Naresuan University Journal 2008; 16(1): 33-42 33

o oty ° ¥ [y a v VA v I~
‘“QQE’]“NI’AIa‘"'ﬂfﬁﬂﬁlsﬁsflﬂms']ﬂuﬂﬁlﬂluﬂqmﬂuﬂ’nﬂﬂmiﬂsgﬂUﬂqﬁlwﬁﬁllﬁzﬂ

gian hangns waz #iim @3aanaIns

The Factors for the Success of Branding Agricultural Commodity

Chutima Waisarayutt™ and Chanika Sirimangkalakul

MaNnaluladanannsTNNEas ININNABNEATAITAT NTUNNAMNIUAT 10900

Department of Agro Industry Technology Management, Kasetsart University, Bangkok 10900, Thailand.

*Corresponding author. E-mail address: chutima.w@ku.ac.th (W. Chutima)

Received 30 April 2007; accepted 24 April 2008

The results of this paper were presented in part at The Third Naresuan University Research Conference, Phitsanulok, Thailand

during 28-29 September 2007

unAnga

audinwasifuaumiifusloaiianuisiumuazienuuandaips msssandudiiiainyadsedud
Fufhuundailaaennuuandeduna diiu adeitaiiaqussasdiednniadede g fifinademsaanndud
Taelslaladuduniaudinuns nnmsifedensslaslduuusaumudnnu 400 g Tashmsdudsgawuumasiunay
(multi-stage sampling) WU M35lEIvIATIzWEIAUSENBY (factor analysis) mmm%’mmjuﬂﬁﬂmamsmmﬂﬁﬁwaeia
madaaulatfaldlifidanaudiiu 4 dads do madilsdeananiasads mamisdeguamw msmisdaussydnn wazmsdiisds
masNEENMIeMe uazinnguyadnmweasaaunuudauauiy 8 Uade fis tadauuusinails adeuuusdels tadsuuuausulus
Hhdonuuinguddiniug dadouuugd Tadsuvuiianund Taisuuuann: wasthisuvuiianuamanse niuldldisiesns
logistic regression tAiafimsanhilaielafiuadewninssumstevssfmavuuuaaunu Tosiadeiliiensyi da nquilade
namsaaa nanyadnaw guilaa uasanwasUszzinsmans lun1353tas1ed logistic regression WUU binary
Fauvsndugaeuuuusaumundu 2 ndu fo nzjuﬁmzm%amwauﬁﬁ Lm:mﬁuﬁla\immﬁyamwﬁuﬁw wuh {adsiifianswade
mszandanandudldlizaingudiadn s mslianudaydaanudasadevesldln seaadasnuyadnanlungs
HHANNEINITO wanniilumsIened logistic regression WU multinomial s‘z’;qu,mﬂzjmjmammuaaummﬂu 5 Ngu
fio nquiiugarnams nduitiunaspumsnde nquiniulaasms nquiideanaudaanin uasnguiiteanaudlofls
wuh thisiiianswadamadendeliliudaznguanaud de nelduasngugaounuuaaumu memilsisanulasasuaslild
wazyadnmwlungueiianuminse Nnuamsideildasiulsdemipsnsdsumah Wl dunagnslumsmasumsaaad
warmaadayadnmmandud islddemsmemsamalianausussfunguihminsuesdudausdreiivssansam
Fazdaalimsaeendudussauanudiza
AR MIFITNANFUM; FUMLNYAS

Abstract

Agricultural commodities have been classified as low involvement products and difficult
to differentiate. Brand development is a way to add value in order to make a product price different.
The objective of the research is to determine all factors related to brand development by using chicken
egg as a case. The data were collected from survey using 400 sets of questionnaires by multi-stage
sampling. Factor analysis was used to group marketing, other products and brand buying
factors into 4 groups according to the concerns, comprising food safety concerning group,
health concerning group, packaging concerning group and marketing promotion concerning group.
Factor analysis was also used to classify consumer personalities into 8 groups including contemporary,
sincerity, young generation, relational, good looking, brave, serenity and competence. Logistic
regression analysis was applied to determine the relationship between the factors classified
by factor analysis and buying behaviors. Binary logistic regression analysis for 2 groups
of consumers, brand buying and nonbrand buying, found that factors that significantly
influenced the brand buying group are the food safety concerning group, and the personality
of competence. Multinomial logistic regression analysis for 5 groups of consumers, including
nutritional oriented, production standard oriented, nonchemical oriented, house brand and non-brand
buying consumers, found that the important factors influencing each buying group are income,
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food safety concerning factors and personality of competence. The research results are useful
for marketing strategic plan and can provide the information for brand personality creation in order
to create an effective communication to the target customers.

