2 (Qualitative Research)
(Depth Interview) (Brand Orientation)

(Quantitative Research)

(Survey Research Method) (Single Cross-sectional Design)
(Questionnaire) :
(Brand Awareness), (Attitude toward the
Brand), (Brand Credibility),

(Brand Engagement)
L (Stakeholders) (Intention to Donate)
(Intention to Behave)

(Brand
Orientation)

(Non-profit Organization)
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International Classification of Non Profit Organization (ICNPO)

Johns Hopkins Comparative Nonprofit Sector

8,903

31

o s W

~N o

(o]

10.

11.

(
Thai Red Cross Society)

31
ICNPO

1,870
1,140
268
1,938
86
224
612
411
12
942
885
8,406

. (2546).
180,

(Non-profit Organization)
4

)

il

12
28
145
70
50
100
68

10

479

(The
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(Greenpeace Southeast Asia: Thailand Office)

(UNICEF Thailand)

4

L (Secondary Data)
4
2
2. (Primary Data)
Interview)
4

() (The Thai Red Cross Society),

(Green peace Southeast Asia: Thailand Office),

(UNICEF Thailand)
]

2-1

(Depth
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iff

(The Thai Red Cross Society) 2

(Green peace
Southeast Asia: Thailand Office) 2
(Media
Campaigner)
(Public Outreach
Coordinator)

(UNICEF Thailand) 2
Administrative Assistant IV, Private Sector
Fundraising, Private Sector Division
Senior Communication Assistant

(Brand
Orientation)
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2)
(Internal Communications)
(External
Communications) Argenti (2003), G. Belch M. Belch (2004),

Cornelissen (2000), Duncan (2005), Duncan Caywood (1996), Gronstedt (1996), J.
Grunig L. Grunig (1998), Hutton (1996), Kitchen D. Schultz (1999), D.Schultz
(1993), D. Schultz Barnes, (1999) Shimp (2000, 2005), Sirgy (1998),  Wightman
(1999)

3)
4
1) (Understanding the Brand) 2)

(Communicating the Brand) 3) (Using the

Brand as a strategic resource)  4)
(Managing the Brand Actively and Deliberately) Hankinson
(20019)
(Depth Interview) (Question Guideline)
, 3 13 | )

: (Objectives),
(Goal), (Value), (Vision), (Mission)
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3
(Brand Orientation Concepts Checklists) 18
)
(Checklists) 4 1)
(Understanding the Brand) g\ (Communicating
the Brand) 2 3 (Using the Brand as a
Strategic resource) 5 4)
(Managing the Brand Actively and Deliberately) 6
(Ouestion Guideline)
(Brand Orientation
Concepts Checklists) Hankinson (2001a, 2001b, 2002, 2004)
2
(Brand Awareness), (Attitude toward the
Brand), (Brand Credibility),
(Brand Engagement)
(Intention to Donate) (Intention to

Behave)
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20-60
4
20-60
3,466,083  ( , 2547)
Yamane (1970, , 2537) 95%
5%
= N
(1+Ne2)
N 3,466,083
e
(e = .05
400

XH'THANO O



Method)
(Non-probability Sampling)

50

136

(Multi-stage Sampling
(Probability Sampling)

2542)

36
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(Simple Random Sampling)

20
7
(Purposive Sampling)
20-60
7
505
470
)
(Questionnaire) (Closed-ended Question)
(Open-ended Question) ' (Self Administration)
5 ( )
1
2
3
4



(Recall)

1

(. Aaker, 1991)

(Unaided Brand Recall)

Recognition)

(Card Board) 4

(Card Board)

(Brand Awareness)
(Recall)
(Recognition)
(Brand Familiarity)

(Brand Recall)
(Open-ended Question)
2

(First Unaided Recall) 2

(Second Unaided Recall) 1

(Brand
(Logo)

138



(Brand Cue)

1
0
3
Familiarity) 5 (5-pointed Likert Scales)
Hirschman (1986) ' 2
82-.96 4
“ b
1
4

(Communications Awareness)

139

(Close-ended Question)

(Brand

(Reliability)

(Attitude toward the Brand)

5 (5-pointed Likert Scales)
) 4
Goldsmith, Lafferty
4 5

Newell (2000)

Sargeant
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Lee (2001) (Reliability) 12-.85 6 !
Sargeant (2001b) (Reliability) .60-.65

(Brand Credibility)
(Expertise) 5
(Trustworthiness) 5 10
Ohanian (1990)
(Reliability) 89
(Reliability) 88-.92
5 (Semantic Differential Scale)

(Brand Engagement)
(Intention to Donate)
(Intention to Behave)
3 5 (5-pointed Likert Scales) 1( l )
5( ) Sargeant  Lee
(2001) 12-,85

(Reliability) (Validity)

(Content Validity)



(Pre-test)

(Malhotra, 2004)

87-.94

20
470
(Coefficient Alpha) ~ Cronbach
(Internal Consistency)
a 1-Zvi
1-k vt
a
k
Vi
vt
(Reliability)
(Attitude toward the Brand) 93-.94
(Trustworthiness) 92-.94
(Expertise) .88-.94
(Brand Credibility)

93-.95
(Brand Engagement)
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470

.. 2549

(Descriptive Analysis)

(Editing)
(Coding) SPSS (Statistical
Package for the Social Sciences) for Windows



1, (Descriptive Statistics)
(Percentage) (Means)
Deviation)2
2. (Inferential Analysis)

(Independent Sample f-test),
Moment Correlation)
Post-hoc Analysis LSD
05

143

" (Frequency)
(Standard

(Pearson Product
(One-way ANOVA)
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