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ABSTRACT

The purposes of this research were to study the brand of the True Corporation Public
Company Limited (True Corp) in (1) the brand building process, (2) consumer’s perception of the
brand , and (3) consumer’s attitudes towards the brand.

This research was descriptive based on in-depth interview and survey. The sample
included (1) two True Corp executives, and (2) 400 consumers in Bangkok. Research tools were
interview forms and questionnaires.

The research findings showed that (1) the positioning of “true” was to create emotion
and identity, (2) the personality of “true” was changed from the image of outdated housewives to
modern businessmen, (3) the identity of “true” was created by changing from being only land line
telephone to comprehensive communication service provider, and (4) the renamed “true” brand
was launched through all media channels with an advertising channel as the main medium to
create brand awareness and recall among consumers. As for perception, the findings indicated
that the consumer sample were exposed to all types of advertising and public relations media,
most to a large billboard for 1-5 times a week. The sample’s perception of “true” was most on the
PCT operator and least on the sponsor of TV program “Kui Kui Kao”. Nonetheless, the sample
had a high level of “true” brand recognition. As regards attitudes, the findings showed that the
sample had a high level of attitudes in all aspects. The attitudes towards information channel
between the company and consumers had the highest level but the attitudes towards the company

was the lowest.
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