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Abstract

The purposes of this research were 1) to study the level of perception of brand identity; 2)
to study the level of perception of competitive advantage; 3) to compare the level of perception of
brand identity and competitive advantage classified by personal factors; and 4) to study the
relationship between the level of perception of brand identity and competitive advantage of Jodd
Fairs DanNeramit Night Market among Thai tourists. The population consisted of Thai tourists who
had used the services at Jodd Fairs DanNeramit. Purposive sampling was used to obtain a sample
size of 385 people. The research instrument was a questionnaire with a reliability value of 0.936.
The statistics used to analyze the data were percentage, mean, standard deviation, independent
sample T-test, one-way ANOVA, and Pearson product-moment correlation. The results of the
research were as follows: (1) The overall level of perception of brand identity was high, and physique
was ranked the highest. (2) The level of perception of competitive advantage was high overall, with
differentiations ranked the highest. (3) The comparison of perception of brand identity and
competitive advantage classified by personal factors was not statistically significant, except that the

occupation factor was statistically significant at the 0.05 level. (4) The relationship between the level
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of perception of brand identity and competitive advantage of Jodd Fairs DanNeramit Night Market
among Thai tourists was a little optimistic correlation (r = .322) at a statistically significant level of

0.01.

Keywords: brand identity; competitive advantage; Jodd Fairs DanNeramit
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\osmnmaeafifingsamn (Descriptive Statistics) UsznavldaaganyarialUresyaauuuugauns Taun o
a7y szAun1aAnE 813w s1elaRdeneifen WasEaIHAIN LATTaYaTIlTRNATNNIRT IR SEH AN
Toun szduniasugsndneinaanauas lrudsunsnisusiy TnefadailsUsznauluag sasay Aunds
LAZAMUT S UINIATIIN LAY (2) NMAMATBUAMKNLANAARALAY T - Test (Independent sample) 113
ALATERAMHLLTLSINN9EEA (One — way ANOVA) LAZANTYIANBU A TN ANIWE A8 AVAN WIS LULLR e a0
(Pearson product moment correlation)

o a ¥ o Yo o 4
NITHUANRIZAUAINNAR Lﬁuﬂ’]%‘iflmﬂztﬁ@ﬂﬂﬁﬁiﬂﬁﬂﬂ”]‘iLL@ZWQ’]NﬁQ‘W@T‘VTﬂQWH NIAUALNEUTINITHUR

ATTHNRHEY @f@fj (Silanoi & Chindaprasert, 2019)

'
=

AZUHIRREAHNAAINDY T2 4.20 - 5.00 nunedly iuaenniign
ATUHWRREANHAAIINDY TN 3.40 — 4.19 e fls Winaaesn
ATUHIRREAMHAATINEY TN 2.60 — 3.39 MHnedl Winaagmnan

muuumﬁﬂmwﬁmﬁuﬂ;ﬂﬁzm’m 1.80 — 2.59 M8l Lﬁu(ﬂ’lﬂu@ﬂ

'
Py

ATUHIRREANHAATINEYTEIN  1.00 - 1.79 wanefls Wiuaasusaiign
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MTUUAHARIN AR UTIBIANE N aL ANE A ARSI AE AR AN INEL g S AnTa RTINS
fuprnAanelaluem fvsanamnisuanENIe G (Pommapun, 2018)

ANANLSTRVESVANWHS () = 0.00 wilaan Tuflaanndig

ANANLISZRANEIVANRUS () < 0.40 ulaan SAauaniisues

PNANUSZRVBEVANWLS (1) 0.40 < 0.60 Wla9n AAMNENTEUMNANS

ANRNUSZRNDFNANNUS (1) > 0.60 2 ka1 FANANARTNIN

NANI5I98

NAN1FATEAINIRGUTTAIAIDT 1 INANEITLALNITILIERANEIATIRNATIYBIAAIATANATIAY

ADAUNT UARILSRA 2BIINNBITALIN9 el

: . Lo ' » O Yo o P » P ~
A97 1 LARSAIRAY N'JHLﬁ%I\?LU%N’WI‘iﬁ”M Lm:i:mm‘j‘mgﬂmwmmqﬁumﬂmmmmumﬂm\aﬁu DAUNT WAWWTHA

