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The Effects of Brand Awareness, Brand Quality and Brand Trust on
Brand Image Perception of Siam Discovery Department Store in
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Abstract

This research has following objectives to study levels of brand awareness,
brand quality and brand trust on brand image perception of Siam discovery
department store and effects of brand awareness, brand quality and brand trust on
brand image perception of Siam discovery department store in Bangkok Metropolis.
The researcher employed quantitative research method to gather data from 400
consumers in Bangkok Metropolis, who received the information from Siam discovery
department store from all media channels. The result shown the almost of customers
get the information from internet. And perceived levels of brand perception and brand
image perception in neutral.

The result of hypothesis test is shown media channel like a television, magazine
and people has positive effects to the brand perception. The brand image perception
has positive relation with media channel like a television, magazine, internet and
people and the result of this study indicates brand awareness, brand quality and brand

trust has positive effect to the brand image perception.

Keywords: Brand Perception, Brand image perception, Media exposure, Siam discovery

department store
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