" http://www.riclib.nrct.go.th/

T144017

ae a o [P I - = = = o ‘ a oy <~
MIIRUTIAI999A TN WIRNUszALLAD (1) ANEINNTZALANIAIANRLAT luRaIATY
gosrnsgsia lneimunnmsingnrms&uizunnie 1iin lunanfiyagacdnsgsialag
< 9 o v o o v o v S o
iz Taszneulufng nsdnarndinuaiunsdudn uaznsdnaulianelafidisentineu
PENATIRUAT UAS (2) ﬁm:nﬁqm’mﬁuﬁuﬁa‘:mw?:ﬁu-um@mmmmﬁuﬁwLLﬁ:ﬁaﬁumaumum
prpe . - v 3 s W ; o ca o
nwmaraaninasionsdua naliuuasuninlunsifiudeyadunellswdld ingusi
' [ e < (3 ' o :,/ ‘: Qv a } % o - e 1 2 '
aENITMLTINYTONANTNIAAIAF N NUIUINAK 174 13 Audimimn 1 un934s Wun
a v e - < . a v < o )
furnszimgunsniilfndas An wWTenneanan? uasRudUssnviATesiioudn As ATeq

ABNNILRDT

HaMFIAEWLI ArduAsinTetnenanslss i uRAIR s AuAngandm AL
v - “ | & dl‘ < «q o ' - 13 o < 1% :
Alszimiasasaenames WeAntNesiuAAmMEUA Tudn s N IWsIN TR WA 2
Uszinm uazmaBuAI Xerox HAnUAMINALANGINTT Ricoh WAWAszinviATasdnaienans
ataiidAtynats douluduAlssinmipiesnaniames wudl Compaq was 1BM i
ANNUANFINTIUTBNTEALIATUANM P RUARENIITIAATYUNATA U zAUAmINRLAN T
ANHUENNTINTBIRUAY 2 Uszinmilanudiius Ludsueniuyniladumauauamianig
AAA WAauENANIANANRUT N TR RWATWLAN AuARTRUATA LRSI

TR4EMOLAUBININNITAAIARENUNNTAAE Faazuansneiueon lUmuuFasms1&uAT wanann

v
' ] 3 P <

i nammegeLmuAn mmiffmﬂmmmﬂauﬁﬂummmﬁw@mmmm@ﬁﬁﬁumwmﬁ HFin
Arunidediontlussauiilla

The objectives of this survey study were to: (1) explore brand equity in
business-to-business marketing by developing a new measure which had brand knowledge
and trust in salespersons as the key components, and (2) examine the relationships
between business-to-business brand equity and the marketing response factors. Mailed
questionnaires were used to collect data from 174 companies. Copier machine was chosen

as the representative of the accessory equipment while computer was chosen as the

representative of the major equipment.

The findings illustrated that brand equity scores in the copier machine market were
higher than those in the computer market. Specifically, Xerox brand received higher equity
score than Ricoh brand in the accessory equipment categories while Compaq and I1BM
brands got no significantly different equity scores in the major equipment categories. In
addition, overall brand equity scores were significantly and positively related with all of the
marketing response factors. However, when each brand was considered, only some of the
marketing response factors were significantly related with it. Finally, the reliability coefficient

of the brand equity measure developed in this study was acceptable.
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