. (2547).

15%
! - (2544),

Nestle Ice Cream:
http://wvw.marketeermag.com
. (2548). 12
http://www.positioningmag.com
. (2529).

. (2543).

(2549).

(2548, 17 )

5 2549,

2549,

100 Power brands power share 2005-2006. (2549). Retrieved January 5, 2006, from

http://www.marketeermag.com

(2548).
3 2549
(2543).

(2548, 4

- (2520),

http://www.childthai.org/cic/ca4l1.htm

)


http://wvw.marketeermag.com
http://www.positioningmag.com
http://www.marketeermag.com
http://www.childthai.org/cic/ca411.htm

178

Aaker, D. (1991). Managing brand equity: Capitalizing on the value of brand name.
New York: Free Press,
Aaker, . (1996). Building strong brand. New York: Free Press.
Ailawadi, K L, Neslin, . A, &Lehmann, . R (2003). Revenue premium as an
outcome measure of brand equity. Journal of Marketing, 67(4), 1-17.
Anantachart, . (1999). Observation: So! What does brand equity mean? Thailand's
Journal of Communication Art, 18(1), 57-63.
Anantachart, . (2000). Glimpse at branding: An observation and a concern. Thailand's
Journal of Communication Art, 17{3), 91-105.
Anantachart, . (2002). Measuring brand equity among thai consumers: An individual
consumer approach. Paper presented at the Association for
Consumer Research Asia-Pacific Conference, Beijing, China,
Andreasen, A R. (1995). Marketing social change: Changing behavior to promote
health, social development and the environment. San Francisco: Jossey-Bass.
Argenti, p. A, &Druckernmiller, B. (2004). Reputation and the corporate brand.
Corporate Reputation Review, 6(4), 368-374,
Arnould, E, Price, L, &Zinkhan, G. (2005). Consumers (2nd ed.). New York: McGraw
Hillrwin.
Amott, N. (1994). Marketing with passion. Sales and Marketing Management, 146(1) 64-
11,
Assael, H. (2004). Consumer behavior: A strategic approach. New York: Ploughton
Mitflin,
Auger, p., Burke, P., Devinney, T. M, &Louviere, J. T. (2003). What will consumers pay
for social product features? Journal of Business Ethics, 42(February), 281-304.
Balmer, J. M T., &Gray. E R (2003). Corporate brands: What are they? What of them?
European Journal of Marketing, 37(7/8), 972-997.
Barone, M J., Miyazaki, A ., &Taylor, K A (2000). The influence of cause-related
marketing on consumer choice: Does one good tum deserve another? Journal of
the Academy of Marketing Science, 28(2), 248-262.



Benezra, K (1996). Cause and effects marketing. Brandweek, 37(17), 38-40.

Berens, G., &Van Riel, ¢. B. M (2004). Three main streams of thought in the reputation
measurement literature: Corporate associations in the academic literature.
Corporate Reputation Review, 7(2), 161-178,

Berglind, M, &Nakata, c. (2005). Cause-related marketing: More buck than bang?
Business Horizons, 48, 443-454,

Betra, R, &Ahtola, O. T. (1990). Measuring the hedonic and utilitarian sources of
consumer attitude, Marketing Letters, 2(April), 159-170.

Bhattacharya, c. B., & Sen, . (2003). Consumer-company identification: A framework
for understanding consumers’ relationships with companies. Journal of
Marketing, 67(April), 76-88.

Bhattacharya, c. B.,&Sen, .(2004). Doing better at doing good: When why and how
consumer respond to corporate social initiatives. California Management
Review, 47(1), 9-23,

Blackett, T. (2004). What is a brand? ~ Brand and branding, ed. Clifton, R, &
Simmons, J. London: Profile Book.

Bloom, P. N, Hussein, P. Y., &Szykman, L R (1995). Benefiting society and the bottom
line. Marketing Management, 4(3), 8-18.

