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Abstract

This research aims to 1) study the influence of branding and marketing
communication on the level of brand awareness of Intraceramic consumers, 2) study
the influence of branding and marketing communication on the level of brand
association of Intraceramic consumers, 3) study the influence of branding and
marketing communication on the level of brand quality perception of Intraceramic
consumers, and 4) study the influence of branding and marketing communication on
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the level of brand loyalty of Intradermic consumers. The instrument used was a
questionnaire, which was developed by the researcher based on the conceptual
framework from the study of theoretical concepts, documents, and related research.
The data were analyzed by finding the mean and standard deviation.

The results of the research revealed that the evaluation of the branding process
and brand awareness was at a high level (x = 3.98, S.D. = 0.46). The two main factors,
brand creation and marketing communication, had a statistically significant positive
influence (p < 0.05) on brand awareness in four dimensions: brand awareness,
perceived quality, brand association, and brand loyalty. Both factors have similar

influence on brand loyalty (B = 0.422 and 0.419, respectively).

Keywords: Creativity, Brand, Awareness
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TikTok uanudesmdinsuan mnaeiruonsdud Woadunisiuiuaznszduauanla

YuyImamsmataifaiaies (Storytelling Marketing) 1Uszgndld 91n
MATeNUN “mMaiaizes” fuanifinurnazlsyimnuuinvemsdufazdionszdu
ﬂﬁ%ﬁ’]LLﬂ%ﬁ%Wﬂ’NﬂJL%@NIENL%QU’mﬁUEEU%Iﬂﬂ (Aaker, 1991; algatly awailn, 2565)
doansgavne 1wy “Bunsuesiin = endnualdune Eidesmnsnanuiaussulne i
fulgivtuaty sudaandiduienufdfdulunndunouniawds

ahaumdgyfunguiiidviswamemudn vidoudeninesanedats/vesilen
FoniBnsnanisewdn A wdnvaiaenadesiusnanvaliesfinlneviensviondien
Fausssu WoTnsruaunimdauasldauwnin uandiiufsaunmuas el du
wondnwal (Fua anan & glsnsal viedumAnlay, 2562) mssausloduudoninestoiiin
n1355U3 (Brand Awareness) Uagasnszuauansebulodisailiie
JnfanssuaisUszaunsaluazdunaavieniien nsideslesauesifindu
menaTesay Meesarhstalsieudamds (Factory Tour) dmsuinvieadien deadns
mwé’ﬂmﬁl,%qmml,awaﬂgwammﬁm “YUN9IauEIIU” (Cultural Capital) ¥@ea1Ug

1.3 uUNAENSATIAUM

nonsdndnuaiviesiudu Soft Power anmsidenuiguslanfiniuauls
ludndnuallnevesdunsiesiinegataau Jsaasldnagns “Soft Power” duaufaduas

1529519197 USSSUTUAUAN L 8@ 19ALwANG 1 lumatalan (Keller, 2013) n15%1

LAS DINUNENT 95197 05 UTRIAUAT I TIBENTZAUAILULTBD DlazUIUaNANLTY
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Aurvioaduun
uFn1sdanisatnanyalasndualuszes el ATy Al UN1Tas 19
“Uszaun1salngnd@uan” (Brand Experience) agesiaiilod ionaliAnANuduiusiaauln
Tuszzem denndeenuilf “Brand Relationship” ve9 Aaker (1996) way Keller (2013) 813
a o « Yo oA a v v 1% Y} & 3
NSRRI “Sruvdvauua” WiedaaSuaiuing (Brand Loyalty) igndnduundedn

