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ABSTRACT

The purpose of this research id to (1) To study the perception of brand value of Kerry
Express (Thailand) Public Company Limited of the population in Bangrak district Bangkok (2) To
study perception of brand value of Kerry Express (Thailand) Public Company Limited of the
population district Bangkok classified by personal factors (3) To study the brand image and the
efficiency obtained on the perception of brand value of Kerry Express (Thailand) Public Company
Limited of the population in Bangrak district Bangkok.

The sample used in this research is the population in Bangrak district Bangkok
Metropolitan Administration of 400 people using questionnaires as a tool used to collect data
such as frequency , percentage and standard deviation The hypothesis was tested with a t -
test statistic , one — way ANOVA statistic , and if differences were found , they were compared
individually. Using LSD method and multiple regression statistics.

The results of the hypothesis testing found that The population of Bangrak Bangkok with
different age , income Make the brand value of Kerry (Thailand) Public Company Limited
recognized among the population in Bangrak district. Bangkok as a whole is different. And the
results of the gender hypothesis testing as different educational levels Make the brand value
awareness of Kerry Express (Thailand) Public Company Limited.

KEYWORDS : Perceived Brand Rquity ; Population in Bangrak Bangkok province
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