Brammer, ., &Pavelin, . (2004). Building a good reputation. European Management
Journal, 22(6), 704-713,

Brown, T. J., &Dacin, p. A (1997). The company and the product: Corporate
associations and consumer product responses. Journal of Marketing,
61{January), 68-84.

Brymer, ¢. (2004). What makes brands great.? R Clifton., &J. Simmons (EdSs.),
Brands and branding. London: Profile Books.

Burnett, M ., &Lunsford, . A (1999). Conceptualizing quilt  the consumer decision-
making process. Journal of Consumer Marketing, 71(3) 33-43.

Burt, . L, & Sparks, L (2002). Corporate branding, retailing, and retail
internationalization. Corporate Reputation Review, 5(2/3), 194-212,

Campbell, M. ¢. (2002). Building hrand equity. International Journal of Medical
Marketing, 2(3), 208-218.



180

Caruana, A (1997). Corporate reputation: Concept and measurement. The Journal of
Product and Brand Management, 6(2), 109-118.

Crawford, F., &Mathews, R (2001). The myth of excellence: Why great companies
never try to be the best at everything. New York: Crown Business.

Cobb-Walgrem, c. J., Ruble, ¢. A, &Donthu, N. (1995). Brand equity, brand
preference, and purchase intent. Journal of Advertising, 24(3), 25-40.

Collins, M (1994). Global corporate philanthropy and relationship marketing. European
Management Journal, 12(2). 226-233.

Cooper, R D., &Chindler, . p. (2006). Marketing research. New York: McGraw
Hill/lrwin.

Cornwell,T. B, Roy, D. P., &steinard Il E A (2001). Exploring managers' perceptions
of the impact of sponsorship on brand equity. Journal of Advertising, 30(2), 41-
51,

Cui, Y, Trent, E ., Sullivan, P. M, &Matiru, G. N. (2003). Cause-related marketing:
How generation Y responds. International Journal of Retail & Distribution
Management, 31(6/7). 310-320.

Dacin, p. A, &Brown, T. J. (2002). Corporate identity and corporate associations: A
framework for future research. Corporate Reputation Review, 5(2/3), 254-263.

Davies, G., Chun, R, Da Silva, R V., &Roper, . (2001). The personification metaphor
as a measurement approach for corporate reputation. Corporate Reputation
Review, 4(2), 113-127.

Davies, G., Chun, R, Da Silva, R V., &Roper, . (2003). Corporate reputation and
competitiveness. London, UK Routledge.

Dawar, N., &Pillutla, M M (2000). Impact of product-harm crises on brand equity: The
moderating role of consumer expectations. Journal of Marketing Research,
31(2), 215-226.

Dean, D. H (2003) Consumer perception of corporate donation. Journal of Advertising,
32(4), 91-102.

De man, F. (2005). Corporate social responsibility and its impact on corporate

reputation, Brand strategy, (September), 41-45,



181

Deshpande, ., &Hitchon, J. ¢. (2002). Cause-related marketing ads  the light of
negative news. Journalism and Mass Communication Quarterly, 79(4), 905-926.

Dolphin, R R (2004). Corporate reputation: A value creating strategy. Corporate
Governance, 4(3), 77-93.

Dowling, G. (2004). Corporate reputations: Should you compete on yours? California

Management Review, 46(3). 21-36.

Duncan, T. (2005). Principles of advertising and IMC (2nd ed.). Boston, MA: McGraw-
Hillrwin.

Ellen, p. ., Mohr, L A, Webb, D. J. (2000). Charitable programs and the retailer: Do
they mix? Journal of Retailing, 76(3), 393-406.

Farquhar, p. (1990). Managing brand equity. Journal of Advertising Research, 30(4). 7-
12

File, K M, &Prince, R A (1998). Cause-related marketing and corporate philanthropy
inthe privately held enterprise. Journal of Business Ethics, 17(14), 1529-1539.

