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2.1 m‘mfﬁi’lﬁ%‘aauﬁ'ﬂ {Purchase Intention)
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2.1.1) PIHAIARIBIAINASMATRAUA (Significance of Purchase Intention)
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2.1.2) AN UAIAIINH IR T AR UA {Definition of Purchase Intention)
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22.2 giJmemm'\mﬁmﬁummauﬁ'ﬂ (Type of Product Involvement)
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2.2.3 szAUAMNIAEINULBIRUAT (Level of Product Involvement)
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2.3.1) ANRNIEYRIAIIRUAN (Definition of Brand)
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2.3.2) AMNAAIA8IRTIALA (Brand Significance)
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asAnspenailu@einilannn seiusiaremsdudnaioilluiusiasesgnan Ganesdng
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geRainIfifiee Aansuansaanidaonsdeaiuiugiiarasnsa@udn (Kotler, Kartajaya and
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2.3.2.1) ANAATIARIRTIAUAFARNAT
{Brand significance to customer)
L= T . 1 1 v =T } wr o i

1) pevdudninlfgndaninsassydudnlfededniau (laine

. o = F) = 9 1
gnAgNNTaRIlUn Ueznm virariinaeeAudnlé (Keller, 2003)

2) merduAninigndndeiulugninimeasiudi diasdosnm
AudndwaliauArfuras vienefudseiuanniwdudianuiim usriiauannuAnaes
=) ir 1 L =l o 1 b= i 1 i a
aufragnAn lusnsifuafugninausnasarauAuN I uAiIuNMMARes 47
TgnAufintsraunisaiaannis1d@u (Kotler and Keller, 2009a, 2009b)

3) mdudaisoanadoslunsiadulatefudseagnan

l:!; 4 ar Seed b3 i + L ar 1 = 1/

diagnAnfuftennnimaesduddiulssaunisaiaesauies gnAndasiinpaulinla
o o ¢ L= 1 v 1 =1 i L rcid 4 o

uazauinasensduin danaldgnindqldisalunirefenndnewalnalddunm

AuArtiTudanssun1ANITARIa uarlszaunisaiainnisldauan(Kotler and Kelier, 2008,

2009b)
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4) ardufnintigndiiaonuddndon virafiasuaulasauiunan
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u WasangnAnlfamdudnfiaiduduaseasntsdndnenizeenuiod waziiufa
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2.3.2.2) ANNAIATTRIRTIRUAADDIANTESNA

{Brand Significance to Firm}

1) Asvdufnfuuaasiaiianisieansaeiasinsgana ludagnAn
waraFAauAnAnnIswddiuliuiasdnegsia TasaniziumiasAuda uasdou

. P v o 4 old o 1 i . & [

WLRNNINITAAI AR UAT danalinsnBuAtliGeldne wianiensesulignAayg
FRNSHIEWAT (Kotler and Keller, 2009a, 2009b)

2) aEuAMNHaLANTRIRAALTNRARINRANIFEANIT N3
[ 3 £ s - vl = .
HUNNEZUAIAIARY (Inventory) WRZFIHINUNAINTUT (Accounting  record) Tu
razAp U AuATEiyaA NNt AoaBeANs§IIAaINITN IR B NTIBINTIAUAN
walifBubhmsaudldniiugsisduduntsaenensdun (Aribarg and Arora, 2008;
Kotler and Keller, 2009a, 2009b)

- al GJ o 1 L. =
3) prrdudniiugeanlafumanilewannguaneliiudesdAnsgeia

ar LE

(The Firmlegal protection) lagmsq@uAginasofnsanifuniuddunedanires

'
2

1 -, r . =5 =3 } 2 1
¥aeamsdudn (Intellectual property rights) Teas@uAasldfunisintlevdtunisan

o o v - a W o el v o
MNelUHULATEIRHALNINTTAA (Trademarks) ﬂquﬂ?qﬂuﬂqLﬂuauﬂ?ﬂﬂ‘ﬂ@quqﬁ‘nanLﬂﬂq

uads=lemi (Wertime, 2002: Kotler and Keller, 2009z, 2008b)
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4) msfufaouninyansdudn denalignAninaauinan i
r - - 2 1 e L 14 L |23 1
aspnsgsiafinn i e unensudsdunisnasmatndanalignaninladie lusng
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gnAT (Kotler, 2003)
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2.3.3) NN9ESIATIRUAY (Branding)

