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ABSTRACT

This study aims to (1) investigate antecedent
influencing corporate branding of the Rajabhat
University and (2) explore influences of corporate
branding upon stakeholder’s loyalty. The researcher
defined the population for this research as the
stakeholder of the Rajabhat University including
instructor, staff, parent and student which are the
member of Rajabhat University Rattanagosin group
for totaling 6 university while the sample size,
totaling 2,400 sampling which were selected
by multi-stage sampling method. Data was collected

by questionnaires distributed during October -
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December 2014 and 2015 questionnaires were
returned or being equal to the response rate at 76%.
Data was analyzed by Structural Equation Modeling:
SEM.

Findings from the research suggested that
corporate vision, corporate culture, corporate image
perception and university competition had direct
and positive influence on corporate branding were
showed direct and positive influence on stakeholder’s
loyalty.

In addition, stakeholder’s loyalty was indi-
rectly influenced by corporate vision, corporate
culture, corporate image perception and university
competition through corporate branding which is

in harmony with the research hypotheses.
Keywords: Corporate Branding, Rajabhat University
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