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Abstract

The purpose of this research was to study the expectations of parents that influenced the creation
of the Tempo Child brand value in the teaching materials of young children through electronic channels.
The TempoChild brand value covers 4 areas: Brand Awareness; Perceived Quality; Brand Association; and
Brand Loyalty. Using quantitative research methods, selecting 400 samples by multi-stage random sampling
methods. Data was gathered using questionnaires and were analyzed using descriptive statistics and testing
the hypothesis using multiple regression analysis statistics.

The research result found that: the expectation of parents on all 4 aspects consisting of Product
clarity, availability, usability, participation and giving advice has a positive influence on creating brand value,
in terms of product quality perception and brand linkage, the overall aspects have a moderate expectation.
The expectation of parents for giving advice and clear precision, it has a positive influence on creating brand
value, creating brand value, awareness of brand value. In addition, it was found that parental expectations

regarding readiness, usefulness, participation and giving advice has a positive influence on brand loyalty.
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uia mumaviesdunesestaeudeduiuazuinivemsduAlulvadiseglussiuiu
nana ezmmamim&Juaamﬂaamumamimmm Supws A3nde uaz Ssziand Sudin (2559) 3
Anwidedos Yasemnumanisiidsmaronginssunisdedudununiinseulussuudidnnseiing
vuduled Tnsnansidenudn dasearunenimognéidmarengfinssunisdodudunundn
gouluszuvdidnnsefinduwmivled v 4 d léun dunmuamuesduduasuing pudided
aruagmntunstszduduazanusilanduindesniledluslududaasumsue viedudilidly
Fuuseiiu Im‘fja%’ammmwi’aﬁdmaquﬁﬂiiWﬁ%@ﬁMﬂLLmuﬂLﬁﬂéauTuizUUSLﬁﬂmaﬁﬂﬁuu
Auledegluszauliunans a sedutdudAgnead 0.05 wazdenndesiunuifnves @355 L3
w1l (2541) Usvendann Zeithaml and Bitner (1996) AerfunTUMIIiALANLAIAMINY N1
roufignénazunlduinig gnénaglatudeyarinag vesgsfauinistu andelawannsussardusiug
wiiuiity luuda vieldfunisuennanainyaralnddarilignénainsulunimi uu vieasisaany
AR (Expectation : Ex) Lm'Lﬁam’ﬂﬁi’fu‘%maLLE’hQﬂﬁwglé’é’mﬁaﬁwﬁzaumizﬁﬁa (Experience :
Ep) gnAaziuluamniUisuiisuifuszaunisaiads Fsih Ex > Ep fnenadt gnnazianlsl
wolatugsAavinstuidesnnulunmiigndradrmseanudalifuinndiquenilédsuan
Usvaunisal mstdusnislusuangauliunlduinisdnuuueu uag wuiAnves Aenas (2003)
naain aramelavesgnén (Customer Satisfaction) dusgfulszlovinionmeriisuildannisly
wanftue doifisuiuasiignénmants fennusslesiildsunnudadasininigdonianislifdo
fAnlinelalundndusiiu lumemssiwiumnussleniildfuaenndesvidoifuniiigdoninnis
HiearfAnwelavieuseivla Matnansifoadeinuidunasesiinnumanieduduazuinisves
asdudumilulvadveanimsamnniueglusduliunans Famneauin gnnazlildniands
fanniulundetiosiiuly dudu Wegnénldldauduazuimaveansndudimilulvadud mngnén
Ieuauduazuinsiiiuaumiands gnénazdienmddniionslasnn uazlunsdiiignAnlasuaudn
wazuimsfitiosninaruaants gnénagiinnuidnfianelatesniinnuaanisiinely egrslsfin
Sofiansansedunuin funasestimumanidusumudaauusiudivesdud (Accuracy) oeflu
seUge A funasesmanividuiuazuinisvesmmaudinuldlvadinanduduile
AUATUNITSYUNITAOUVBAANAN 2-6 VIV AITIEABITAILGNADY TAudnuLar kiU fatiiio
vilvgunasessiulalein msliaumuazuimamsdudmilulvadannsaazduaiunsSounsasy
YouANEN 2-6 vau 1ia3e danugndes danudaausaswiugl iianuaaniveaiunasedly
funEAULsLEweIAUM (Accuracy) Feogsziuann wazdinsuuuedsanndigaiilofisuiusiy
Juq %aaamﬂa”aaﬁ’mmﬁmLLazwqwﬁﬁummmmW’E’waﬂﬁuaqqﬂﬁw 4 52aU999 Gallup 919841u
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Beard 2014 nA1731 AmAIAnTsvesgnin 4 seduiivasliusimanunsainaiufismelavesgnenle
TnepnuaavTsuaudaau/wiug (Accuracy) aniduseiuusniinadamedainissnuseduainy
finslavesgnéndaduiBnisAnadiendstuidudunudonisves Maslow (1970) Famusioanis
forndudusandivsdnasdosinfiofiusnugnd 3ald wesdlegndldsunsnouauadludiy

AuFALau/AILGY (Accuracy) YeaAuALE axdiaudeanIsiudug A Ae sedudl 2 nisiley
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g MuAUANAfensIEUAT (Brand Loyalty) ATun13SUIAMAMELAT (Perceived Quality) Uagsu
msidenlesiuasdudn Brand Association) AudRy asnsneAustonansAnuldFad

wapaifunaseaimnuAniuierfuguainsidud “oslulvad” Tuamsamndueyly
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seuIn uazilefinnsansesunuin gunasesiinudaiulusuaussevinlunuainsaud
(Brand Awareness) 31nfign enailesnangunasesinsnszuiiniludonsndud “wailulvad
JunsaumivhmsiamuassdndudisndesnmsnmsdaaiunisGounsaeuvoninian 2-6 1Iu
Fedonpaosiu Aaker (1991 g19ialu gn14ins Aanlveveyqdl, 2547, vt 34) nanbidn Msnsenn
lunaA1m318UA1 (Brand Awareness) Aan159n9 3 oseanbafansndun1veuuiiaa 1lu
psAUsEnauiddlunisadiqaainsaudn wswdefuilaainnisnseninilunsaududn
HuslaafaziinainuAuiag (Familiarity) Tumsidudndy vilrduanduiunlianedas (Reliability)
Undefie (Credible) uazdinmawiiaumnaiuna (Reasonable Quality) uagilumguandnlunis
snauladeluign fuslnanazidendonsnaudnfiiuiidnunniwsauddguiloalifinisasenin
famsnandeu wenaniudr manszndndsmsdudndumuudundsiidatvlulavesiuilag Tas
nsfuitmadudaginliainseaunisandinsduivesuilaa wasnanisfnwdauaenndes
waztdululunuimadorfusvuunAnuasnguiis o Aar1nsIdudn ves Aaker (1991) Al
ANLMINEYBIAAAINTIAUALTI anefe nindauvemdud uardoulusngg Afla Aoty
vioannsnidouleslufemsauiuld Uszneviuan 5 esfusznoudeduie 1) andudiitauen
tugfuslnadessimanszndniluiensidudn (Brand-Name Awareness) 2) anunsaidonleslufians,
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