1 1/

- A o LY 1 [ .31 1 ﬂ'
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» 1
wr ir =

| 1 L L 4
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] ar 1 a - [V o o §o o e o
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W = 9 A 9 % -r =y .dl' ur . c_': ;J ar
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% (LI L. . i 1 i = 2
faalaild (increasingly)(Knowles, 2001) Tmer Boo (2008)n&n241 nsairemsidudily
= = i A ﬂil 3 o 1 = L2 b o
aszucun1siianuneA I NARTagnAT N Ta UAMIAIATIANAT ABARGENY
Murphy (1998) Mauadn nnsafnasdudtlsenausnenisimun (development) Waznng
FneliGenudneureed@udi (maintenance of product attributes) 2AUTNANIAI 455
AUAA (values of product) TeiiluAMNARAAR R (coherent) AN NULUNIZAN
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i 9 = é‘ =
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199843 BasHAUARNARBATIAUAN Keller (2001) 1&ane lumaniraiiansAudn Wil
H ir >

AssununaaEauugidudi 4 Tureu Aa 1) MeRMAnaUSRENENITBIATIANAT 2) N1

afaArnumneaedneAudnluinedaagnan 3) ANRALALAITBIGNANADRATIRIUAT UAS

4) Aondaiug seudeanmAnaiugn Epansaudn naasasr@adanan 2.1

‘J = ] L] Lo
MW 2.4 uaastlseiinanalanisutasns@uAn (Brand Resonance Pyramid)

Swges of Brand Development Boond Brand Building Branding Objective at Each Stage
Blacks
4. Relationship = intense,
TWhat about you and me? Active Lovatty
} Resonanse [
L Rewponse = , Positive, dcceasibile
VWhat abowst you? Razctions
Judgment Fecling 1
2 Meaning = Poiw of Parity
Vit ave you? And Dilfrence
'\‘ Performance Imagery
1. fdentity = Qafience Deep, Broad
Fho are you? ' Brand Awarencss

o
Aun Keller, K. L. (2001). "Buliding customer-based brand equity”.

Marketing Management, 10(2).

»

r-.'l £=Y o L :’J [=] ur
AR 2.4 annsaadunadrduduiumeaiiensduiluguiessagnAidel
1) nsmsasdeudndnenizens@ud (Ensuring identification of brand)
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=y

Huntsfavuasraneniresnsmdudn Wlanlauduy aunisiuaasgnan dunauiy

4 1 o = ir L= 1r ir . 1o =] - Y e
a¥ranir§ingens@udn llaudainlignAnaransngan RAEUNDAIUAT A UARTIUNIAR
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nsmansiinadan rneuauaiansAuAn wazAuinefiunsEuAl NrAALANEIIDs
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2.3.4) M5UFMTMSTARAT (Brand Management)
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2.4.1) A1RNHRANNADIRNUAINTIRUAT (Definition of Brand Equity)
a L i =, i rand LY 9 nl/ o
BndniimAangasnnAe AU I e anurnamne Tnevalla
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2.4.2) YHUBIAMAIRIIRUAT (Brand Equity Perspective)

TudouiifAneianiedisayunesgnainsd@udn (Brand Equity Perspective)
Usenausng @mﬁiqmmaué‘ﬂmmﬂuu@mmma‘ﬁu(Financial Based Brand Equity

»v

Perspective), URZANIAIATIAUAIAIMEINEITRNAN At
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(Financial Based Brand Equity Perspective)
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2) ANAIATIRUAIRINYNHBIGNA
(Customer Based Brand Equity Perspective}

Aaker (1991) ng1na1 ﬂmmmmﬁuﬁqLﬂunfjmmﬁuw%’wimmﬂm%uﬁ’ﬁ

Ly

v 1
ar

(Brand Asset}#d 5 tsziam Aiuaiuliidszeresns@udin (Brand Name)vsad tyansad
dl n: = v 1 = a~ o, i ::v
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Association) NFFUTIAMNINEA ASAUAT (Brand Perceived Quality) @anNANARS RS

b= 1 L) [ « gl‘ a’ ﬂi. 1 [ L= 17 -

AUA (Brand Loyalty) uazduniwdiszinnbu o viine1anuReIauA1 (Other Proprietary

.