Table 1 Show average, standard deviation and level of perception of brand identity of Jodd Fairs DanNeramit night market

. sesunnssus
BANNHHWATTAWAT (Brand Identity) X SD *
(level of perception)

ANHEVNMENNATIARA (Physique) 4.31 .64 Mﬂﬁqm (most)
AHANRUE LRI AUA (Relationship) 4.04 73 N7 (much)
mwmmiﬂsfumimﬁyauﬁqmu‘ﬂm;ﬁ%ﬁumﬁﬁuhyq (Reflection) 4.04 74 N7 (much)
qﬂﬁﬂmwmﬁuhyﬁ (Persondlity) 4.09 .69 H10 (much)
5@4uﬁiis¢miﬁﬁuﬂyﬂ (Culture) 3.81 .81 H1n (much)
mﬁugﬁqmummﬁuﬁq (Self-Image) 4.07 71 N1 (much)
éﬁLQéH‘iQ&I (Average) 4.06 .72 1A (much)

AINANTNT 1 LEANIT N1FFUEAFNEIRTNAUANIBIRAIANANANIAY TBAUNT uatuaRe Tns
mwsquﬂgﬁmzﬁumﬂ (X = 4.06, SD = .72) ifiaRangmuniiugionns wuan ﬂgffu‘sfzﬁumﬂﬁqm dma 1 AU
Trun AnoEnenIenInms@uan X = 431, SD = .64) uazay WaeAuaIn §1uam 5 A BE9R1Auain
Auadennlues Taun qﬂﬁﬂmwmﬁuh”ﬂ (X=4.09, SD = .69) mﬁugﬁammmﬁuhﬁ (X=4.07, SD = .71)
AHATNTT0 TN RENDHA ALY BN TURTIALAN (X= 4.04, SD = 74) Aandaniusiunsnana (X = 4.04,

SD = .73) LAvAmUEIINATIANAT (X= 4.81, SD = .81) AHE"FU
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HaN19IEA NI UsravAzedl 2 WaRnE1szAUN193ugAH InBauNIeNITuBs TR DI AT ATin

NANFN IDAUNT UALILTRR ﬂ@ﬂﬁﬂi’l@\nﬁﬂ?’h”m\tﬂﬂ

: , P : » % v L » P
M19197 2 UFASATLRAY mmﬁmmummgm WASITAUNITTUY V"I'J’WNTWLU%EUVI’W\‘IﬂWiLLﬂﬂﬂuﬂ@ﬂﬁﬂﬁﬂuﬂﬂﬂﬁﬂﬁu FAAUNT

LAULWTHA

Table 2 Show average, standard deviation and level of perception of competitive advantage of Jodd Fairs DanNeramit night

market
N A . : s:é’ums%’ug
(Competitive Advantage) X s (level of perception)
naiuspinamALY (Cost Leadership) 3.99 74 M (much)
m‘m;ﬁdmwuﬁmﬁﬁd (Differentiation) 4.24 .66 mﬂﬁlfqm (most)
mﬁguﬁquzs}qu (Market Focus) 4.05 .67 HN (much)
ANRRLTIN 409 69 21n (much)

INANTNT 2 AT AIH IALUEELNINNITLINTHABINATATTANAINAY 9BALNS LAKLLTAS 1as

amsaneg luszsiusnn (X = 4.09, SD = .69) WaRiensnsifiusnea woan aglussiuaindiga s1uam 1 A

