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ABSTRACT

The purposes of this research were: 1) to explore opinion of consumers in Bangkok area about the
brand identity and image of Ford’s pickup truck, 2) to find out the purchase decision level in Ford’s pickup
truck of consumers in Bangkok area, 3) to investigate the brand identity and image affected the purchase
decision in Ford’s pickup truck of consumers in Bangkok area. Samples were 385 Ford’s pickup truck owners
in Bangkok area. Information was collected by using questionnaires. All data were analyzed by frequency
distribution, percentage, mean, standard deviation, and Multiple Regression Analysis. The results of this study
showed that the level of the overall opinion about the brand identity and image of Ford’s pickup truck was
high. After considering each aspect, the result reveals that all aspects were high. The overall purchase decision
level in Ford’s pickup truck was high. After individual aspect was analyzed, it was found that all aspect was at
the high level. The brand identities influenced the purchase decision of Ford’s pickup truck at the statistically
significant level of 0.05 were as follows: 1) brand personality, 2) brand culture and 3) self-image. The brand
images influenced the purchase decision of Ford’s pickup were attribute and attitude.

Keywords: Brand Identity, Brand Image, Purchase Decision
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2. NANTTILATIZNNITNANDLULLWA A b
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AMANHILAIIFWAN b S.E.b. B t p
1. SUANHHSNINBINATIFUAT (X,) -.006 .040 -008  -162  .871
2. NUANNTNANUSALAT TR (X,) .054 .041 072 1318  .188
S.ﬁmmﬂummmlumsa:ﬁau@ﬁmumaaﬁ'lfﬁﬁ'umwﬁuﬁﬂ .032 .038 .043 847 .398
(Xs)
4. NUUARNAINATIEUN (X,) -.101 .041 -132  -2437  .015*
5. 0 WINBITTNATIEUAT (Xs) .306 .034 436  8.894  .000*
B.AUNNENHIEIUAD (X) .094 .040 129 2378 018
#Ai (Constant) 2.348 202 11.622  .000
R =.526 R? = 277 SE.est = .313
*p < .05
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auﬂizawﬁa%auwuﬁmnaswyzqma:aw (R) v23a1
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MNANHALATIAWAT b S.E.b. B t p
U UFNLA (X) -.092 045 -.106 2.072 .039*
dugaszlomt (X)) -.003 041 -.004 -.070 944
MUNAUAR (X,) 464 .046 537 10.093  .000*
#A9i (Constant) 2.404 184 13.030  .000
R = .499 R% = 249 SE.est = .318
*p < .05
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