Brand Assets) @17 AvEUAs (Patents)ASEIUNILNITAN (Trademarks) AL ATHAUTIUE

yetaen s adaming (Channel Relationships) UamareazBeafienIni 2.2

< 1 ar
A 2.5 wananantadduninduamsduaiund Asker 1991

Perceived Quality

Brond Associations

Brand Awareness \
\ Other Proprietary

Brand Loyalty Brand Asset

Aun Aeuasann Aaker, D.A. (1991). Managing Brand Equity; Capitalization the Value of

a Brand Name. New York: Free Presses.
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nafanas@udn (Brand Awareness) annsnrzyANidu s
wiadu (A competitive advantage) m‘rmnﬂmmm m‘luanml,nﬂmmmumﬂ {Familiar)
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1 14 1
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AuARTARERIAUSN (Aaker, 1991)
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1 = 1

AUANERERMAUAN (Brand Loyalty) uuniunanaaeiinnmuamsauan

q

]
= o o = 1 = b4
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:)1 ar 1 gt 1 + me =l ar s :J wr = kY k24
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TueurAR MTaeRmALAIRY danutinanisnanna uasdenaliasdAnsgsiaiiinlsluzez

¢179 (Aaker, 1891; Aaker and Mills, 2005)
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Aunintisznndnaaans@uan (Other Proprietary Brand Assets)

=3 a- ] = -

Aunsndaaans1duAi 1iu dnsdas FheauHIEnITAN WiaA NN TS TaIN1AINNTAR
Samine fudu SednlussdlssnanetianieiguAinsdud losanndamanilif
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Wt Keller (1993) LU WIARANIANAINALANIRINTNNBIGNAY

(Customer Based Brand Equity) sufunasinereenniluasdwiluyunesseadiising

A:i. - = :’: g4

nHAaRTIAUAN \:T‘Imarshwmmqu@”’tumﬁuﬁmﬂum?ﬁﬂﬁuhLﬂ?"umﬁﬂu‘nfaqgnmﬁ
AT AUNAANIT AR UANDIPAINANTTHNWRNNTRRIA wanaaniigeliasug ATURUAN
Fonloeaeagnin ﬁﬁﬁifaTm‘m%‘qq@mmmmauﬁﬂ (Keller, 1993) uaReTERz AR N
26

ol .
NN 2.6 Tnsm%’wammmﬂauﬁwm Keller 1993

Brand Recall

’”
N

Brand Awareness

Brand
recognition

N W

d ")

Types of Brand

Brand Knowledge Association

Favorability of
Brand
Association

Brand Image

r N

Strength of brand
Assaciation

o

i ")
Unigueness of
Brand

association

A [
i Aswtlasann Keller, K.L. (1993). “Concepiualizing, Measuring & Managing
" Customer-based Brand Equity”. Journal of MarKeting. January, 57, 1-22.
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aralums@udn (Brand Knowledge) WhiumaRafilsznausion ns¥an
=3 L - - A
AFALAR (Brand Awareness) UaznNANNAIASERAT (Brand Image) (Keller, 1993) A
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- 2.4.3) ma‘ﬁmmﬁmamﬁhrﬂsqﬁuF'ﬁmnquuaemmgnﬁﬂmﬂizqnﬂ‘ﬁ'ﬁi@

grnasunIuv Tudsznalne

Ltmﬁmamﬁiqmﬁuﬁhmnguu«awmqnﬁ"uﬂuumﬁmﬁﬂmwﬁﬁF‘f ysian1sANTiY

g§5fia wastiudnanwlunisudeduaacgsialunann (Atilgan, Aksoy and Akinci, 2005)
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2.5 mﬁﬂsxn@uqmﬁhmsﬂauﬁ’ﬂﬁﬁmrﬁi@mwﬁalq%@m@agnﬁﬂ
(The Customer Based Brand Equity Compenents on Purchase Intention)
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2.6.1.1) asdlsznauaainisfanaAsAum
{The Components of Brand Awareness)
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duniandudunila (Top of mind) nsAsauATaela1a4AsIAuAY (Brand  dominance)

AuAuAgsansIEUAT (Brand  familiarity) ua cAnuflunsIBuAT (Brand  knowledge)
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anursascantadu Wunsdudifiannsadnlleglu Anla aaegndnld uenanni

