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ABSTRACT

Education Research "Brand Knowledge and Opinion on Logo of Metropolitan

I

Electricity Authority among Bangkok Metropolitan" has the following objectives: 1) To explore

knowledge in brand MEA of people in Bangkok 2) To survey the opinion on logo of MEA from

people in Bangkok.

This research is a survey method, for collection data by questionnaire from the sample

size of 210 people in 6 area (Bangkapi, Minburi, Ladprao, Laksi, Klong Toei and Bangkhen)

selected by the convenience sampling method. Sample data were analyzed by using Descriptive

Statistical Analysis, Percentage, Average and Standard Deviation, present the data in the table to

discussion.

The research’s result found that the sample know about Brand awareness in terms of

brand recognition. Most people can remember the name, logo, corporate identity colors and

initials Thai language of the MEA. However, the details study showed that most samplers were

unable to remember the details of basic features such as English abbreviation, call center’s

telephone number and service areas of the MEA.

Brand awareness in terms of brand recall, the sample recalled the name Metropolitan

Electricity Authority (MEA) the most It was also found that there is a positive memory to the for

both corporate and services.

The MEA brand has a positive image are of "Attribute", "Benefit" and "attitude". In

detail the highest image is "MEA stability".



Opinions on logo of MEA mentioned the distinguished color, eye-catching can be
conveyed to the organization. And a simple, uncomplicated style with a beautifully balanced

composition. Includes a logo that is unique. It's easy to remember It also has a modern style.
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