TﬂLLﬂ NIFETNANNUANAN (X= 4.24, SD = .74) LLZ\]%@%T%‘JZZﬁUN"Iﬂ U9 2 AN IFLNANFLAINATRALNIN

Tuuas Taun m‘n{uﬁuququu (X= 4.05, SD = .67) Lmzmmﬂuﬁﬁmymmyunu (X= 3.99, SD = .74)

AINAAL
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HaNTITEaNIRgUsravAYeil 3 aBaufleusraunisiusnanumasduaiuanlnSey

VNNMTUNTUIBIRRIANANA AN ADAUNT UAWINIAR BB9iIVBafieas e Suunauadeaauyana

{ a o ¥ ! o o Yo o i v o « 4
A1519% 3 LLNG‘I\?N@ﬂﬁ‘iQLﬂ‘N%WIJﬂN‘I@LU%EJ‘ULﬁEIUV’I’J’mLLGIﬂV?’I’N‘IJ’fJ\ﬁ%@Uﬂ’W‘EiUEﬂm@mﬂmm‘i’]ﬁuﬂ’]“ﬂﬂﬂmﬂﬁﬂu(”lﬂﬂﬁ\‘iﬁ‘u IBAWNT
uAKUSER FunnaNTadaaIuYARR
Table 3 Show results of data analysis of the comparison of the level perception of brand identity of Jodd Fairs DanNeramit night

market classified by personal factors

ﬁ@é’ﬂé’mqﬂﬂa
. selamany
STAU . ,
VWA a8l BTN BB FOTUATW
AISANET
(Gender) (Age) (Occupation)  (Average monthly (Status)
(Educated)
income)
t F F F F F

(Sig.) (Sig.) (Sig.) (Sig.) (Sig.) (Sig.)

1 AN HOENNNLNTWATIAHAN 1.362 1.761 818 515 640 299
(Physique) (.174) (.120) (.484) (.765) (.643) (.742)

2 ANNAHRUSAUATIRWAN 530 651 1.853 5.619* 1.055 2.137
(Relationship) (.596) (.661) (.137) (.000) (.378) (.119)
3.mwmmiaﬁfumﬁﬂ:v?@uéﬁmu -.551 .860 702 2.326* 2.364 1.108
99y TURTIALA (Reflection) (582) (.508) (.552) (.042) (.053) (.331)
4.mﬁﬂmwmﬂﬁu¢7ﬁ 453 506 723 1.293 817 400
(Personality) (.651) (.772) (.639) (.266) (.615) (.670)
5. SAMNEITHATIANAT 183 2.070 1.752 3.624* 474 2.780
(Culture) (.855) (.068) (.156) (.003) (.755) (.063)
6.1133UgAAEBIALAN 027 359 1176 1765 1.070 169
(Self-Image) (.978) (.876) (.319) (.119) (.371) (.845)
415 1.138 1.131 4.667* .598 433

59 (Total)
(.678) (.340) (.336) (.000) (.664) (.649)

o o a

* ArludnAyneaiitifiszau 0.05 (a statistically significant level of 0.05)

9INANTNA 3 UFAINANITILATIENYBYAAINHUANANYBINTWI U I UTTAUNIT TUFEARN BN
ATNRUANVBIANIANANA AN 8AUNT  UANINIAR SuunaTaduaauyana wuan wavesdiaayia e
L . v o L vl L y
Afle o1y seAUNIaANE e lARATABIHEN LAZEDIHATW LANANSAW N135u3aRanEnnIIRuAT
IBINAIATIANAIAN 98AUNT  Wannsiia [uiAonuananeiu Melunnsanuazsnenw anuw sinneisn

%19 e ARDTNUANAU AN195078RANEATIAUANBIRAIAUANA WA 9BAUNT ULANINTHA AUANANY

v
o o

ﬂu‘VI\‘iT‘LAﬂqW‘i‘JNLLNZ‘i’]ﬂﬂ"M T@‘l WA ATHATTHANNUTAUATIRUAT mummmmmsfumiﬂm@uﬁqmmm

