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ABSTRACT

The purposes of this research were to study the AIS consumers in (1) the brand
equity perception of the AIS products, (2) the information uses in decision-making process to
purchase AIS products, and (3) the relationship between the brand equity perception and the
information uses in the decision-making process to purchase AIS products.

This was a survey research. The sample consisted of 400 AIS consumers in Muang
District area ;)f Nakhon Ratchasima Province. The research instrument was a questionnaire.
Descriptive statistics was used for data analysis including percentage, mean, and standard
deviation, and inferential statistics was Chi-square at a .05 level.

The research findings were that (1) the sample perceived the brand equity in the
following aspects: 1.1) brand awareness by recognizing the AIS and primarily recalling the “one
to call,” 1.2) brand knowledge at a high level, 1.3) brand association with market leadership and
modernity, 1.4) signal quality improvement continually, 1.5) brand loyalty continually; (2) the
sample used relevant information for need recognition before making a decision to purchase AIS
products; and (3) the relationship between the brand equity perception and the information uses

had significantly statistical differences at various stages of the process.





