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ABSTRACT

The objectives of this research were; 1) to study the level of brand trust, word of mouth,
brand preference and brand awareness of one of a private university in Chonburi province 2) to
compare the level of brand trust, word of mouth, brand preference and brand awareness of one of a
private university in Chonburi province classified by demographic factors and 3) to study the level of
influence of digital media elements of brand trust, word of mouth, brand preference and brand
awareness of one of a private university in Chonburi province. This research is a quantitative research
method. The samples were 270 bachelor degree and master degree students of a private university in
Chonburi province.

The results of 1) the level of brand trust, word of mouth, brand preference and brand
awareness of one of a private university in Chonburi province, all above are in high level side of
result. 2) demographic factors of age, education of influence of digital media elements of brand trust.
Demographic factors of age, income, education of influence of digital media elements of brand
awareness. Demographic factors of income, education of influence of digital media elements of brand

awareness of one of a private university in Chonburi province. 3) the level of influence of digital



11

media elements of brand trust, word of mouth, brand preference and brand awareness of one of a

private university in Chonburi province in statistical significance .05