WIEAUATIANAT LAZATHIRNEITHATIANAT paditdAyneafiRfiseiy 0.05

G
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FEALNT  WAWWTHA mLLuﬂ@l’mﬂ'@wmuqﬂm@

Table 4 Show results of data analysis of the comparison of the level perception of competitive advantage of Jodd Fairs DanNeramit

night market classified by personal factors

ﬂ@é’ﬂ@i’mqﬂﬂa
. selonde
SEAU .
LNF 218 [N naLian HOTRATN
ASANET
(Gender) (Age) (Occupation) (Average monthly (Status)
(Educated)
income)
t F F F F F
(Sig.) (Sig.) (Sig.) (Sig.) (Sig.) (Sig.)
1. nauiusgsinnssma 302 149 625 3.024* 952 693
(Cost Leadership) (.763) (.980) (.599) (.011) (.434) (.500)
2. MFHINAMHUANAN ~1.811 1.008 421 1510 1.452 110
(Differentiation) (.071) (.413) (.738) (.186) (.216) (.896)
5. N RN A 347 277 868 3.379% 562 2.068
(Market Focus) (.726) (.926) (.458) (.005) (.690) (.128)
-.509 419 794 4.181* .808 .140
59N (Total)
(.611) (.836) (.498) (.001) (.521) (.870)

o o o a

* ArladnAyneaiitifiszau 0.05 (a statistically significant level of 0.05)

= a ¢ ¥ ' = = o o ¥ Y oA

9INATNT 4 UAAIHANITIATIENTBYAANNUANANZBINITISuITieuTzAunIaTugAE la3ay
VNNITUITUIBIRRIANANA AR 9BAUNT WanmsRA SusnaEadeaauyana Wl Snvesiiaasna e
dld o/ ¥ dl ! = ! o/ a o/ ¥ ¥ =9
Ao 218 szAUNMaAnET TelnmAsnaifien wazan NI uanaeiu fn1ssuganin3aunienis

o . . . oo DL y y

wpeiureInaIAiANa9Ay aanuns uawWslia NErasuananeiy sielunInsanuazsenie anam
o ! dl ldld ! o/ A o ¥ ¥ = ' i d o/ =3 g i
dnnaafigarnamefidednuanaeii #nnssugaraiaieuninisusdiuresnaiminnaneiu asauns
uaWsRA Auananeiu selunnsanuazseniu (aun Ay iaTARH LaTATHNNTRIWMANIE

au e NRadAY N NaTATTYeU 0.05

¢ o L ] o o ! o Yo o “ Y
N@ﬂ']‘.i’lLﬂ‘iWZﬂ@IWNQWQU‘jZﬂ\W’Iﬂﬂﬁ 4 Lﬁ’ﬂﬁﬂi&l’]ﬂ’J’]NﬂNW%ﬁiﬁﬂ’mx‘iﬂq‘i‘jugﬂmﬂﬂﬂﬂmﬁl‘j"lﬁuﬂ"lﬂu

AN (AL HUNINNTITUINTHIBIARIASTANENAYN 9DALNT WAKIKTRA 2B9HnNadisaynq e

a5797 5 ANANUTE RV ANANIUEIIMI NI UERAN BRI RUATT LA (AR B UN 9N TuRe Ty

Table 5 Correlation coefficient between perception of brand identity and competitive advantage

X Y
X 1.00 322%*
Y 1.00

a

**Ppd Aty NadANTzAL 0.01 (a statistically significant level of 0.01)
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9INA1TNA 5 UEAIAIFHUTEANT ANAHTUETENI9AULTN1FTLFERANEUATIRUAITUAIN
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ToBaunienisuasdu wuan saanesimanduan () fuaslawfeun1eniaueesdi () (= .322) 8a1
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Figure 1 Show the relationship between brand identity and competitive and business survival and growth
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