Folkes.v. . (1984). Consumer reactions to product failure: an attributional approach,
Journal of Consumer Research, 10(March), 398-409.

Fombrun, ¢. J. (1996). Reputation: Realizing value from the corporate image. Boston,
MA: Harvard Business School Press.

Fombrun, c. J., Gardberg, N. A, &Sever, J. M (2000). The reputation quotient: A multi-
stakeholder measure of corporate reputation. Journal of Brand Management,
1(4), 241-255,

Friestad, M, &Wright, p. (1994). The persuasion knowledge model: how people cope
with persuasion attempts. Journal of Consumer Research, 21(1), 1-3L.

Ganesan, . (1994). Determinants of long-term orientation in buyer-seller relationships.
Journal of Marketing, 58(April), 1-19.

Gotsi, M, &Wilson, A M (2001). Corporate reputation: Seeking a definition. Corporate
Communications: An International Journal, 6(1), 24-30.

Gourville, J. T,, &Rangan, V. K (2004). Valuing the cause marketing relationship,
California Management Review, 47(1), 38-57

Gray, R (2000). Developing a tight fit is crucial to CRM. Marketing, 4(May), 37-38.



182

Grunig, J. M (1993). Image and substance: From symbolic to behavioural relationships
Public Relations Review, 19(2) 121-139.

Flarris-Fombrun Quotient. (2000). Retrieved November, 2, 2005, from
ttp:/Awww. harrisinteractive.com

Hilton, . (2004). The social value of brands. ~ R. Clifton., &J. Simmons (Eds.), Brands
and branding. London: Profile Books.

Hoeffler, ., &Keller, K L (2002). Building brand equity through corporate societal
marketing, Journal of policy and marketing, 21(1), 78-89.

Hoyer, . D., &Maclnnis, D. J. (2000). Consumer behavior (2nd ed.). NewYork:
Houghton Mfflin,

Ind, N. (1997). The corporate brand. London: UK, MacMillan.

Jones, R (2005). Finding sources of brand value: Developing a stakeholder model of

brand equity. Brand Management, 13(1), 10-32.

Kapferer, J. (2004). The new strategic brand management (3rd ed.). London: Kogan
Page.

Keller, K. L (2003). strategic brand management: Building, measuring and managing
brand equity (2nd ed.). Upper Saddle River: NJ, Prentice Hall.

Kitchin, T. (2003). Corporate social responsibility: A brand explanation. Journal of
Brand Management, 10(4/5), 312-326.

Kotler, p., &Roberto, E L (1989). Social marketing: Strategies for changing public
behavior. NewYork: Collier MacMillan.

Kotler, p. (2003). Marketing Management (L1th ed.). Upper Saddle River, NJ:
Prentice-Hall.

Kotler, p,, &Lee, N. (2005). Corporate social responsibility: Doing the most good for
your company and your cause. New Jersey: Wiley.

Lachowetz, T, Clark, J., Inwin, R, &Cornwell, T. B. (2002). Cause-related sponsorship:
A survey of consumer/spectator beliefs, attitudes, behavioral intentions, and
corporate image impressions. American Marketing Association, 13(Summer),
14-20.



183

Lafferty, B. A, &Goldsmith, R E. (2005). Cause-brand alliances: does the cause help
the brand or does the brand help the cause? Journal of Business Research,
08(4), 423-429.

Lascu, D. (1991). Consumer quilt: Examining the potential of a new marketing construct.

R H Holman &M R Solomon (Eds.), Advances ~ Consumer Research (pp.
290-293). Provo. UT: Association for Consumer Research.

Lassar, ., Mittal, B., &Sharma, A (1995). Measuring customer-based brand equity.
Journal of Consumer Marketing, 12(4), 11-19.

Lavack, A. M, &Fredric, K (2003). A cross-cultural comparison of consumer attitudes
toward cause-related marketing. Applications, 9(2), 3-16.

Lewis, . (2001). Measuring corporate reputation Corporate Communications: An
International Journal, 6(1), 31-35.

