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Independent Study title: Perceived Brand Equity of Pruksa Ville Brand in Bangkok
Metropolitan Area and Vicinity
Author: Miss Sujikan Panjit; ID: 2573000664; Degree: Master of Business Administration;

Independent Study advisors: Dr. Suree Kemthong, Assistant Professor; Academic year: 2015

Abstract

The objectives of this study were: (1) to study the behavior of Pruksa Ville consumers in
BKK and vicinity; (2) to analyze perceived brand equity of Pruksa Ville; and (3) to compare the factors
of perceived brand equity according to customers’ preference.

The number of population was customers who bought the Pruksa Ville townhome from
Pruksa Real Estate Public Company Limited, all nine projects of the 320,124 samples. The samples
selected by simple random sampler method consisted of Taro Yamane has 400 respondents. Online
questionnaires were used as an instrument to collect data. Data were analyzed by statistically tools
including percentage, mean, standard deviation, t-test; and one way ANOVA.

The result showed that: (1) Customer behavior Pruksa Ville mostly were bought two-story
townhome, they were bought first times, the decision to buy the land size 20-22 sqw, the price 3.5-4
million baht. The respondents made decision by themselves to buy townhome and location factors were
important respectively; (2) an overall the perceived brand equity of Pruksa Ville was at the high level.
All aspects of the perceived brand equity of Pruksa Ville was at the high level including brand
awareness, brand association, perceived quality, and brand loyalty; and (3) compare the factors of
perceived brand equity of Pruksa Ville revealed that consumers except career and income level with

different had perceived brand equity differently at the statistically significant 0.05 level.

Keywords: Perceived, Brand equity, Townhome
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NINWAN 2.1 Brand Equity Framework

N1: Isabel Buil, Eva Martinez and Leslie de Chernatony Volume 30. Number 1. 2013: 62-74
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AN 2.2 A Framework for Measuring Customer-Brand Brand Equity
17 International Refereed Research Journal www.researchersworld.com Vol.-1I, Issue-1,

January 2011
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AszMINI “anuauInvesgnm lunssmazsviandumnaztounnanuannsalums
(Y a Y 9 A A 1 o A A a Y
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Dopico, 2000) M55uFaanamilumguinnsdaduauninlagsuvesnaasus (Product)

A a .
HIONITUINT (Service)
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