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54920423: MAJOR: MARKETING COMMUNICATION; M.Com.Arts
(MARKETING COMMUNICATION)
KEYWORD: PERCEIVED VALUE / BRAND/ CONSUMER BEHAVIOR/ PURCHASES
SINEENUT SOMKID: THE RELATIONSHIPS AMONG BANGKOKIAN
CONSUMERS’ KNOWLEDGE, BRAND EQUITY PERCEPTION AND BUYING
BEHAVIORS OF H&M PRODUCTS. ADVISOR: MONRUDEE TADAAMNUAYCHALI,

Ph.D., CHOMPUNUCH PUNYAPIROJE, Ph.D., 80 P. 2013.

The research objectives were to study the relationship among Bangkokian consumer’s
knowledge, brand equity perception and buying behaviors of the H&M Products. The samples
were 400 male and female Bangkokians knowing the H&M Products. The research tool was a
questionnaire and the statistics for hypotheses analysis was Pearson Correlations and Independent
Sample t-test. The research results revealed that the overall samples’ knowledge about the H&M
brand were positively correlated with the samples’ H&M brand equity perceptions at the
significant level 0.001. The samples who had bought the H&M products within one year had a
higher positive H&M brand equity perceptions than the one who had not bought the H&M
products within one year at the significant level 0.001. The frequencies of samples’ buying
behaviors of the H&M products were positively correlated with the samples’ H&M brand equity
perceptions at the significant level 0.001. The money spending of samples’ buying behaviors of
the H&M products were positively correlated with the samples’ H&M brand equity perceptions at

the significant level 0.001.



=
3 SN

ARSI

I o o
AN UNIAZANUAIAYUB U oo

[ 4 =<
AQUTEAIAMITANEY oo

a Y] o
UYTHAWTURNE Lttt ettt et st e et e et e st e e saree s

L1 A T R R L R LN LT Sale L T

Tt TR L [T R (AT L DO

LUIAADGITURAMAIATVTURAT oo

v
9y

VOYANUFIUUBIATITURY 1o

MUY

=)
)
=
(]
2
o]
<o

A,

==X

B 08 oo

YTEWINTUAZNGUADDI N s
A A A Y av

EATOTUOTN LT IUNTTIVY oo

09/’ 9 d‘ A a o

VUADUNT AT IUATOIUO UM IT IV oo

as 3 9

ABMITIAUUBYD e ssssssssssssssss s

M3 IATIETUALMITUUANATOA oo

B BRNTTIDY oo e e ee e s s e s s s e s e e e s e s s s e s e s s e s s e e e s s e s eee s



15118y (A0)

uni wi
A0 2 HAMI AT IR AR AT UM ONATOUTUNRTIY oo 48

5 @3UHaNI3I90 DAUTIOHA UAZTOIAUOIUL ...oooooeoeeeeeeeeeeeeee e 55
ATUHANIT IV e 55
ATUHANIUATIEHY OO MAUUATI coosooeeeeeeeoee oo 58

DAUT VD ..o 60
HANTMATIZEAWADAITIOULIU ..o 63
VOLAUBUULFMTUATITURT HEM ..ooooooo oo 65
AT T TR L L1 66

VoL UBUULAMTUNITIVOTUOUIAA .oooooo e 66
DTTONUNTU oo seoesosssssssss st 68
AVVAHUIN oo 71
AIPFUIN D oeeeeeeesssssssss e essssees s 72
AVAFUIN U eeeeeessssssss e eesssssssssss s 78



A
ATT NN

10

11

12

13

14

M3UYMI9

QQd’ Y a
A0AN B IUMIINATOUTUUATIU oo
ANudLAzSpeaz Y0 doYadIULYAAD VOINGUAIOE N oo
AMNILAZ S pEaZY0INNUIINGINATIAUAT HEM Y0INgUAIDEN............
d' 9 a da’ a 9 = d’ (]
ANUDUAZTOIATVDANYANTIUMIFRAUAINT H&EM neTu 1 Tiriuin
UDINGUADIDIN oo e
d' ¥ w1 Ay v a A a v
ANND UazogazvourgNaveIngualeden ¥ lumsdadulagedumag
H&M 08I0 T URHTUIN e
A 9 1 @ 1 Ao A Izﬂy a 9
anuduazdosazvoungravenguitedanaadule lideduins H&M
= 9 a Y ~ T @ [} zﬂy A 9
ANUDNAzToazYeITNTUAINTT HEM NNqudAledadeiie lunely
UL s
A v a & g ' I & '
ANUDUAZTOIATVBINYANTIUMIFRAIUANNBEATIIUMIFE Lazyaa
Y 9
TUM5%0AT1 HEM AOATIVOINGUATDN ..ooooeeseee oo
Aunde 1azANDoUUUNIATFIU VOIAUAIMNTIAUAT HEM YINguAI0819
v o J 1 { @ a 1w ]
ANMUAUINUTTZUINANNS NI UATIAUA HEM TAg3Iuv09nquii0819
AUNMTTUIABAIATITURT HEM..ooooooeeeeoeeeeeeeeeeeeee e
=1 = 1 d' v Y U a 9 1 o ] d'd
ManfSeumeuaARasNsTUIAUMATITUATHEM Y0INGUAIDENNTD
A
Tigoauaingt H&M 210Tu 13
A
v o 1 a a 1 v 1
ANUAUINUTTZHIINGANTTUMSFOTUAAT) HEM v0InguAIee19a 11

o

2 2
AMutoons luMIFeAUAMNUMITUIAUMATITUAT HEM ...ocerre....
v o 1 a - a 1 v 1
ANUAUINUTTZHIINGANTTUMSFOTUAAT) HEM Y0InguAI0e19a 11
1 Y dy a Y o v 9 1 a 9y
amldnelumsdodunumssuiquans 1 @ua HEM ..o

AFUNAMINAADUANUATIUNITIVY .o

34

36

38

40

40
41

41

42
43

48

50

51

53

59



UYMW

A ]

NINN ATR

T TOUUIAANTT IVY oo e e s e e e e s e s e s s s sees s sreees 4

2 e AU 1R IR0019 15 e 15
= a 1 v A

3 UTEHAUMIADIUINR oo e s s 17

=1 a 1 o Y

4 UTLUAUVINTATENUNG oo 18
d‘ a 9

5 DITIHON LHTAT VTR oo e e ee e e 21

< a Jda Jax a o . o v Yo Y a 9
6 uanavl B9 Naad 30 To UTHNM Hihai (Yszna'lne) Snaduindiasdud) H&M... 24
L v v Yy A
7 1E0HIATT HEM UYBIHBIUALHWD ..o 25

a s s v Y )
8 ﬂllclfu&u@ﬁllagﬂu@\iEjﬁ?ﬂ@@ﬂﬂﬂﬁmﬂ‘b’ulﬁﬂﬂ’l HE&M .o 27



