a A a ¢ ® 1 o Y 1 a % U
E’J‘i’lﬁ‘WZ‘l"].l6\3:‘511LLTJTJT‘JJquﬂ%ﬂ%LﬂﬂiL%ﬂ@lﬂﬂ"l‘iiﬂz@lm@n@ﬁqﬁ%ﬂﬁiﬂEl%ﬁsr@l‘[ﬂGI']

gmfing nlsawnaol’ uas s1az Jeasqage?

‘anzuImInsia andwnaluladine-duu 17711 L.A@WINI37 0.AGUINTT LATIURAII NTINN 10250

E-mail: rachata@tni.ac.th

auzuImnaaie snnswnaluladlne-guu 17711 S W@WINIIE7 0. AWUINT LWAFIUAAW NTINW 10250

E-mail: rachata@tni.ac.th

%

UNAALa

A o

= & ¢ A =
ﬂ’]iﬂﬂjﬂ"]%llfl@]g]ﬂszaﬁﬂLWﬂﬂﬂﬂ']

ﬁwﬁwamaagﬂLLqumumwuuﬁuLw asiiada

' Aa

MITUFAUAIATIRUAID HUA LA UGN Laziin

ﬂafﬁ'ﬂﬁﬁﬁ"n%wa@aqmmm'}ﬁuﬁ’]m
ﬂszqﬂ@ﬂf LLazﬁmu@Lmeomiﬂszqﬂ@ﬂ%

A @ o & .
LN ﬂlﬁﬂiza‘Uﬂ’n&Ja’l Li’%luﬂ’]ﬂm‘lﬂm’] ﬂ@}l

o 0 A a o & Xa P
089N T IwN13398ATINAD W LTUINNT

U

¥

futnasiig s1wiu alad19lasld 400

a

A A A = o
wn3asdanlslunafununutoyadguni
=1 [ va A
gain1sansdunuusavuninlaaldisny
FNAIDENUUUREAIN HAMNEVUAZIUNLI
a a W dl Qs 1 =1
FuN@AzIun1IIden Tedudruyaaadl
mmé’uw”uﬁeianw%’uj}’@m@hmwauﬁﬂ
snoudlalodn wuiiiwe 218 ADTUNTN
FLAUMIANBINAING ﬁwa@iamﬁuf@;m@h
AINRBAITDLWA LA LUFILANAIIN Y WU
o =2 A A v A '
FLAUNIANEN LAz TWNA1INY ANasdams
%’uj@md’lmﬁuﬁﬁnwﬂmiﬂﬁﬂ&iLL@m@m
a ' Ao o w P |
ABad 19 Ry§F1AWNIIRD AN WAL 0.05
a a v t-ﬂld %3 % 6 1
RUNAFIUNITITNTANWTFUANUT Iz
gﬂLmumﬂmmmwuuﬁuma‘iﬁmﬁ'ums‘%’uj

qm@h?mﬁﬁm_lmﬁmiﬂﬁﬂ wuzduuunis

lsyanuuy Display Ad (Banner) WUy Video
Clip WazwUy Social Media AANNFUNWTLT

vINAUMITLgmenFudnIn Hue La leen
Abstract

The objective of this study the
influence of ad formats on the Internet on
Toyota brand awareness. And factors
influencing toward the brand value apply and
set out the application guidelines for
successful advertising. The sample group
used in this study was Internet user 400
samples. The tool used to collect the primary
data of the study is a questionnaire, using a
convenient sampling method. The results of
hypothesis 1: Personal factors correlated
with the perception of Toyota car brand
value. It was found that sex, age, marital
status, education level and salary was
different. There is a difference in the
perception of Toyota car brand value and

different career was no statistically significant



difference at 0.05. and hypothesis 2: The
relationship between advertising models on
the Internet and the perception of brand
value of Toyota vehicles showed that the
advertising model on the Internet, the
Display Ad (Banner) Video Clip and Social
Media are positive relation with the Toyota

brand value.

Keywords: Brand, Brand Equity, Automobile.
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