Lewis, . (2003). Reputation and corporate responsibility. Journal of Communication
Management, 7(4), 356-364.

Lindermann, J. (2004). The financial value of brands. R Clifton., &J. Simmons (Eds.),
Brands and branding. London: Profile Books.

Lines, V. L (2004). Corporate reputation in Asia: looking beyond bottom-line
performance. Journal of Communication Management, 8(3), 233-245.

Linville, p., &Fischer, G. (1991). Preferences for separating or combining events.
Journal of Personality and Social Psychology, 60(January), 5-23.

Lutz, R J. (1991). The role of attitude theory in marketing. H H Kassarijan, &T. .
Robertson (Eds.), Perspectives in consumer behavior (4th ed.). Englewood
Cliffs, NJ: Prentice Hall.

Mack, R . (1999). Event sponsorship: An explanatory study of small Business
objective, practices, and perceptions. Journal of Small Business Management,
37(3), 25-30.

McCarville, R E, Christopher M F, &Tabatha A F. (1998). The effectiveness of
selected promotions on spectators' assessments of a nonprofit sporting event
sponsor. Journal of Sport Management, 12(1), 51-62.

Meenaghan, T. (1983). Commercial sponsorship. European Journal of Marketing, 17(3).
5-43,



184

Mendelson, N., &Polonsky, M J. (1995). Using strategie alliance to develop credible
green marketing. Journal of Consumer Marketing, 72(2), 4-18.

Mohr, L A., &Bitner, M J. (1995). The role of employee effort ~satisfaction with service
transactions. Journal of Business Research, 32(March), 239-252.

Mohr.L. A, &Webb.D. J.,, Harris, K E (2001). Do consumers expect companies to be
socially responsible? The impact of corporate social responsibility on buying
behavior. Journal of Consumer Affairs, 35(1), 45 -T2,

Mohr, L A, &Webb, . J. (2005). The effect of corporate social performance and price
0N consumer responses. Journal of Consumer Affairs, 39(1), 121-147.

Mullen, J. (1997). Performance-base philanthropy: How giving smart can further
corporate goal. Public Relation Quarterly, (Summer), 42-48.

Newell, . J., &Goldsmith, R E (2001). The development of a scale to measure
perceived corporate credibility. Joumal of Business Research, 53(3), 235-247,

Olsen, G. D, Pracejus, J. ., &Brown, N. R (2003). When profit equals price: consumer
confusion about donation amounts in cause-related marketing. Journal of Public
Policy and Marketing, 22(2). 170-180.

Page, G., &Fearn, H (2005). Corporate reputation: what do consumers really care
about? Journal of Advertising Research, 45(3), 305-313,

Petty, R E &Cacioppo, J. T. (1983). Central and peripheral routes to persuasion:
application to advertising. L Percy &A. G. Woodside (Eds.), Advertising and
Consumer Psychology. Lexigton, MA™ Lexington Books.

Pham, M T. (1998). Representativeness, relevance, and the use of feelings in decision
making, Journal of Consumer Research, 25(September), 144-159,

Polonsky, M J., &Speed, R (2000). Linking sponsorship and cause related marketing:
Complementarities and conflicts. European Journal of Marketing, 35(11/12),
1361-1385,

Ross, J. K, Patterson, L, &Stuffs, M A (1992). Consumer perceptions of organizations
that use cause-related marketing. Journal of the Academy of Marketing
Science, 20(1), 93-97.



185

Sargeant, A, West, . c., &Ford, J. (2001). The role of perception in predicting donor
value, Journal of Marketing Management, 17(3-4), 407-428.

Schiff, A ., &Bento, R F. (2000). The use of financial and non-financial information for
evaluating performance: An attributional perspective. Journal of Applied
Business Research, 16(4), 47-62.

Schiffman, L G., &Kanuk, L L (2004). Consumer behavior (8th ed.). Upper Saddle
River, NJ: Prentice Hall.

