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This research is to examine factors and indicators of value in product brand and
service brand. It is also prepared in an attempt to construct a model for “Brand
Scorecard Indicators”. The research is divided into two parts: 1) identify the factors and
the indicators of the value in product brand. 2) Construct the model for “Brand
Scorecard Indicators” .

The mobile phone network operators are selected to represent service brand
and mobile phone handsets to represent product brand. Only three top-market share
brands in each category are analyzed. The research method is based on qualitative and
quantitative approaches: document examination, in-depth-interviews with management,
survey sampling of 420 consumers in Bangkok. The data is processed by using factor
analysis to arrange constructs for the brand scorecard model.

The research results demonstrate that the evaluation of service brand requires
11 factors consist 99 scorecard indicators; meanwhile, the evaluation of product brand
requires 8 factors consist 88 scorecard indicators.

The model, constructed from the factors and the indicators on the measurement
of Balanced Scorecard shows that for service brand, in Financial Perspective: 20
indicators; in Customer Perspective: 32 indicators; Internal Perspective: 26 indicators;
in Learning Perspective: 21 indicators.

For product brand, the findings are: in Financial Perspective: 18 indicators; in
Customer Perspective: 35 indicators; in Internal Perspective: 11 indicators; in Learning

Perspective: 24 indicators.
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