LIV

2. UaLauaUSLIUlgURDSS

&9

2.1 dUE3UN1T9DNWUULTITUETINLALUINNTTUSNAN BalRIdY N1ASTADS

17 '
LYY b4 a

ARneuatuayuNTIdeuas UL InnTINNITeRNKUUNnaATTaTRIuSTTUYRIAUge U

v

NLUUIINATY 1T19991NNANITITET IAIUINS MANUAINAR AU TINaRDN1TSUS AN INLAE

Y 9

msifeuleansidum (B > 0.4) Fadunalndrdylunmsiiuauaansalunisudsduiuaum

UND151AIAAE NS TULATOULAT A ITIATIEATIA

o

2.2 Wlgungy IUINITNITALaI U nYEN15d 081311998 1AA I ad 19

alle

U

oNle

HUTENaUNITnanIsuimusTId A1AsTAmTRRIuIMANanINsieasnIsnaInAdiadniy

a1 v awv

5NA319a53ANY WTUN15LAT 09U INEN F sl T uTTIU LTRIINNANTITEY

o

M1

Bl
= Aa a ] v v o a a v
doansnismaniidvsnasionsnseniniuaraudnfnensidud (B = 0.419) lnsanizly
gARAvangUslnAninTesas 59 Fondndnaiasiiniuremisesulal

2.3 ulgugimunszuuidinagendn1Ias LUy TUINIT 1ASTAITATIS
WNaRNDIUAIILIINTDITUINWUIBIIUREE) (917 NTENTITAIUSTIU NTENTNWIAIYE
NITNTNQAANNTIU NMIVBRNIIUTETIMAlNG) Wenauuloveatuayunaonrialy
ABANYDIAUATIAIUSTTN Awin1TousnEniTayn nsimugilile Nsdeimuiuay
PRNKUY N1T319ATIAUAT N3N a dlunagssUseme wazn1seulesiu
anaMnsIuvieniendeaseassd osmnnanideuansliiiuiin1sysannisseninenis
asonanwalnandusnaznsdeasnisnatnegvaennaesnuludadedrfnlunisasig
ANAINITIFUAIDE1EIEY

3. datauanuzlun1sideasadaly

=~ a v 5 t:nl’ Y I 1% a 1% .

\Wesnnsideluaeiluandmiuiinisasnensiduan (Branding) Wagnis
doansn13mana (Communication) d8viswasien1siuinTauamdunsiesiinveuslan

3.1 MyaseluassdalumsinnsAnelseiiudu § Nonaginendeaiuiy
Tngldsziiouideidauufnisuuulidiusiu (Participatory Action Research) Tnaitiuld
aa a 3 3 . 4 d' N 6 1
TnsinseissRusenau (Factor Analysis) annuvasdeyaivainaielaeilingusvadnss

Lunnisuadgmlunisiau wazadelidiusinvesyusy uludsidiuiertes Wil
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laundanwimslunisimuinagnsnisasieassAnsduainaudnanvalguvuasutiuluyn
nsruIunskiiisanatadluiivesdns WieuilnawsitaslUiansduindoumeyuvu Wy N3
Tausruveeuulun1 508 NRUUSIAN BAlR I AUAYTITINYUTY NISHAILIATIEUALY IIEN
WodsasULATYENaLlITDs
3.2 yana1niin1333ulunsednlua1n1sAnwILTIAUAIN (Qualitative)
Y o ¢ a ¢ . A v 2 o - a a !
AENITHUAWAILEIEN (In - depth Interview) 1 BAUMYTEAUNNISANYITIUTUUL
ATOUARY 87 kUININITHRANINIAInRaUlal yaraandidninaderuslaa (Influencer)

¥ ¥

viEowuIMIN1IRAIUIED (Media) Wislianunsanluidunilslulavesiuilana (Top of Mind)

=

Ialuauran Wy nagnsnislduananiddnsna (Influencer) Tun1sdeansnsduasndnual

WYY BVENaveINIsHeaINIInaIneaulatsonszuIunsinduladeduniysiiin

UITIUIUNTIU

aa

faw Mivdyn. (2560). shRdMIUNUATY Ruviadsd 12). dninfuiqwiansal
UM INEAe.

yigy1 anaun wazglnsal viedumdaylay. (2562). MuianmAINTIFUAT uaziAUARYEY
fuslnaiilinenisdeansnisnainvesnsdud UNIQLO.
UMY ATUATUNTILTAL.
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