Schwaiger, M (2004). Components and parameters of corporate reputation-an empirical
study. Business Review, 56(January), 46-71.

Schwartz, . H. (1997). Normative influences on altruism. L Berkowitz (Ed).,
Advances in Experimental Social Psychology. New York: Academic Press.

Sirgy, M J., & , ¢. (2000). Destination images, self-congruity, and travel behavior:
Toward an integrative model. Journal of Travel Research, 38(4), 340-352,

Skitka, L J. (1999). Idealogical and attributional boundaries on public compassion:
Reactions to individuals and communities affected by a natural disaster.
Personality and Social Psychology Bulletin. 25(7) 793-808.

Smith, ¢. (1994). The new corporate philanthropy. Harvard Business Review, 72(3),
105-116.

Staples, c. (2004). What does corporate social responsibility mean for charitable
fundraising inthe UK? International Journal of Nonprofit and Voluntary Sector
Marketing, 9(2), 154-158.

strahilevitz, M, & Myers, J. G. (1998). Donations to charity as purchase incentives: How
well they work may depend on what you are trying to sell. Journal of Consumer
Research, 24, 434-446.

Strahilevitz, M (1999). The effect of product type and donation magnitude on willingness
to pay more for a charity-linked brand. Journal of Consumer Psychology, 8(3),
215-241.

Solomon, M R (2004). Consumer behavior: buying, having, and being (6th ed.). Upper
Saddle River, NJ: Prentice Hall.



186

Subrahmanyan, . (2004). Effects of price premium and product type on the choice of
cause-related brands: A Singapore perspective. The Journal of Product and
Brand Management, 13(2/3), 116-124,

Till, B. D., &Nowak, L 1. (2000). Toward effective use of cause-related marketing
alliances. The Journal of Product and Brand Management, 9(7), 472-484.

Thomas, V. (2004/2005). Cause-related marketing: Bringing together senior
organizations and businesses. Generations, 28(4), 71-74.

Varadarajan, P. R, &Menon, A (1988). Cause-related marketing: A coalignment of
marketing strategy and corporate philanthropy. Journal of Marketing, 52(July),
58-74,

Washbrun, . H, &Plank, R E (2002) Measuring brand equity and evaluation of a
consumer-hased brand equity scale. Journal of marketing theory and practice,
10(1), 46-62.

Webb, D. ., &Mohr, L A (1998). Atypology of consumer response to cause-related
marketing: from skeptics to socially concerned. Journal of Public Policy and
Marketing, 17(2), 226-238.



AWIAINTAUNIINYIA Y
CHuLALONGKORN UNIVERSITY



(Necessary)

= o PO

S~ w

(Pleasure)

188



AWIAINTAUNIINYIA Y
CHuLALONGKORN UNIVERSITY

189



190



AWIAINTAUNIINYIA Y
CHuLALONGKORN UNIVERSITY

191



192

—
~—

P e e
— ~— ~—— ~—




193

IO <t oo o~y -



SO T e

= N ™ = i

— = L = =



195

10.
1L

13
14
15



02025
0 3640

[
[

26-30
41-45

0 313
0

45



197

o T oo o~y



\1|_/234Qu/

N— N —

1 *l



199

10
11

12

13
14
15



200

0 20-25 0 26-30 1 31-35
03640 0 4145 0 45



AWIAINTAUNIINYIA Y
CHuLALONGKORN UNIVERSITY



202

+Business Thai : The Only Marketing Newspaper in Thailand. Page 1of2
| RsesTH D) LR

‘.IJHIMH ig] on

oyl yiiovo
AW GO consume

whnsn

voun w *Nall

Marketing Stiateg . R e, — .

Agsur\r}er V. b - etk o 1| B r 1 MeToo M
uaio Visua X7 e FacW L FV R v AN

Brand Power TS B ', i ¢ »

Propeily . i ST =, B Hb

Media * . e .