Keywords: Branding; Agricultural commodity
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Tudsdnsasnansaaunamlsungusznaumsladautie TagUsandlneiianudasmsmsuilnatasiiaiaudiu
wn dlasmnainsadsinmigeaulduihnmlildlueme  Ussnedy uennniaudulnaisiianudaihmsuilon
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3. fyralimsatuayu Tealdimssussdiiumsuilon funu 60-70 WasiFuduasdunuiave
wiatlasiu misldliduama uaraaninasmativassiu 3. lsaszuna nnamzdamilsaliviaun lduslon
maunsszng inliguslaamunudlaaldlaildsu HaenusziasySalumsuslaalylianniu
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2.1 ansaenalsennsanans

nguaradduIvailluiwanda (Seeaz 77.3) Fdorunwansa (Seeaz 50.5) dang
20-39 U (Spwar 77.3) dAmsAnwszavlSaanaivsaiisuy (Seaar 59.8) fisela 10,000
4 30,000 vImaatfiau (Sesaz 51.0) drwluaifiaEwwinnuuitn (Seuaz 43) Nauinluasaunsi
3-4 au (3owaz 53.0) war drwlvgldanusulalunmsendien (fesar 18.26) 8989w
fa maswwiiade (Sowaz 15.92) uannniinguisddulvajnerhauiiyadnmuuuuianuaivla
(MiRds Whiy 4.220)
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2.2 wgﬁnssums%auazmsu‘%‘[nﬂ

nqudedndulnadaldld 1 adsdedians (Sasas 32.0) wez daldlnzuaussy 10 Was
(Sa8az 34.8) éauimﬂaiwuf]mmmmms%a (Sazar 81.8) LLaz{]aqu“?iwmnﬂﬁqﬂﬁa TalnFeuaslian
(saaay 8.0) drulvngiaziarzasidanasdua (Sagay 60) Iﬂ‘c’lmﬁ1§uﬁ1ﬁLmzm%ﬂN1ﬂﬁ§ﬂﬁﬂ N
(o898 39.5) n’q'ué’haaiwlﬁmméwﬁ’a;@iaﬂﬁﬂL%:aqmmﬂaaﬂﬁﬂmnﬁqﬂ (ANaaswhiy 4.376)
09091 Aa TadeiFasqumn Thisussadont uazthdamsdudiumsama muaau

U 3 WaMIIANEYDIAsenay (factor analysis)

3.1 mavangusulsilaieiiinadamsaadulageliloniondud

Nnaudsileniinasemsaedulafianuiu 17 dwds WaRnsanane Eigenvalue Hxnn 1
wuh ansoutengule 4 Uade wazilieiansannaimde (mean) wuh nguaagnaulvg linnusany
gatlaeEasanulasadeinnign aeensNn 2

= o Voo o Ao ' v o & o oA a v _aa a4 o
MIINN 2 nﬁﬁmﬂqumuﬂs{]ﬁﬂwmNaﬂamsmﬂaﬂwalﬂnwﬁmwaumuazmanmmw ] NENEIUDN

hiviisinasamsinanlaie Factor loading
1. {lasadasenuanadt (Fac.1)
Lﬂéawmﬂqmmw 0.527
Unannmifiuzanmsluldle 0.749
Uasannidalsa 0.741
ASINIDMINER 0.769
anuiiaanasguan 0.685

on! Eigenvalues = 5.394, % of variance = 31.732, mean = 4.376

2. ﬁﬂﬁ’ﬂﬁmﬂﬂﬂjﬂ (Fac.2)

AMAININDINI 0.572
Ysinadawaaasealuldla 0.518
angMstiusn 0.734
miLgﬂqlﬁé’mi'mqﬁumﬂﬁssumﬁ 0.537
ANNEN 0.676
anwazmeuanzasldln 0.639

@ Eigenvalues = 1.615, % of variance = 9.498, mean = 4.178
o o
3. 1R98599u559009 (Fac.3)

vsnsamiiludiesfuduneday 0.665
ussafariazaInlunmsunm 0.787
sULuUMsERNUUUUIIIA DA 0.800
Foyadudiiussgfn 0.507

M Eigenvalues = 1.480, % of variance = 8.706, mean = 3.638
4. 1385aamsduasumMsama (Fac.4)

Foldesuaennaum 0.605
AU 0.662
on) Eigenvalues = 1.222, % of variance = 7.186, mean = 3.680

