Singha Drinking Water and Sigha Life (2) to study brand
image of Singha Corporation extension brand comparing with the fighting brand (3) to study
brandc image of Singha brand and (4) to study corporate image of Singha Coporation Co.,Ltd.
The samp;!ing was consisted of 400 of both female and male aging 15-65 in Bangkok.
Questionnaires were employed for data collecting. The data analyzed by using Percentage,

Mean and Pearson’s Product Moment Correation Coefficient.

The findings were as follows : 1) Brand Image of Singha Soda Water is positive. The
leadership factor has the average mean score at the highest level. 2) Brand Image of Singha
Drinking Water is positive. The easy-to-buy factor has the average mean score at the highest
level. 3) Brand Image of Singha Life is moderately. The life-style factor has the average mean
score at the highest level. 4) Brand Image of Singha brand is positive. The characteristic factor
has the average mean score at the highest level and 5) Corporate Image of Singha Co., Ltd. is

moderately. The brand heritage factor has the average mean score at the highest level.

Result of test hypothesis were : 1) Brand Image of Singha Soda Water is positively
correlated with Brand Image of Singha brand 2) Brand Image of Singha Drinking Water is
positively correlated with Brand Image of Singha brand 3) Brand Image of Singha Life is
positively correlated with Brand Image of Singha brand and 4) Brand Image of Singha brand is

positively correlated with Corporate Image of Singha Co.,Ltd.
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