NALARGaAAAIATIEUN NHNaANEANTINNTLITUSMITMIANT BN ETE 3110 (NAITH)

?lﬂd@ﬂﬁ’]hluﬂ?d NIWHATUAT

R1IRWUT
a3

a a a
RULNYIA q‘ﬂﬂvL‘W AR

1 a a a s a s a al { 1 &
Lnad o AAINNaY INIINEEBAIHAIUNTI Lsal thatdusiuniisuasnsdnm
aunangaIliyguinInIiauwtnde sniTmiaana

A8nd 2553



riaunddaguianiud Ndwadenndnysumiliuinssmasinewdisd Sniawniou)

mﬂd@ﬂﬁﬂl%ﬂéd FNWHATUAT

SIANUT
Y9
A a o
FULNYIA qnﬂvl,wma

1 a a a s a s a a 4 1 &
Lnad o AINNaY INIINBEBAITWASUNTI Lsal tatdusiuniisuasnisdnm
aunangaligguTwspIiumtude a1 3TInIeana
ANAN 2553

=) =) Q€ =Y Qs =Y =)
AUANTLI UV INAIINGNRBATHATWNT L6



NAUAGADA AN EUEN ANadaNgANIINNILTUSMITUIANT e Else Ina (W)

?lﬂd@ﬂﬁ’]hluﬂ?d ENIWHATUAT

unaaga
Y3

A a o
RULNYUIA q‘ﬂﬂvL‘W AR

1 a a a s a s a al d 1 &
LB oA INNaY INIINEEBAITWASUINTI Lsal tNatusiuniisuasnsdnm
aunangasliyguinniaumtnde siTmaaia

A8AA 2553



Q€ s a aoa 1 a k% { 1 ~ Y A
auiosd gialwena. (2553). iauaddaquiraniud Ndnadewgdnysumislduinig
a1 newdid na@mu) sasgndlunjanwamuas.anIinug us.a.
(MIARNR). NTINWY: TUAAINLNRE UAINENRAIUASTUN T L3al.

21N TENUINBIRITANUT: T0IARATIANTY FWaN §3Inaen.

MR ﬁmwmg'mmﬂLﬁaﬁﬂmﬁﬂuﬂ%aqmmmﬁuﬁﬁ AdnadannfinyTw
nslfuimIsmasinowdod Sna@miaw)  sesgndrlunyunwaniuas lasfn
NAUAGAG DR UAATIRWAT Sasunwnanvasslsznoy 4 dw e MHNITIINANFUA 60
dunbianFud dudaansaiandud uazduanuinadeadud ng  walad 97
1#lunmyisoasait Ao gﬂﬁﬁﬁl‘*ﬁﬂ%mwmmﬂwuwwzﬁ"ﬁﬁ fia@mw) lungaunwuniues
U 400 Au I%LLuuaaumaJLﬂum'%iaaﬁaluﬂ’mﬁmamw%Qa gaanllunsiiaTes
Joyafa Arouaz ALaay @hl,a‘j'mmummgm mMInasauf MIlanzHaNuLlIUTIU
N9LAE @Tmm'mLLmn@mmaamwﬂ@jT@ﬂﬁ%ﬁﬂé’daaaaﬂﬂoﬁﬁfﬂﬁﬂﬂ”tyﬁamﬁq@ WAZNS
NARAURIFNFUL T AND NN USUU LR SE

NANITIFLNLIN

gﬂﬁﬂﬁi"ﬁﬂ%mﬁmmﬂwﬂwwﬂmﬁ na@mzw) lungannaniuas sulnaidu
wends Ja1g 21 - 30 I danunulaa szdunsdnsdiggne daulngdugnine
WHRUUSENLanTY waziie ladaidan 10,001 — 20,000 LN

gﬂﬁ']ﬁlﬁu‘%mﬁmmﬂﬂﬂwwﬂ"ﬁs‘f a@wre) lunjmwaniues Sriauadce
Qmmmwﬁuﬁﬂuﬁmmiiﬁhmﬂf?m@i”’] MUGILAUIATRUA AUIARNBAATIFUA AN
fnddaandud  agluszduduin

Qﬂﬁ’]ﬁlfﬂ%ﬂ’]iﬁu’]ﬂ’livlﬂUW’]ETL‘M]( ez lunjanwamiuas dezozialu
nmadugndrvassinasinewidiod $10a () m?z‘lﬁagjﬁ' 776 9 fenudlumsld

UsmMsAswansInawndisd e Laﬁ'mayjﬁ 6.45 ASIRaLEon Wialszunme 6 AYIAE
L\Aa FAEINVINITITUIANINIIN TS WAL TUIANT W ETE $1A0 (NA1TH) Laﬁiﬂag"ﬁ
68.40% LilaifisuriumsldusmsnusmenInsvua

é’ﬂmmzﬁmﬂs:mmma@{maag]ﬂﬁﬂﬁ'ﬁmq ROTUWAWINIR FZAUNTANBILANGN
nu dngdnysumslduimasnas inewdiod Sna@nize) lunjanwumuas uanedsn
agnsfitidnIadanzau 0.05

é‘ﬂwm:ﬁmﬂiw’mimaﬁmadﬁﬂﬁﬁﬁﬁm%w LANENINY AW ANTINANTITUSANT
swanTinowndiy Sia@mu) lunjamnwaniuaes ananudlumsldusmanuswens

