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Title Brand value Buriram United club of consumers
Researcher Patamawadee Wongkird
Faculty Management Science
Academic Year 2019
ABSTRACT

This research is a quantitative research using survey research methods. Which
aims to study the brand value of the Buriram United club of consumers, including (1)
brand awareness (2) brand image Including strength, Favorability, Uniqueness and
Perception of Service Quality by using questionnaires to collect data from male and
female samples aged 15-45 years, used to collect from respondents are 400 sets. live
In Buriram Province And other provinces
The research found that When measuring the brand value of Buriram United
Club, all 3 elements are brand awareness Brand image And recognition of the quality
of service, found that the brand value of Buriram United Club of consumers residing
in Buriram Province With an average of 4.69 and those living in other provinces With
an average of 4.64 Which the average of both groups of consumers perceives the
brand value Not significantly different By showing that The two groups of samples,
although different in each area of the Buriram United Club brand value, were not
different. Therefore rejecting the hypothesis that the researcher has determined that
Brand value level, brand value, Buriram United club of consumers in Buriram and

other provinces are different.

Keywords brand value, Buriram United, Consumer
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