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Abstract

The purpose of this research was to test the relationship between brand identity and marketing 

performance of beverage businesses in Thailand by using a questionnaire as an instrument. The data were

collected from 109 marketing executives of beverage businesses in Thailand. The statistic techniques 

used for analyzing the collected data were multiple correlation analysis and multiple regression analysis. 

The findings revealed that brand identity in aspects of physical characteristics and brand relationships

positively related to and affected on the overall marketing performance, whereas brand identity in the 

aspect of brand personality had no effect on marketing performance. Therefore, the marketing executives

of beverage business should have solid plan to develop brand identity and have the faccumulation of 

appropriate brand identities by focusing on brand design with distinctive characteristics to create trust and 

commitment with brand. Furthermore, firm should develop product quality to meet customers’ needs and

demands. Moreover, firms have to pay attention to marketing activities for creating fpositive perception of 

brand to obtain satisfaction and repurchase of customers. In addition, firms have to promote brand image

regularly to attain customer optimistic attitude and loyalty. Likewise, firms have to rfocus on customer 

relationship to retain current customers and attract new customers.  This could differentiate firms’ brands

from others and create competitiveness, which triggers to the sustainable success of the firms.
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2.1  (Brand Identity)

(Brand Identity)

Kapferer (1997)

2.1.1 (Physical Appearance)

     2.1.2 (Brand Personality)

(BPT)
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2) (BP)
3) (BR)

(MPF)

1) (NC)
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3) (CS)
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2.1.3 (Brand Relationship)  
 

  
2.2 Marketing Performance)

 (Marketing Performance) 
 

  

  (2548, ) 
2.2.1  (Number of Customer)  

 
2.2.2  (Market Share)  

  
 

2.2.3  (Customer Satisfaction)  
 

2.2.4  (Customer Loyalty)  
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 Aaker, Kumar and Day (2001)
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2) 5

3)
4

4 16

1) 4

)
4

3) 4

4)
4

3.3

(Reliability) 

(Alpha Coefficient) (Cronbach)

0.846 – 0.968

0.867 – 0.945 Nunnally and Berstein (1994)

0.70

(Discriminant  Power) Item –

total Correlation (r) 0.798 – 0.971

(r) 0.812 – 0.965 Nunnally (1978 : 12)

0.40

3.4 

(Multiple Correlation Analysis) 

(Multiple Regression Analysis) 

BPT = 0+ 1 PA+ 2 BP+ 3 BR
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PA

BP

BR

   MPF

   

4.
1

MPF PA BP BR VIFs

3.670 4.385 4 053 3 864
S.D. 0 541 0 448 0 590 0 879
MPF 0.556* 0.526* 0.551*
PA - 0.791* 0.538* 2.696
BP - 0.627* 3.156
BR - 1.661

*

1 Multicollinearity 

Multicollinearity VIFs VIFs

– 3.156 10

Multicollinearity (Black, 2006 : 585)

 2

t            p-value

( a ) 0.914 0.407 2.244 0.027*

(PA) 0.403 0.150 2.687 0.008*

(BP) 0.044 0.123 0.360 0.720

(BR) 0.209 0.060 3.490 0.001*

F  = 23.181  =  0.000  Adj R2= 381

*
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2 1)

Saekoo and Ussahawanitchakit (2010 : Abstract) 

(2546, 81 - 83)

(Image)

2) 

(2556 : ) 

Akkarawimut and Ussahawanitchakit (2010 : Abstract) 

3)

(2557 : 75-79)
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