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Chaipattana Transportation Co., Ltd.’s Process of Green Bus Brand Building
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Abstract

The research of Brand Building Process of Chaipattana Transportation Co., Ltd. The research
objectives were to explore: 1) demographic characteristics and travelling behavior of service and
non-service users. 2) Branding Building Process and 3) problems encountered in brand building of the
company. The following were data collection methods: 1) questionnaires 2) focus group discussion and
3) in-depth interview. Results of the study revealed that most of the informants who used the service were
female, 21-60 years old, students and business owners. Their monthly income was 5,001-15,000 baht.

The process of brand building consisted of 5 step: 1) brand positioning 2) brand personality 3) brand
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awareness 4) brand preference and 5) brand loyalty. For problems encountered in brand building, the
following were found; limited market communication since this business was under the supervision of the

Department of Land Transport; and lack of the training on brand building.
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