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ABSTRACT

This research aims to study needs. Brand awareness and the decision to buy the G-
SHOCK brand watches of consumers in Chonburi province the tool used to collect data in this
research is 400 questionnaires, using a multi-step sampling method. Data analysis using
frequency, mean, percentage, standard deviation and test the hypothesis by use statistics to
analyze the differences between variables. Use Chi-Sqare statistics. One way analysis of variance:
ANOVA is used to test the difference between the average of more than 2 statistical groups.
Analyze the relationship between 2 variables (Pearson's correlation coefficient)

The study found that the demand for brand awareness and the decision to buy the G-
SHOCK brand watches of consumers in Chonburi province Most of the sample groups were
male, aged 26-35 years, bachelor's degree level, career, private company employees. estimate
salary 25,001-35,000 baht in terms of demand consumers want the G-SHOCK watch brand to
have a product warranty registration via the website. In terms of brand awareness brand
awareness: G-SHOCK brand watches on watches or watch accessories boxes In terms of brand
awareness The quality of the product (brand quality) the G-SHOCK watch brand. Consumers are
aware that the G-SHOCK watch brand uses batteries that use solar energy. In terms of brand

awareness In connection with the various brands (brand association), the G-SHOCK watch brand
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has been hailed as the watch that can handle the best impact. In terms of brand awareness brand
loyalty that consumers are more fond of G-SHOCK watches than other brands and in terms of
brand awareness On the value of the brand (brand value), the G-SHOCK watch brand has a
different design and stand out in the decision of buying the G-SHOCK watch brand. Modern style
the hypothesis testing found that 1) consumers with different demographic characteristics there is
no need to buy G-SHOCK brand watches differently. Except for the age range of 15-45 years,
there is a need for the G-SHOCK watch brand less than the age of 46-55 years. 2) Consumers
with different age demographic characteristics with brand recognition, G-SHOCK brand watches
are no different except for the age range of 15-25 years, there is a perceived brand value of the G-
SHOCK watch brand as a whole, less than the age of 36-55 years and consumers with different
income demographic characteristics with brand recognition, G-SHOCK brand watches are no
different except income range less than or equal to 15,000 baht, with brand recognition brand
loyalty (brand loyalty) more than income 25,001-45,000 baht and 15,001-25,000 baht with brand
recognition Brand loyalty, rather than income 25,001-35,000 baht and income range Less than or
equal to 15,000 baht, with brand recognition brand value more than income 15,000-45,000 baht
and 15,001-25,000 baht with brand recognition in terms of brand value rather than revenue
25,001-35,000 baht 3) Recognition of Brand Value The G-SHOCK watch brand is associated
with the decision to buy a G-SHOCK watch brand, except for brand awareness. The brand
association has no relationship with the decision to buy a G-SHOCK brand watch. 4) The demand
for the G-SHOCK watch brand is related to the decision to buy a G-SHOCK watch.

Suggestions from the study found that Consumers have a demand from the attitude of
the G-SHOCK watch brand awareness, which will result in consumers having a level of buying

decisions and confidence.