3.2 m3vanguiulsyadnmnguilaa
NnMuUsyadanmMuEuslnauundy 42 fuds WawasanaIna Eigenvalue 11103 1
wudh aansoudengula 8 Uade waztiliaansananaiads wul nanaredndiuluaiiyadnnin
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AUNUIBDY Aaker (1997) filaagud yadnmmwandumuuuaselaminsingldnuaumnianudquias

& o < e o @ £ =1
ysantuludiousza iy aaensen 3

mani 3 mavanguiadsyadanmwuilnauasamatdon o Anedas

yadnameuilaa

Factor loading

1. assuuugianuasnsa (Competence) (Per.1)

MU (spirited) 0.693
dwae (young) 0.510
imuAna519§557 (imaginative) 0.404
:J;qad"'uﬁ'unﬁﬁwmu (hard working) 0.651
flenusuasfuiin (secure) 0.530
mmsnv‘mmémﬁmjﬁ"ukﬁ" (corporate) 0.563
faamsmMIUszaunnudISa (successful ) 0.575
L“ﬂuél'ﬂﬁ (leader) 0.601
$ulaludias (confident) 0.515
1hiFedia (reliable) 0.548
A8DIA7 (smooth) 0.488
HeNuduuda (masculine) 0.604
uBaunse (rugged) 0.634
@ Eigenvalues = 11.435, % of variance = 27.226, mean = 3.948
2. thdauuuiinnuasela (Sincerity) (Per.2)
5nA5aUASY (family -oriented) 0.599
Sheudadag (honest) 0.770
23919 (sincere) 0.779
udweedias (real) 0.536
fidmladan (wholesome) 0.737
Timauidauwuulas (original) 0.463
Do Eigenvalues = 3.749, % of variance = 8.926, mean = 4.220
3. tassuvuausulua (Young generation) (Per.3)
A (cool) 0.444
néfaziasunlas (daring) 0.658
Puddy (trendy) 0.526
HOUANNAULGY (exciting) 0.602
fonanwallawizén (unique) 0.600
$ndd5¢ (independent) 0.389
@ Eigenvalues = 1.924, % of variance = 4.582, mean = 3.575
4. Uassuuund (Good looking) (Per.4)
%319 (glamorous) 0.502
@ﬁ (good looking) 0.685
fuasf (charming) 0.682
89U (feminine) 0.557
56U (upper class) 0.657
fanuwmdenama (intelligence) 0.481

@ Eigenvalues = 1.590, % of variance = 3.787, mean = 3.305
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mand 3 mdanautateyadnmuguslaauazeadfone g Mneades (da)

yadnAEL3laa Factor loading
5. Yadauyulinyuddunus (Relational) (Per.5)
1639 (cheerful) 0.649
Wufins (friendly) 0.533
wudvlafumamsailusdia (sentimental) 0.468
Faumnanssuuantnu (outdoorsy) 0.372

Do Eigenvalues = 1.519, % of variance = 3.616, mean = 3.813

6 . Uasuuuiinnung) (Brave) (Per.6)

fdenuduaziuan (western) 0.724

anlaigauun (tough) 0.638
a Eigenvalues = 1.355, % of variance = 3.227, mean = 3.140

7. avauuuanns (Serenity) (Per.7)

(3aud8 (down- to- earth) 0.730

liimauanungnales (small-town) 0.634

HOUEDUNATAT 9 (technical) 0.531

@ Eigenvalues = 1.282, % of variance = 3.0563, mean = 3.913

8. tasauuusingns (Contemporary) (Per.8)

e msel (up-to-date) 0.560

a8 (contemporary) 0.731
ol Eigenvalues = 1.158, % of variance = 2.757, mean = 3.750

fuil 4 mamienzionoanladsfn (Logistic regression analysis)
4.1 mAnsitasaiianinadamsmnzasdananaud Tagld binary logistic regression

(1) nagautzaarasmUszinamaulseansuaazal Nnaddanagay Wald laRa@andiuys
wheuuumsanaaeladgdin nmsed 4 wuh dudsthsadsemulasaseuasldls (Fac.1) warilads
YARNMWLUUKIANNEIN5 (Per.1) fimaddnadau Wald (u 29.115 uaz 4.091 @1 Significant
{lu 0.000 waz 0.043 Fnlesndh 0.05 dutiu Tadedenaniianswademsizaidananaudoaslag
(mswﬁ 4)

A3199 4 negautiadnnuesmlssnamaulsedns

Variable B S.E. Wald df Significant
Fac.1 -0.626 0.116 29.115 1 0
Per.1 0.223 0.11 4.091 1 0.043

Constant -0.430 0.107 16.165 1 0

WHIEILN0).

