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The objectives of this research were to (1) study brand positioning strategy (2)
examine the relationships of consumer's perception of brand positioning to brand
attitude. (3) examine the relationships of consumer's perception of brand positioning to
purchase intent.(4) examine the relationships of consumer’s perception of brand
positioning to brand attitude and purchase intent. The study used car and soymilk as
the representatives of high involvement and low involvement products,respectively.
Two methodologies were conducted. First, in-depth interview with marketers of those
products were used. Second, a survey research was conducted with 400 male and
female samples , age 18-45 living in Bangkok area.

The results showed that high involvement product used the strategy of brand
positioning with features and attributes.Low involvement product usea the strategy of
brand positioning with (1) features and attributes (2) benefits (3) product class and (4)
usage occasion

The quantitative finding indicated that In both high and low involvement
products (1) consumer ‘s perception of brand positioning and brand attitude were
significantly related (2) consumer ‘s perception of brand positioning and purchase intent
were significantly and (3) consumer ‘s perception of brand positioning , brand attitude

and purchase intent were significantly related.
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