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53920763: MAJOR: MARKETING COMMUNICATION; M.Com.Arts
(MARKETING COMMUNICATION)
KEYWORDS: BRAND/BRAND PERSONALITY/RED BULL
BUNSIRI THAMMASUTHON : CONSUMER PERCEPTIONS ABOUT BRAND
PERSONALITY OF RED BULL ENERGY DRINK. ADVISOR: CHOMPUNUCH

PUNYAPIROJE, Ph.D., 71 P. 2013.

The purpose of this study was to study the consumer perceptions about brand
personality of Red Bull Energy Drink and to compare between samples’ demographics and their
perceptions about brand personality of Red Bull Energy Drink. Survey research with 400 people
was employed and the questionnaire was a research tool.

Research revealed that the top-three distinguished brand personalities of Red Bull
Energy Drink were King (i =3.50) that Leading Personality trait came first (i = 3.73), Mother
(i = 3.36) that Family Oriented trait came first (i =3.68), and Hero (i =3.33) that Lion
Heart trait came first (—)Z =3.49)

Additionally, hypotheses testing revealed that the differences of sample demographics
such as sex, education, income, carecr and hometown influenced on their perception about brand

personality of Red Bull Energy Drink significance different in 0.05.
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