167

Uiza‘ﬂ%wa‘dE]\‘iﬂ’l'iﬁ%’]\iﬂ"l'i‘\]ﬂﬁi’] faN15aRa15N15AAA
Tun1sadranisandndednandydnual fuyaranivaides
The Effectiveness of Consumer Memory on Brand Mascot

and Celebrity Endorsement

a A . .
a3 Tws1e (Isari Pairoa)
AVIVITNAFERT ANLINIINITIANTT UNTINGIFETIVHaIuarum

Blausiavan : isareel7@hotmail.com Luaslng : 086-358-3508

UNANED

av dAdaw ¢ A « a o °
N13IVYUNINEN Ui FIALND ANYINITADFITNITAATIANUNAININAAIFININNITININ

ddd I

Adyanualmefnadydnualiasyananiveides uay Hew3sulsunisdeansnisnain
Tunrsadrenisandnsdey ”ﬂwzﬁswdNmﬂmamaﬂwmﬂwmaﬁﬁ%aLam N3 ANWILT
Usunauldgnihanldlaengusiegnaiidiuau 400 Ay Tngld3snasgudiegawuungy (Cluster
sampling) mﬂﬂizsmﬂﬂummﬂqqmwumum U0 1A LURaY 8 AU ANLUVEADUNIY
$1u2u 400 Yaiifudoyauidu #d1uin 383 gaflarunsatirdeyauiuszutanald
Tduvvasvarnlunisiivdoya TdlunisTadrvesdiuds $auau 5 dauds fe
(1) mmﬁ’lL%aﬁasumél”ﬂmé’mé’ﬂwﬁﬁﬁwmaﬁﬁ%aLﬁaa (2) msi"u%fmaﬂﬂiﬁ@ﬁﬁﬂﬂimm@lm
Tuilasala, (3) N15andIveanay, (4) wamiaamsmsmmmmamamamaﬂwmﬂwﬂﬂaﬁﬁ

L4

ades, uaz (5 Yoy av lUmsUszrnsmansusnainidiuys 5 saluwuuasuniuil

=N

N

u./u./o./‘:l Aol

Mediindn 1.@uUs Ao wag (6) “UEJLﬁEN‘VlLL‘VH]NGUENGIﬂ(ﬂ’]ﬁmﬁﬂHmﬂUUﬂﬂﬁWN%@Laﬂﬂﬁﬂ

e

14 Coders LUU%I'US%L@J‘L! mﬂsuaaﬂasmmu mmsmmswﬂmwmmmmaaa%amﬂm

[

o ¢ @ Aad o ~ ) ° ! Y = W
iy/aﬂ‘l?}m ﬂ‘U‘UﬂﬁaVlllGUE)Laa\clllNaﬂ‘Uﬂ']iﬁ]@ﬁ]']‘ﬂ@ﬁﬂallaﬂﬂ']Lﬁ']W@J']EJ‘(NiJNaW@W’JLLTJiG]'uJ

v ddd

ﬂE]ﬂ'ﬁﬂ@ﬁ?iﬂ’ﬁﬁla’1@WJEJG]ﬂGﬂﬁiU@ﬂ‘UﬂJﬂU‘UﬂﬂaVIQJGUE)LﬁEN MAdelusuIanAIsAnwIfILUS

2/ 1 a a (3

’e]u"'] SIUAYLUU ﬂ’]i'ﬁUEﬂmﬂ’]Nﬁmﬂle LLﬁ%ﬂ’]i'ﬁ‘UEﬂ'J’lJJﬂﬁ’]Sﬂaﬂﬁzﬁ'jWQMULaﬂﬁuuﬂﬂa

oglulauan

'
o o U = o [ [ o/ (Y

ANEIARY 1 NIFDAITNITNAN; NTIRTIMTIFYAN WAl Anandeydnual; urRanlyeides



168

Abstract

This study aims to examine effects of customers’ memory regarding the
brand mascot and the celebrity endorsement toward the endorsement effect and to
compare customers’ memory after exposed to the brand mascot and the celebrity.
Cluster Sampling was made by sending four hundred questionnaires to fifty districts
in Bangkok, eight participants selected from each district, three hundred and forty
three completed questionnaires were returned. The data analysis was made by
focusing on 5 variables; (1) the source credibility, (2) the unintentional effect, (3) the
customers’ memory, (4) the endorsement effects, and (5) the demographic data. To
inspect the additional variable, actual reputation of the endorser.named by each
participant, three blind coders were asked to use«Google ‘Adwords to identify the
frequency search. The data collected from three hundred and forty three sampling
groups were analyzed. The finding reveals that the source credibility helps improve
customers’ memory which has positivetinfluence. on'the endorsement effect. Other
related variables are considered: for future study, such as, the product value
perception and the resemblance between customer and the celebrity endorsement
perception.

Keyword : Endorserment; Memory; Brand Mascot; Celebrity
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