
 

 

 

 

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

 

 

 

 

 

 

 

 

 

 

 

 

 

º·¹íÒ

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

  

 

 

 

 

 

 

 

  

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

¼Å¡ÒÃÇÔ Ñ̈Â

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

R2

ÍÀÔ»ÃÒÂ¼Å¡ÒÃÇÔ̈ ÑÂ

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 
  

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

 

 

  

 

 

 

 

 

Brand Responses 

Status  

Consumption  
 

Brand Equity 

Involvement 

Price Sensitivity

Brand 

Self-image



 

 

 

 

 

¢�Í í̈Ò¡Ñ´ã¹¡ÒÃÇÔ¨ÑÂ

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ÃÒÂ¡ÒÃÍ�Ò§ÍÔ§



Journal of Communication Arts Vol. 35  No. 2 2017 Faculty of Communication Arts, Chulalongkorn University

 

 