Fac.1 fa fmulsenuvasaseuasldld, Per.l Ao dudsyadnmwiuugdiienumuse

(2) Logistic regression model 31015197 4 laguvunsonoaaladadndldUszuranisan

@

anuhaziluiguilnaazeglungule dail

z = - 0.430 - 0.626 Fac.1 + 0.223 Per.1
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1

Prob (event) = | 4 o (0-430-0.626Fac.1+0.223Per.1)

& Prob (event) > 0.5 nanguslaaisgeldlnfivinhiyazlimzaudanandu
@ Prob (event) < 0.5 nauguilnaiiageldlafivinlinazinzasdanandum

(3) NeFAUNEEAYBIAILUUNSONLadRAn MNNFDANAFAU Hosmer and Lemeshow test
PNMTNN 5 WU @ Significant = 0.365 FWINNT 0.05 ALY GwuuMIanoaaladafnmanzau

Mz lUTdlumsiuunnguefusloans 2 ngwle

19747 5 Hosmer and Lemeshow test

Chi-square df Significant

8.733 8 0.365

(4) N logistic regression model ﬁlﬁtﬁaﬁﬂﬂiﬁ‘lumsmaaumiﬁmuﬂn&juﬁuﬁaganzjuéﬁaﬁw
i 400 Ay wuh dhuvuiimwanlumswennselgndaswhiuiases 65.5

ijaﬁmsmﬁ'aylaﬂaqnzjm‘hasmmnmLa?\'ﬂ factor score WU mjuéhashqﬁmzmLﬁaﬂmswauﬁw
ﬂﬂﬁ'mwuéwﬁ'tysluL%:mmm1Jaamﬁ'ﬂwaqhﬂﬁmﬂﬂiﬂn&juﬁaaeiwﬁlﬂmzamﬁanm‘nauﬁﬁ wanNi NENEIBEN
'ﬁhiLmzmLﬁanmﬂauﬁwzﬁqﬂﬁnmwLLmJ@'ﬁﬁmmmmiﬂmﬂnimajuﬁmziwﬁtmzmLﬁanmwﬁuﬁ”ﬂ

a '8 e d'dQ a 1 I 1 = k4 ¥ ¥ k4 . . . . .
4.2 ﬂ’]i'JLﬂi']’d‘Wﬁ'\mﬂ‘VlNaVIﬁwaGlaﬂ'lil,aaﬂHQNﬂi’]ﬂuﬂﬁlﬂlﬂIﬂﬂi‘ﬁ multinomial logistic regression

(1) nedauisdnyasmUszinamdnlszansuaazen LilaaaEandmulsehduuumsanaas
Tadain Mnadanedau likelihood ratio test MAMSH 6 wuth nlsthisEssenulasasevaslyls (Fac.1)
ﬂﬁﬂqﬂﬁﬂmwuuupjﬁﬁmmmmsa (Per.1) uazngladafiouuaingudpe i (income) Amadalumsmagau
likelihood ratio test @8 @1 Significant (¥4 0.000, 0.003 waz 0.011 MuMGU Fnissniy 0.05
wdeshiladudasanulasadoaldls ‘uqﬂﬁnmwLLUU@’ﬁﬁmmmmsaﬁﬁw%wam’amitﬁanﬂejumwﬁuﬁ'w
lilnzaeguilng

197497 6 Likelihood ratio tests

Likelihood ratio tests

Effect

Chi-Square df Sig.
Intercept 0.000 0 0.000
Income 25.902 12 0.011
Fac.1 38.900 4 0.000
Per.1 16.007 4 0.003

(2) Logistic regression model 31n@199#% 7 lasuvunisonoaaladadnildszanunisan
' & A v a ¥ ' o &
anuhastunguilanazaglungule aeil

naunzaldlanuiuGasammmeans (y;):
y; = -0.564-1.045(income=1)-1.720(income=2)-1.222(income=3)+0.702(Fac.1)-0.023(Per.1)
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n&juﬁ%ahilfiﬁtﬁuﬁmmiﬂaamnﬂmﬂﬁmsmﬁLLaztﬁyﬂqldﬁm‘?mqﬁ‘umnﬁisumﬁ (yg):

yg = -0.860-21.067(income=1)-1.112(income=2)-1.124(income=3)+0.783(Fac.1)-0.775(Per.1)
nejuﬁ%al?ilfiﬁLﬁ'ut,%'m'isuumswamﬁﬁmmgmuaxmmﬂaaﬂﬁ'ﬂ (y3):

ys3 = -0.113-0.346(income=1)-0.195(income=2)+0.129(income=3)+0.661(Fac.1)-0.269(Per.1)
ﬂénﬁﬁalﬂlﬁﬁtﬂu house brand (y,4):

y4 = -1.911-1.410(income=1)-0.221(income=2)-0.384(income=3)-0.106(Fac.1)-0.086 (Per.1)

