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The Correlations of Brand Communication Tools’ Exposure
Level and “Coca Cola” Brand Personality’s Perception Level
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ABSTRACT

In Thailand, Coca Cola is the brand leader of Cola Drinking. In 2012 Coca Cola invested the
highest amount of advertising budget to establish the brand in target consumer’s mind. This is due
to the fact that Cola drink market has very high market value, high competitive situation, with new
brand comers trying to take market share in this industry and thus challenging the market leader
like Coca Cola. The aims of research therefore, turn into 2 hypothesized are following; 1) there
are correlations between consumer self-personality perception and Coca Cola brand's personality
perception, 2) there are correlations between brand communication tools exposure and Coca Cola
brand's personality perception by using Jennifer Aaker’s brand personality scale. Data were collected

using a questionnaire from 400 Cola drinking consumers who live in Bangkok. Statistics used for
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analyses the data is Pearson’s correlations. The results show; there were positive low level

correlations correlations between variables within both of hypothesis at 0.01 significant level.

Because of p value < 0.01, Pearson’s correlations (r) = 0.309 and 0.254 order by order.

Keywords: Media Exposure, Consumer Perception, Brand Communication Tool, Brand Personality,

Cola Drinking, Coca Cola
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waznInTEnn3NNITALESINITUIY @A UaN Wan
wou ududugarine dudu 10 egluszauyiunans
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, . R 3.0725 Uunang 1.02707
(Marketing Event) LU N159991UWDUIBFEUAN

msdudaivauunisdnnuianssusiingeg W auss
9 . 3.1750 Uunans 1.1124
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2

HAN1TIENUI nauRUslnAAndInTIduA laan-laad

131



BU ACADEMIC REVIEW
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v “ 3.4725 41n 0.9308
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o, 3.5650 41n 0.9634
Na196ka9 (Outdoorsy)
AafelesINTEAUNITUSUANAMATIANAT TaAn-Taan
g & 0 ~ 3.7005 41N 0.6302
VAU 5 nAUSNYEUARNAMN

dothiondAadslnesiuseiunsiuiyadnnme
vo3fuilnales wazAadslagsanssdunisiug
ypinNAsIdua laan-laan uvedeuAuduius
aaENNAgIudl 1 Mensiessideyaieaiiuuy
Pearson’s Correlations #iszautiudday 0.05 eRldlt)
fmuaelunisularunineaduUss andanduig
() w89 Bartz (1999, 81sfialy #3de wawide, 2554) 1Ju
5 sy el 1 < 0.20 vanefafuusiauduiugly

SERURLIN = 0.21 - 0.40 nuneddauUsiiaay
Fuuslusedud r = 0.41 - 0.60 wunedefuysd
ANuduRUslusEAUUIUNaIS r = 0.61 - 0.80 MuNYis
mwlsianuduiusiusedugs wag r > 0.81 nungds
Aandsiiauduiuslusyduasuin nan1smaasy
Auduius nan1s3senuInfuUsiianuduiusiu 4
sedutiddnd 0.01 waleuduiusidaunlusedu
B (r = 0.309, p < 0.01) FaM157971 9

M1599 9 wanIsVAdRUANHANTUSYRIANRALlALTINTEAUNMSTUTUARNNIMTRIAIRUSLAALEY LazALadAelne Iy

sgAunssuiyAdnaweadua laalean Mmensiinseiteyalisadiiuuy Pearson’s Correlations

P S ns¥uyARNAMED NsuFUARNAMILATBIAY
ANAUUITAVDANELNUG () Y o
HUTLnALag Uszianlaa laan-laan
n155u3umaNnMEIRUILNALEY 1 0.309**
n1suiurdnnnesenUsenvlaan laai-laan 0.309** 1

** Correlation is significant at the 0.01 level (2 - tailed).

ilothAadslngsiusziunisilniuinieaie
doanseineg veunTesiuUszavlaan uazARAslaT
JEAUNTTTUTUAANAINASIEUA laAn-laan Wvegeu
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as1auA laan-laan
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o . 1 0.254%*
\n3RdRNYsTIAnlARsNgY
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= d' a v
wspanNUsELAnlAan asnauAn laan-laan

** Correlation is significant at the 0.01 level (2 - tailed).
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