Gewinner and Swanson (2003) N&MNT FansAuATgnnanane anfaxnTaEnge
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Fanmer@udn (Pitts and Slattery, 2004)

3) m‘a‘ﬁ]umﬂﬁuﬁ’qﬁgﬁ'mﬂué’uG'fum'fa (Top of Mind)

Keller (1993) n&nadn uenmiiasinmasyniianeiduAiuga gnAnda
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4) NI7ASAUATASIAIDIASIRUAT (Brand Dominance)
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5) AnAuLALARATIAUAT (Brand familiarity)
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! ' 1 =
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2.514.2) 3§n1i"i’ﬁlmin‘1‘i‘§‘5’nﬂi’\auﬁ"ﬁ (Brand Awareness Measuring)

Aaker (1996a, 1996b) L@UBRENTTANNIFAN AT RUAN JuilunaannnTnandTad
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Aal . aj . ] -~ - b2 1/ wr
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W A9uAULAE BRI AUAN (Brand  familiarity): AeRUANTIY
AMHAMIAY (the brand is familiar)

»  prwflumrn@udn (Brand knowledgel: gufinerladudnydneal
48 mﬂauﬁ’lﬁ (I know what the brand stand for)

a5 o ] & . ar = 1 1
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Fad3nant (Quantitative) AN RIINAZTR (Scale) 1ABBABAITATUIUNIS

1
8,
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v
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2.5.2) A aLEaulasRans1@uA (Brand Association)
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2) YARNMINTD AS1AUAT (Brand Personality)
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Semunomaiiufnies uazuanwantunisdudneldaes TnognAntnanededudinueld
% o A e gl 4 o - Py
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2.5.2.2) Aa3nsdhRaniianlasans1@uA (Brand Association Measuring)
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2) uﬂﬁﬂmw%dmﬁuﬁ’l (Brand Personality)

aedsEneuduiansreansinauiertussons@uife yaRnaw

s [ 7] [ v =y o :/ =S e, 8 £ dl [ %4 s

YBIAFAAUAT AIMFULATIRUAINY 14ﬂ'anmwmmmqﬁumumwmm?m‘lﬂmmmm
48493 1RUAN (Brand's emotional) uazN1sUAALAINIEIUAIANIBIAULE (sell expression

bensfits) Ea‘tﬂndfaﬁfumﬁnmwmmm‘ﬁuﬁniﬁLﬂuﬁugwémé‘umwﬁwims:ij

13

anA uazAsBuA

50



asnAuAnlugIuzIAAS (Brand as Person) lunnsfsdumn uazainali
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ar o g 1 o - o« .d' = 4
x Fusipnndnleadnedmauiunmdnenizaslssinnyanaitianld
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3) maipavuEeulsiuaIAnggana (Organization Association)
oo et v o as - T | - W -
Apauditidoulunnsafedndnenizensdudnae RIVALA IUTIUTEIANT
qi‘ﬁ@ {Brand as Organization) Failuusedu (driver)‘n'axﬂm'mmmnﬁi’m (Aaker, 1996b) o
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35edenmunn (Qualitative) sl fluniedn e1f NTAUNUILLILA2ABAY (Individually}
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(2011)  WeIAIN AT YAY (2549) ua:‘fii‘:ﬁnﬁa‘@aws‘m (2554) 1ddautszuinidn 5
HIAG Tu‘nm::?‘; Rios and Rigquelme (2008) uax Jalivand, Samiei and Mahdavinia (2011}
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TatanUAn I8 Jalivand, Samiel and Mahdavinia (2011) wudnesmlsznay
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2.5.3) Mefudaunwaans@UAl (Brand Perceived Quality)
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AeNnTRATA WafteHa s enstsiusesnauinls denaligndn Fugrnwnds
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= . 2] - 4 ] 1 g L " = 1] :’: s 1 R
PRIATIAUATTILARF IR N FUDS MU i liRmEudansaderan lur gl (Price

v
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e
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(The Components of Brand Perceived Quality}
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Ele

1) SEALANNIN (Quality Level)

Aaker (19962, 1996b) Na1291 szdupuAWil Ao IRAAtyAaAMLAN L

|
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o
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=l = Bt o e ] ol = s
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2) ANABRIAUNN (Consistent quality)

