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The objectives of the study were 1) to examine the image of Amway (Thailand)
Col, Ltd. as perceived by people in Saphansong District, Bangkok, and 2) to point out
the factors affecting the perception of the company's image.

A close-ended question questionnaire was used to collecf the data from the
sample group of 398 man and women in Saphansong District, Bangkok. They were
selected by accidental sampling. Frequency, percentage, and mean were employed to

describe the characteristics of the sample, and t-test and F-test to test the hypotheses.

The findings were summed up as follows :

1. The image of Amway (Thailand) Col, Ltd.as perceived by the people was fairly
good. When the individual aspects were considered separately, all the aspects were
fairly good. These aspects were organizational reliability, organizational structure,
product quality, and the distribution system. The organization reliability was the best
and the distribution system was the poorest.

2. Factors affecting the perception of the company's image.

It was found that people whose education was higher than a Bachelor's degree
considered the company's imager better than those with lower education. However,

other factors, awareness, of the company’s advertising through television and
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magazines and awareness of the company's assisting the society continuously still
contributed to the image of Amway (Thailand) Col, Ltd.

3. Experiences from contacting the company. It was found that all the
experiences from contacting Amway (Thailand) Col, Ltd. Significantly affected its image.
These experiences were use of its products, contact from Amway representatives,
observing the demonstration of product use, ordering its products, and use of Amway

product continuously.

Recommendations

1 Amway (Thailand) Col, Ltd. Should use a complete cycle advertising strategy
with focus on its image so that people will be aware of different aspects of the
company. |

2. More training should be given to Amway representatives with focus on their
responsibility to create a good image for the company and their ability to give connect
advice about the products, not too exaggerated.

3. Amway representatives should not just try to sell the products or establish a
business network.

4. The company should expand their branches and sell its products in
convenience stores in Bangkok and provinces. The number of branch employees
should be increased so that the consumers can more conveniently and speedily access

the Amway products than at present.

Long —term plan

1. The company should continuously provide some incentives for people to buy
its products and to have brand royalty.

2. The customer relations management project should be carried out in a

complete cycle to create a good relationship with the customers.





