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The thesis aimed to 1) study the consumes’ perception of brand value of
business service providers of mobile network system in Muang District, Lop Buri
Province, and 2) compare the consumers’ perception of brand value of business service
providers of mobile network system in Muang District, Lop Buri Province classified by
sex, age, marital status, educational level, occupation, and monthly income.

The sample group drawn from a population of 255,872, from 5 occupations
was 400 people, each consisted of 80 people residing in Muang District, Lop Buri
Province. A questionnaire for collecting data with the reliability of 0.89 was used. The
data was analyzed by Package Program in terms of frequency, percentage, mean ()_(),
standard deviation (S.D.), t-test, F-test and different pair comparison by Fisher’s Least
Significant Difference (LSD).

The research results were as follows:

1. most sample are females aged 20-35 years old, single, possess a
bachelor's degree, with an average monthly income between 3,000-9,000 baht.
Regarding their attitude of brand value of business service providers of mobile network
system in Muang District, Lop Buri Province they found that the AIS brand name was
most worth consuming.

2. consumers’ perception of brand value of business service providers of
mobile network system in Muang District, Lop Buri Province overall was rated at a high
level. When considered by individual aspect, each was also at a high level ranging in
descending order: reliability, assurance, empathy, tangibles, and responsiveness.

3. regarding the comparison of the consumers’ perception when classified by

general status of the consumers, it showed that:

3.1 sex, educational level, and monthly income had no statistically
significant difference on consumers’ perception on brand value of business service
providers of mobile network system.

32 age, marital status, and occupation overall had a statistical
significant difference on consumers’ perception on brand virtue of business service

providers of mobile network system at levels of .001, .05, and .001 respectively.