'
o s aad

WANGINUBENIRBFIATYNIIRAANIZAU 0.01



sneazdulzTnImaaivesgnandnelddaidan uandrenu Swndnsaunald
uINMImwas inewdiod Sna@mw)  lunjanwuniues duszpznalunmadugnéd
22951A73 uazduanualumslduimatusmens  wandsnuatnadipddniaian
32010.0 1

riaunddagmuarandud lasnwsulianuduwusiungdnssunisliuinng
FUIANT INBW ST IR (NAITY) duszpziialumadugndizassuinns lawd
anusuRusTuluAeradeiu luszaudaudisi atediimdyneaianizdy 0.01

NAuAAAaNMAIANTUAT IIUNTFINATIAU dIUAURUITDITIFUAT LAZE1
ANMUANAAIATIFUAT FANNFNWUSALUNYANTINATITUIAITUIANT bW alrs d1na
(wmzw) duszoznanlumadugndrzesmnans lasflanudunusnulufianmadoiiulu

FxaUAIUTINGT a8 IlREEAYNIRDANIZAY 0.01



BRAND EQUITY ATTITUDE AFFECTING USAGE BEHAVIOR
OF THE SIAM COMMERCIAL BANK PUBLIC COMPANY LIMITED
IN BANGKOK METROPOLITAN AREA

AN ABSTRACT
BY
SOMKIAT SUPHAKPHAISARN

Presented in Partial Fulfilment of the Requirements for the
Master of Business Administration Degree in Marketing
at Srinakharinwirot University

October 2010



Somkiat Suphakphaisarn. (2010). Brand Equity Attitude Affecting Usage Behavior of the
Siam Commercial Bank Public Company Limited in Bangkok Metropolitan Area.
Master's Project, M.B.A. (Marketing). Bangkok: Graduate School, Srinakharinwirot

University. Project Advisor: Associate Professor Supada Sirikudta.

This research aims to study brand equity attitude affecting usage behavior of the
Siam Commercial Bank Public Company Limited (SCB) in Bangkok metropolitan area.
The study includes brand equity attitude classified into four categories as follows: brand
awareness, brand positioning, brand identity and brand loyalty. Sample size in this
research is 400 customers of SCB in Bangkok metropolitan area. Questionnaire is an
instrument for data collection. Statistics for data analysis are percentage, mean, standard
deviation, t-test and one-way analysis of variance. Paired sample difference is tested by
using Least Significant Difference. = Pearson product moment correlation coefficient is
tested for relationship.

Results are as follows:

Most SCB customers in Bangkok metropolitan area are female, aging between 21
and 30 years old, being single, holding bachelor degree, working as workers/private
company employees and having monthly income between 10,001 and 20,000 baht.

SCB customers in Bangkok metropolitan area have attitudes on brand equity in
category of brand awareness, brand positioning, brand identity and brand loyalty at very
good levels.

SCB customers in Bangkok metropolitan area have usage behaviors as follows:
average using duration of services of SCB is 7.76 years; average using frequency of
services of SCB is 6.45 times per month or approximately 6 times per month; and average
proportion of using services of SCB compared to using services of all banks is 68.40
percent.

Different customers’ demographic data such as age, marital status and education
level influences different customers’ usage behavior on services of SCB in Bangkok
metropolitan area with statistical significance of 0.05 levels.

Different customers’ demographic data such as career influences different
customers’ usage behavior on services of SCB in Bangkok metropolitan area in category of

using frequency of services of SCB with statistical significance of 0.05 levels.



Different customers’ demographic data such as monthly income influences
different customers’ usage behavior on services of SCB in Bangkok metropolitan area in
category of using duration of services of SCB and using frequency of services of SCB with
statistical significance of 0.01 levels.

Overall brand equity attitudes have positively slightly low related to customers’
usage behavior on services of SCB in category of using duration of services of SCB with
statistical significance of 0.01 levels.

Brand equity attitudes in category of brand awareness, brand positioning and
brand loyalty have positively slightly low related to customers’ usage behavior on services
of SCB in category of using duration of services of SCB with statistical significance of 0.01

levels.
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3770 LE3TAN; LLazﬂuﬁius] (2546: 93) "Lﬁ'l,ﬁmwwmUammmwﬁuﬁﬁﬁ 1))
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MNANNIAYIaIRUMA TR I savaiUTInA wazguaulAvaIaTFud
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5. fuwnswilszinnan 5 YaINTIEUAN (Other Proprietary Brand Assets)
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Name

Awareness

Brand

v

Loyalty

Brand

Brand Equity

Provides Value to Customer

By Enhancing Customer’s:

* Interpretation or Processing
of Information

* Confidence in the Purchase
Decision

* Use Satisfaction

/ Associations

«— Other Proprietary

Brand Assets

Provides Value to Firm By

Enhancing:

* Efficiency and Effectiveness of
Marketing Programs

* Brand Loyalty

* Price or Margins

* Brand Extensions

* Trade Leverage

* Competitive Advantage

Mwilsznay 4 wuudnaesnmAYeInTIaU (Brand Equity) a9 David A. Aaker

A aa A 6 A a ] e
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AMAI2INIEWAIENIANDBIRUIIAA (Customer-based Brand Equity)
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3. m3ladyansal (Symbol Exposure) Hu3lnaazifonlassyansalnuanive
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UIENLINVBIRWAT (Kotler; & Armstrong. 2004: 259)
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AMAEIAYVDINAYNSE NIV LA EWAT (Positioning Strategy)
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