Event i B B

SMES Marketin
I\/O\/I | POP Busines

Uiarr FInance . . \ »)
Esmeles &took “op , 1

Special Interview ! .

Special Report I D)

e-Marketing va
Aulo Mart ' .
LifeStyle AA \ u Co »)

Teendy & Fashion 1
10(0 Anni\I/

VIP Varieties !

“EO0n-line
108 NOL | ! '
S : Ty

+CH- . 0
b

nauswisann BOL

hitp://www.businessthai.co.th/content.php?data=409190 consumer wars 18/2/2549


http://www.businessthai.co.th/content.php?data=409190

+Business Thai : The Only Marketing Newspaper in Thailand.

[ = W =

At

T I e T T

dio Visual
érand Power

Propx

VoV

e

AdvertlsirESAae
USIness

Po Ular Flnance

siness Outlook
Seuaf Interview

Special Report

e-Marketing
Auto Mart

LifeStyle

Trendy & Fashion
VIP Varieties

News .
<(n-line

s:uﬁmﬁl‘ﬁu

«3  BOL

http:/lwww.businessthai.co.th/content.php?data=409190

consumer wars

203

Page Lof2
P« 4911 52

(( » »
)

»
» N »

«
» » oy alt

* MeTooMy

M €«

o «
» «»

o Xy
[ ]

W *

e w» (#H

»
oKy !

¢ XD -
«y

« 100 Amiv
* *»

Q  funo

¢y »
n ( (

¢y *
» &L »

o » ¥

o o %

18/2/2549


http://www.businessthai.co.th/content.php?data=409190

+Business Thai  The Only Marketing Newspaper in Thailand.

Ll 4

GO

N R aY)
nuwmsn

u1stUn :
Marketing Strateqy
Consumer War
Audio Visual

Brand Power

Adveilising Age

SME Malke!m
POP BUSINES w oo

Po ar Finance
smefs Outlook « ' "

Decial Interview

&ngﬁn '
e

ren ¥| Fashion o !
VIP Varieties

!
N . 1 “
=On-line

10D ' NOL i

| donone !

http://www .businessthai.co.th/content.php?data=409190

Ji

consumer wars

—

3

204

Page Lof2

4911:52
« ©

tv »
consume

«

¢+ MeToo Mu

I.-Iub
¢ 51 '

«
o *.

’
»

« [oUiIANiv
«

Q
¢«

N
¢«

«

e 11 ®
¢«
18/2/2549


http://www.businessthai.co.th/content.php?data=409190

+Business Thai : The Only Marketing Newspaper in Thailand.
BusinessTHAI

Lieeliies

The Leeder of eing e it Thalland

AW GO0
nunsn

naun

Marketing Strateqy -
Consumer War

dio Visual

BrgndrtF;ower
Vedia

vent

pinion

. SMEs Marketin
I !TfLI&U i ’
opular Finance
B smelss Outlook « . N
Special Interview . :

KMarketin
0
LlljtlesNFén , .
Trendy ¢ Fashion “
VIP Varieties '

News .
<On-line - «

© 53UUIINWIY

10 D 7an NOL . 5 '
(
) 0 + ”
BOL

5 .

http:/Awww.businessthai.co.thicontent.php?data=4091%0 - consumer wars

205

Page 10f2
3%« 1}91']_'52

L% ~ »
L2 mil i)

consume

n
(S

* MeToo Mr

o
«

XL

18/2/2549


http://www.businessthai.co.th/content.php?data=409190

206

5
+Business Thai  The Only Marketing Newspaper in Thailand. Page 1of2
Qv > BusinessTHAI 30«' » ®49]l].
ya nam mu ngB « $
e o const

