1 2537)

(Survey research method)

20-45

95 %

1+N(e)2

(Quantitative research)

(Questionnaire)

20-45

2544)
2,495,229

Yamane (1973,
, 5%



399.94

sampling)
2542)

L

(50%)

2.

sampling)

2,495,229

1+ (2,495,229 X 0.0025)

400

399.94

(Multistage

50 "

(Simple random sampling)
8

16

16

(Convenience



(Privately consumed product) (Publicly consumed

product) Graeff (1996)
1
1
2
3.1 3.2
3.1
(%)

29
13.9
11,
6.8

5.8



llever-nonunilever vision and  ission."(2545, ),BrandAge

3.2

(000’
423,580
85,432
81,714
54,224
13,000

'Adquest (December 2002) :ACNielsen (Thailand).

33%
21 %
20%
15%
6%
4 9%
1%

" (2544, )

Marketeer.



3.4

cAdquest (December 2002) : ACNielsen (Thailand).

(Questionnaire)

2.1

2.2
2.3

31

3.2

3.3

(Reliability)

165,088
108,328
91,206
61,955
28,691

(000' )

(Validity)

74
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(Contentvalidity)

(Pre-test) 20 ' '
(Reliahility)

Conbrach's alpha

N

k -1 vi

Vi =

Vt

0.91

0.89
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(Self- congruence)

(Actual-self congruence)
(ldeal-self congruence)
(Social-self congruence)

(ldeal social-selfcongruence)

(New method)

Sirgy (1997) (Self-congruence)

Likert scale

5 1 5

(Actual self-congruence)
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X Y
(People similarto me use brand X in situation Y.)
‘ X Y
(I'can identify with those people who use brand X in situation Y.)
X Y

(Using brand X in situation Y reflects who lam.)

(ldeal self-

congruence)

‘ X Y
(People who Iwould like to be use brand X in situation Y.)
X Y
(lwould like to identify with those people who use brand X in situation Y.)
X Y

(Using brand X in situation Y reflects who Iwould like to be.)

(Social self-congruence)

X
Y (People who use brand X in situation Y similar to how Ibelieve others
to see me.)
X Y
(Others identify me with those people who use brand X in situation Y.
X Y

(Using brand X in situation Y reflects how | believe others to see me.)

(ldeal

social self-congruence)
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(Ideal
social self-congruence)

X
Y (People use brand X in situation Y similar to how |would like others to
see me.)
X
(I would like others identify me with those people who use brand
X in situation Y.)
X Y
(Using brand X in situation Y reflects who Iwould like others to

see me.)
(Brand preference)
Jamal
Goode (2001) 1)
(Prefer brand X over any other brands) 2)
(Would used brand X more than any other brands) 3
(Would be inclined to buy brand X)
Likert scale 5
1 5
(Brand satisfaction)
Jamal  Goode

(2001) 1).
(Overall quality) 2).
(Satisfaction with the brand) ~ 3).
(Brand recommendation to others)
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Likert scale 5 1
5
8
. 2546
(Coding)
SPSS
1. (Descriptive statistics)
(Frequency) (Percentage) (Means)

(Standard deviation)

2. (Inferential analysis)
0.05 5

(Correlation coefficients)

(Linear regression analysis)



't-test

consumed product) (Publicly consumed product)
F-test
(Privately consumed product)

consumed product)

(Privately

(Publicly

80
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