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Abstract

The Education Research “Brand
Knowledge and Opinion on Logo of
Metropolitan Electricity Authority among
Bangkok Metropolitan” has the following
objectives: 1) To explore knowledge in brand
MEA of people in Bangkok 2) To survey the
opinion on logo of MEA from people in
Bangkok.

This research is a survey method, for
collection data by questionnaire from the
sample size of 210 people in 6 area (Bang-
kapi, Minburi, Ladprao, Laksi, Klong Toei and
Bangkhen) selected by the convenience
sampling method. Sample dataware analyzed
by using Descriptive Statistical Analysis,
Percentage, Average and Standard Deviation,
present the data in the table to discussion.
The Results found that the sample know
about Brand awareness in terms of brand
recognition. Most people can remember the
name, logo, corporate identity colors and
initials Thai language of the MEA.

Brand awareness in terms of brand
recall, the sample recalled the name
Metropolitan Electricity Authority (MEA) the
most It was also found that there is a positive
memory to the for both corporate and ser-
vices.

The MEA brand has a positive image
are of “Attribute”, “Benefit” and “attitude”.
In detail the highest image is “MEA stability”
Opinions on logo of MEA mentioned the
distinguished color, eye-catching can be con-
veyed to the organization. And a simple,
uncomplicated style with a beautifully

balanced composition. Includes a logo that

is unique. It’s easy to remember It also has

a modern style.
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IwihuasuanaldBuufoanisairnisiviuas
mMsansndydnual sudvondnvaluetenng
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sdnuaifiinisusudsdladlitianuiuateiu
Hrunmeunslavn uasadosdiodoasmnins
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ssledenn”
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Usrrwulungunnumueas 1 un1s3deds
@939 (Survey Research Method) W3Siudeya
feuuuaauni (Questionnaire)
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Tunsifusavsdeyavesnsidond
L8 naifiusiusiudeyaludinfioutueisy
w.a. 2557 Inglfuuvasunlingudietimeu
$12u 210 90 TnefiFBnsifiusausadoya fil

1. wdsuuuvaeunuiiomstius U
Hoyaannguiiegne Fauduussvrvulun
NFINNUIUAT

2. wisuadunfeudimiuguan
wuuaouay Tilmnuanudiledigndoaden
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3. dudunsfiusunudeyaandnou
wuugeuad o 210 9a lneiudeyauuy
ardey (Accidental Selection) luituiumesgsu
Fsassndud anufinw anuiidevesuisn
WAEMLIEIUGN o)

AMsAATIZdeNa

U
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lHad@inssiilianssasun (Descriptive
Statistical Analysis) lneldfnsouay (Percent-
age) Aady (Mean) uazAdssuusnasgu
(Standard Deviation) uagtiauateyalunisng
wleeiusenatoya
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NNMIANYI enusnasUnan1sfingm

A1 1 Toyamuuserng nMsfnw

nausiegnedIuu 210 au wui ngudtegindu
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e 31 - 40 T wnitgn Sevaw 39.0 5094
W3iY901g381I4 20 - 30 U Feway 31.9 s
Anweglusziutiyaniuniign Jesas 37.6
sesauninsfnweglussduuiaygln Sesay
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aunflon@ninGeu/indnw Sewar 17.1 518
IareiRausynIng 10,001 — 20,000 UM mn'ﬁqrﬂ
Jowar 34.3 sesawniielirafiouszning
20,001 - 30,000 U Fegay 32.9
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andriuilivinisveanistiiuasnaiglyled
Souag 67.6
NUINNGUAI0E1ENTNINTEVBY
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@ 3 a v [
dnualnsraumnsiniuasvans Tunwsandu
a a a A a a
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w1 mmdnwalnsdudnistiiuasmaindu
Weuannanu Ae “Aunausslevd” “du
AENTR” waz “Auriruaf”
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lusgiuiidanudfaunn fiduads 3.85 e
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yasmmdaydnuel annsadedesinsiundnu

i wndign nefiduade 3.96 sevmunde

Ussidiu “Tsduuuinieude lidudeu” Jeiade
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aAUTIBNANITIY
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é’wwmﬁvamwaamﬁ (Brand Content) 31nn1g
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201M3713UA1 (Brand Recognition) Ngadiae1e
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Usznoulondwains1d@udn (Brand Identity)
aonndoafunuidoves 230 wiady (2545)
Anwinndnsainsnaumivesaandlngsiedly
Uszwmelng wui1 18l (Logo) uazalawnu (Ju

a
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(Brand Awareness) Lﬁaﬁmimﬂuiwamﬁmwu
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upsnens (Brand Content) ¢ Wu Fedoniw
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MNNsANYINUTI MImserindasdu
Tudruvesnisszdniisnsn@usn (Brand Recall)
ngusog1sazszyde nslwihuasuans 1Ju
Susuusnuniian endnifvesdnsdumdanu
Tl ludseinalng wansliifiuiinasludia
uasvasdimsdomsanaudilugiusTanlfega
fiusvavsam Jwalfinnindeulossening
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ADARRDITULLIARYEINIATEMINATIAUA i
namfanssgdniwmadualusedugega (Top
of Mind) ﬁaﬁmLLin'lumﬂaﬁQ’U%Imﬂzixﬁnﬁq
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Indususiuusnieuievesesinsau denndasiu
wuRnvesnseansATIAUAT “Lﬁ'aéﬁim
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weffunsdudiy deenuduesavihlugai
gou Anuauhluganulinge uasaling
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UATVARY WU waeu nszualilh d@du a5
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Faulwihddy uazuasaindludiowans enadu
ws1znsiiiiuasratediusnsmenundasu

il wazdeldindudadendnifinruddnlu
Finuszdriu Sanguitesugouinyszaunisal
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#1 9 vowsdudniiegluaumsssrveuslan
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(Recall) Fayavosmsdudiiuld a1n 3 ma e
1) Uszaunsalns 2) msdeasifediuasau
# uar 3) msagUandeyadna 9 fiday
{Rendasiunsidud (Keller, 1993)
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(Attitude) @9 L‘fJunwwﬁnmﬁﬁﬁﬂ“ﬁﬂummiﬁﬂﬂum
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aAUMTUBIAUSTNBUAS 9 VasnsEuAlua
n3dveguilana (Aaker, 1991) d@enAdesiy
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nsidouloansidudiioafuauuszlovy
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