Aaker (1996a, 1996b) N&adn AnAiTasnmun wluysereagnAniy

1/

AsuaRd B ANETNIaNBIBIRUATHRLAN uazRIEUAT TedmasiansTugannINTes

AR LA TR AanAdeeil Kirmani and Baumgarther {2000) Na1991 TaLRIFrALYY!
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’.i 1 1
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3) antiuditlunana (A category leader)
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4) AMNUEN (Popularity)
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v
L oad W
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1996b)

5) WARNTTH (Innovation)

= 3

Aaker (1996a, 1996b) nA1291 AuAniAnNIWIY gnﬁmmm@’mmﬁ‘ﬁ

-
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2.5.3.2) ﬁﬁmﬁmmﬁugammwmmmﬂaurfﬁ

- (Brand Perceived Quality Measuring)

k73

msfufannanaasasfudnfiadenlosiiflugudnansaenniAnmdud

(Central to brand equity) Msdansiuianinmusuiludaudrendniuliiianisfulnees

1

se/lé (Augmented) Taeiaviantedalu 2 O/ Toun nsdanisFu¥aninay (Perceived

LV |

| 4
Quality) uazn1sian1eviiin saaniduadail

1) mefufaninan (Perceived Quality)

w1 [k dl n;nd LI " L 2/ dl -] [
nsfuianunmiiiuiiiviiehiiacauanAnyaeeaniAnaaunn Faiumdniu

1 %3

o - - ar ] = -
masianasutesrniinAindy Alflunrinaudinmaud Tnansfugaoninuans

=t o o . . . = V .
fapnmdenlasiisa s1A19LAvuga (Pice  premium) AMINEANEULBITIAT (price

elasticities) N1l UAY (Price  usage) URZNARDLUNURINNNTAINY (stock  return)

wd

N (attribute) TeansUseynAly

i ot

(Aaker, 1996a) nisFuipNNIIANAIATYFDAN
1/ [ :" L= 1r :’; =l =2 4
FrursFufurasdudmiu  (a product class) ArnmgaiiATRmnetita N IsFe 789

v
3 o 1

A ‘J 1 = ] o z - o
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-

(Scale) feil

=1 ar ﬂll 2 1
" prunangd uFeuneuiuannwiidasnds

{High quality versus shoddy quality)

ot -

ol . o
= lsznniisings wiamiisududssinnianfraige

{Best in category versus worst category)

ﬁi =] o * .:J

" poquAsiisasaun nfrufsuduanldedizesannnm

{Consistent guality versus inconsistent quality)

ﬂil' = [ =l L
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inferior quality)
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{Leadership and Popularity)
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m  aoadhudiinlunana (A category leader)
A o X ,
s gasfuinuseAnnianiiineanau (Growing more popular)

= msealaldsaudnnesy (Respected for innovation)
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2.5.4) AMRANARARTIAUAN (Brand Loyally)
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(The Components of Brand Loyalty)
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1) 'a"am‘i::é'ﬁ.lga (Price premium)
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2) AINHANA b (Satisfaction)
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4) aNAnf (Loyalty)
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AnunaT T ReAmaudn vaanAienudadusansmaudniu vailddenalignaAnlidulyl
Has1AuAau(Aaker, 1996a, 1996b) gesARasill Park (1999) n@1d1 AINANARANTT
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2.5.4.2) 58msTRAMHANARRATIALAY (Brand Loyalty Measuring)
AUANG (Loyalty) Lﬂuﬁﬁuﬁn‘ﬂmamﬁhmmauﬁ’] (a core dimension of brand
. os 4 1 1/ 1 [ . ::- ar
equity)ArnuinhrasgnAiiuguassaranisidnunegnieai (barier to entry) vty
HugudmiumaszAuge (price premium)FsaziaarlunisnauauatiaudnnITNIaty
wdad uastiaduinuadaefunnsuaeiudnusaan (Aaker, 1996b) ANANATAMNEATY
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Feuinfumsiufannin (perceived qualityyuazanuduiugsansi@iud (associations)

v
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Fann1sdaanSnanensdudiatuisaiinisdaly 2 §5 Ae saa1rzAuge (Price
Premium)uas AMNanela uazAiing (Satisfaction and Loyalty) (Aaker, 1996a)
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1) $IAVTEALIEN (Price premium)

