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ABSTRACT

This study The objective is to study the brand image awareness. Brand value and
decision to buy Mercedes-Benz brand products to bring the study results as a guideline for
business planning this research studied from the sample group. Is the person who uses and does
not use 400 samples of Mercedes-Bain products. The tools used for collecting data are
questionnaires. And the statistics used in data analysis include Analysis of Variance Pearson’s
correlation coefficient in testing hypotheses The study indicated that The decision to buy branded
products’ Mercedes-Benz Included in the high level When considered in detail, found that The
sample group decided to buy as much as possible because it can create confidence, followed by
the decision to buy the product because of quality service.

He study indicated that The sample was female rather than male. Most of them are
between 25-35 years of age. Most of the education level has a bachelor's degree. Income is
between below 40,000 baht / month. Recognition of the Mercedes-Benz brand image The sample
group has a level of perceived brand image. Mercedes-Benz The overall level is very high. The
average is 4.07. Recognition of Mercedes-Benz branded products The sample has a level of brand
value awareness “Mercedes-Benz”, brand awareness, overall, at a high level, average 3.87. The
decision to buy Mercedes-Benz brand products The sample group has a decision on the purchase
of the brand “Mercedes-Benz” overall 'at a high level. With an average of 4.00

The hypothesis test found that different occupations There is a different recognition of
the brand image of Mercedes-Benz. The average monthly income is different. There is a

recognition of the brand image “Mercedes-Benz” overall 'and different occupations. There will



v

be a different recognition of the brand value for Mercedes-Benz. The recognition of the brand
image “Mercedes-Benz” as a whole is related to the decision to purchase the Mercedes-Benz
brand with a significant level of 0.01, which is in accordance with the assumption. The
relationship is in the positive relationship found was at a moderate level (» = 0.523). Ecognition
of the brand value of "Mercedes-Benz" on brand loyalty There is a significant relationship with
the decision to purchase the Mercedes-Benz branded products at the level that 0.01 which is in
accordance with the assumption The relationship is positive. The relationship found is high (» =

0.620).