nunnsn o1
1hauUn i} SVl
Maiketing Striateqy - Sl BERG up ‘ S| .
Consumer War A | ] LA P ; ) £ ﬁ“MeTOO
Audio Visual . - TRl B . 5 ol ; ;
Brand Powes - Qe 00 45 ; ¥ S RS e alys-
£ Hub
o anlyél
. ) analugia
Advertising Aqe : ; . &
VIES IViarketins - |
NOVlh P PB 1€ 0 |
P(EP ar Fnance y o»
Busin f Utlook
Special Interview
1 t
eSNF\n . o |
S X&Fashlon . « |
Varieties ) . 100 A
| (
1 Q r
| . 1
4 0 4 = " "
« * 5 «
' n o Kk
?
|
' *
1

http: /. businessthai.co.thicontent php?data=409190 consumer wars ~ 18/2/2549


http://www.businessthai.co.th/content.php?data=409190

207

+Business Thai : The Only Marketing Newspaper in Thailand. Page 1 of 2
30 unsraw 49 11
BusinessTHAI vamsaaa-aie
Lidaliiel
The tesder of win siradge vhi
""’h’ Go TadnduuavitaiiladTasennsusi . .co‘m
nunusn "luditariiely Jutihlalias” sniluynisdnsidn’ing o guing|
TR lavasiiai|
Marketing Stiateqy
Consumer War m M Too
Audio Visual 1
Brand Power ' <
Property Hb
Media .
Event
Opinion 1 MinaUma
Advelhsm Age . »
@il (VIR
I POP Business S - !
PcLJP ular mance / " » 4
smefs Qutlook L
Special Interview "
Special Report ;
e-Marketing Il 5% «
Auto Mart « »
rendy  Fashion ' P !
VIP Varigties _ » -- « 100 A
News, 1 =
<On-line : "
sn.mmm‘y.u 53 )
[}
J I . "
n 1 (] !
5 )
' BOL I’ e o
5
I o [ Y

http://ww.businessthai.co.th/content php?data=409190  consumer wars 1822549



http://www.businessthai.co.th/content.php?data=409190

)
+Business Thai - The Only Marketing Newspaper in Thailand. Page 10f2
C:O BusinessTHAI _ |30' ;;! o
!.jn.a .a Vlﬂ ‘:;:u; «™a
AWmILT GO const
:;?;jn : " ) " [ | | .»1)':'% « )?

Marketing
onsumer War
Audio Visual
Brand Power
Property
Media
Event

Opinion
SMES Markeiin

1

$POP Business
i) p; ’
Seciaflnterwew " ’ \ ’ 3,
Special Report ,
e-Marketing ] *
lo Mll ]] . .
ITestyle .
Trenali h Fashion . 2
VIP Varieties . o 100 Ar
e ! «
News . \/_l
<0On-line : .
2 L O T Q l
e »mal
I " <«
» »l
I - <«
1 ' '

http:/Aw.businessthai.co.thicontent php?data=409190 consumer wars ~ 18/2/2549


http://www.businessthai.co.th/content.php?data=409190

209

+Business Thai : The Only Marketing Newspaper in Thailand. Page 10f2
30« Vific 4911:1

BusinessTHAI y mm

Lislueliiel I

» €
BgnsB M
., mf Q0

((Unt n "

m VISUVYar

Brand Power

Property
Media

Event
Opinion
Adveitising A
SVIES VArKein
&POP Business
Popular Finance
smeﬁ Outlook » oo, N
ecial Inferview Y V)
S eC| | Report . 59%

arketin e 3
»
Kfe NPBn . o Ua »

u
Tren(§| Fashion " « |
VIP varieties : ! V *1® A

N -
<On-line

- PN
>»

imoi 5 » «
©BOL 9 ¢ m
! ,
) ! K
H )

http: /v businessthai.co.thicontent php?0ata=409190 consumer wars ~ 18/2/2549


http://www.businessthai.co.th/content.php?data=409190

210

. 2546
.. 2047




	รายการอ้างอิง
	ภาคผนวก
	ประวัติผู้เขียนวิทยานิพนธ์ 


