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The purposes of this research were to measure the branding of Bangkok Bank
Public Company Limited and to study customer-based brand equity of Bangkok Bank Public
Company Limited according to the model of Devid Aaker. The sample used in this study
consisted of 66,191 customers who had account in Bangkok. The total sample, obtained from
a calculation of Yamane’s formula, comprised of 400 customers. The data was gathered by
questionnaires and analyzed by means of frequency, percentage, mean, and standard
deviation. To analyze relationship between the elements used in measuring brand in terms of
brand perception and customer-based brand equity, Chi-Square with statistical significance at
0.05 level was employed. Besides, Pearson’s product moment correlation coefficient with
statistical significance at 0.05 and 0.01 level was also used to analyze relationship between
the four elements used in measuring brand covering brand royalty, perceived quality, brand
association, and other proprietary and customer-based brand equity.

The findings revealed that while being asked about commercial bank, the majority
of the sample or 73.5 percent thought of Bangkok Bank as the first bank. Overall opinions
about the elements used in measuring brand were at the high level or 3.96. Considering each
aspect, it was found that perceived quality ranked the highest level or 4.04, followed by brand
royalty, brand association, and other proprietary which was 3.95, 3.91, and 3.83 respectively.
The overall customer-based brand equity was also at the high level or 4.13. Considering each
aspect, it was found that both confidence and satisfaction ranked the high level which was
4.14 and 44.11 respectively.
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