2

mmsriugs Wudaiviiuguresenuinaaailunadnianaadiniad
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] b L] o - 9 :’) df =l ar ey el
ardnaaeegnitdmiunsdudiiv ilanFeuiinuiunsdudnay LTSI EEANL AT
1/ = oar . s . =y i = :J ] n' 45 v 4 wr dr A
ARNBARSTN (Similar benefits) 8% gnAANiafiard e RNTIUTaLaL 15 IMTINATEIAY

y (o4 d o @ o= Ha . - o .
asalAn wnndetasanmasuliUE Jusu GelfFondn passdiuge laaiponadenTeeiy
[T - - & ) A = 1 & 3
RsEUA sATsTALENRTIN viatian SuagiumawfauiaunsAudluynnateeignan

(Aaker, 1996a)

lun19dngnAnTEALga (Price premium measure) Whunasilenu $auunag

LE |
ki _t o

Sadagueduy u‘”‘mmﬁ:u@:wﬁqﬁuﬁﬁm@u FofitalfunsuRtifoudmiunein dedu
ReVAUANRTisANSEALUGe (brand price premium) AINAMWMNAANINYHNBIGNAY FatinTs
GLHRRHGY Qmtﬁuhﬁ@m’wﬁw%’ummﬁuﬁﬁﬁmnwi'ﬂu:r' (How much more they would
be willing to pay for this brand?} 484" nEin93men Anszsugeanisasin g
NSRS AN ATIAENG ABARYFNASN (doliar metric) Finatinsitu gnAtanaiinag
andn fqmﬁfaqms‘dﬂE!L‘&ul,ﬁfammm%mnﬂuﬁmm'fﬂu61"1 q’_uﬁ’aﬁ’: UNUANTE B AL
dRUAY fRUBARDTR ynivinlng (How much more would you pay to be able to buy Toyota
Camry instead of a Honda Accord?)atinslefinisdnsiansziugedadnlfisnisdnnanula

3 ﬁJd 1 . .. ar 1 A = . = i
YBIGNAINNKBFIAT (Price sensitive) LAZNNTIAAIMNUNTDNS (reliable measure) ANANY

{(Aaker, 1996a, 1996b)

2) pmuanela uazAuing (Satisfaction and Loyalty)

annuanels (Satisfaction) viFamauEel (iking) 1Hun18dANNAA9S

. H = ﬂj ar L LY H
(direct measure)  TuansdsponuiAnlasnsgndn Rgniufunsudi Adunennain
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»  gruinnafanalaideli 7 (Are you satisfied?)
»  pufdnweleanszaunisaildFuainas@uinii
(Are you delighted with your experience with this brand?}
ay & = =y, 1 o =4 i
= Fudh vitatAnnssavauasseauaauianiali’
{Does the product or service meet expectation?)
" puilamudesnisiensdudilulaniauinisali
(Would you buy this brand on the next opportunity?)
L LI 1/ ) L) .;‘f 14 e d’ = 1
T AMADINTUUEUIAUAT mﬂmn'ls‘ulmvuﬂﬂﬂﬂum@'lu?
(Would you recommend the product or service {0 others?}
" g uazanridazaanilpemdaiusiunsdaudn vieinne

wrali? (Were there problems and inconvenient association with

use of the product or service?)

andastonndediy waa idiugna e fanalaguisndatiaunisgauany

KapAnanamnease faafumtadn TngAantadenaauansd ﬂfﬂm@mé’qlumﬁ‘%ﬂ il
AtewalagsnsalugatedresnauAng (ndicator of loyalty) Frufussiutue
Auk1iu (a product class) AMHANRRINNINTARAN nsde (purchase) uasngFnssunsid
HlutdszanaaignAn (Aaker,  1996a) wenaINEnITT AN NANIaRTe (Direct  loyalty
measure) SRENLITNARLINNGNATALAIANH BN

o

= pruinsansnAudniniiali? (Are you loyal to this brand?)

= posieduirilaufiarsanmaiiivdndny? (Do you buy mostly on

price?}
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s =) LY
AIT3ANATIEUM

(Brand Awareness)

P ¢
anuSonlmanonTraum

{Brand Asseciations) anudslededud
{Purchase
o a3
NM3TUNNTHYBINT UM Intention)

{(Brand Perceived Quality )

w AT =y Ar
ATIHANARNDA TR

(Brand Loyalty)
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