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This research was a survey research of which had 2 objectives. To study the
Acceptation Brand Equity of Bangkok Bank Public Company Limited by the attitude of the
customers. To compare Brand Equity of Bangkok Bank Public Company Limited classified by
the customers’ personal factors. The researcher distributed the questionnaire to the sampling size
of 400 customers as the collected information. The data was preceded and analyzed by the
statistic computer program to calculate for the frequencies, percentages, mean and standard
deviations. In addition, t-test was used to compare means between 2 groups and f-test for more
than 2 groups. If the meaningful statistic difference was found at 0.05, Scheffe’ test was used to
examine the differences between pairs and the personal factors.

The research results could be concluded as follows:

1. Overall, the customers’ attitudes toward the Acceptation Brand Equity of Bangkok
Bank Public Company Limited were at a very high level. When considered at each aspect, found
out that the customers’ attitudes toward the Acceptation Brand Equity were at a very high level in
4 ways averaging from the highest to the lowest as follows: Brand Attribute, Brand Image, Brand
Awareness and Brand Association. The average figures of each were 3.84, 3.81, 3.64 and 3.62
respectively. The customers’ attitudes toward the Acceptation Brand Equity were at a middle
level in 3 ways averaging from the highest to the lowest as follows: Brand Perceive Quality,
Brand Loyalty and Brand Equity. The figures were 3.37, 3.28 and 2.64 respectively.

2. The comparison of the difference acceptation between Brand Equity classified by
personal factors was found that the customers, who had a different sexuality and age, had no

difference in the acceptation in Brand Equity. The customers, who had a different educational



n
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background, amount of an income and career, had the difference in the acceptation in Brand

Equity.