P =] 1 I A 1 o ] oA . v
e 7 09 V’]'J']NU']?]%L“IJHLLUUNNE]uI?I‘ZlENﬂE‘!NG]'JE]EI'NﬂQNVlJ ‘\)31@
T = e—0.564—1.045(income=1)—1.720(inc0me=2)—1.222(income=3)+0.702(Fac.1)—0.023 (Per.1)
1=
72-2 =€
72-3 =¢c
T = e—1.911—1.410(income=1)—0.221(income=2)—0.384(income=3)—0.l06(Fac.1)—0.086 (Per.1)
=

-0.860 -21.067(income=1)-1.112(income=2)-1.124(income=3)+0.783(Fac.1)-0.775 (Per.1)

-0.113-0.346(income=1)-0.195(income=2)+0.129(income=3)+0.661(Fac.1)-0.269(Per.1)

UMUE Fac.1, Per.1, income lueuuy zla@ u3a Prob(event) Faninsawennsailainguilng
fiwunhiezgaldldlunguandumle TesRnsandismanuhazdulumsiiamamsel (7;) gegalunguiy

157199 7 Parameter estimates

B
BRAND'GROUPa Intercept [income=1] [income=2] [income=3] [income=4] Fac.1 Per.1
Y. -0.564 -1.045 -1.72 -1.222 0(b) 0.702 -0.023
Yo -0.860 -21.067 -1.112 -1.124 0(b) 0.783 -0.775
Y3 -0.113 -0.346 -0.195 0.129 0(b) 0.661 -0.269
Y4 -1.911 -0.141 -0.221 -0.384 0(b) -0.106 -0.086
HNIELNG).

a
@8 reference category

income=1 @@ $18ldmni1 10,000 naaLfiau

income=2 @8 918ld 10,001-30,000 LIMGBLHaY
income=3 @8 918ld 30,001-50,000 VIMGBLHBY
income=4 @8 T8ldnNn 50,000 LINFaLHau

(3) nadaUNEHIAIBNAILUUMSANDRELaAIAN T9NNETINN 8 WU M Significant = 0.623
ZNINNT 0.05 aeuu fuvumsaaasaladadnuanzaninnhlUldlumshuunngueuilnen 5 naule

157499 8 Goodness-of-Fit test

Chi-Square df Sig.
Pearson 1553.829 1572 .623
Deviance 936.690 1572 1.000

(4) 1 logistic regression model #ild (o lulFlumsnagaumsiuunnguiudayangudias
i 400 Au wuh dhuvudimwsnlumawennsolgndashiuiasas 52.5

iefinsandayauasngudnge wuh ndudeduiiinaldinnni 50,000 1mdaiiiou audents
TildlunduiluiuGasauemenms udngudatsiiingld 10,001-30,000 vndaiiou asdanda
Tilnlunguau g unundadendeanaudladld uasilafimsannndiads factor score WU naudagn
finaldldvasie uasngudndniidandaluldandumlaild aslianuidydasssanulasads
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yaeldladasnhinguaiedeiidangaldlnlunguandumdu g usnnnilngudiadnidantanguanaum
lilafiniuEssqammenmsaziiyadnmuuuugnienuasnsonnnnguau

aﬁﬂsmuazagﬂmamsﬁﬂm

NnmMsIeNsiasdlsznau smnsautanguyadnawguilnalaiu 8 ngu laanguaiatig
fidalilafifandudne 400 au Mhmsd dulugiiyadnmwlungueasauiiianuaidla (sincere)
Wnfiga uanmnﬂfmﬁmiwﬁmﬁﬂszﬂaummmLLﬂqmjummﬁmLﬁuwaqmjuéﬁaﬁwﬁﬁ@iaﬂﬁﬂ
nemsamafiiinadenisaaduladalaiiy 4 ase lagngueaddiuluglienuadydaiade
Fosanulanadsrasdudinniige sesasnda dadeEesgumn dadeiFasussydon uwastladaidas
MIAUFINMIOND MUY

NnMIeNzinisanoasladadn Tmﬂmmﬂqnejuﬁaat’mLﬂuﬂa:uﬁlmzmua:hitmxm%a
aguldhildeiianinadamainsandonanduduasduilan da yadnmwaasguilaa (yadnmw
wuugiianuannan) wazmslianuddaiiesanulasadsaedldls wazanmsutengudiadis
iy 5 ngu anunguandumingudadieda wui tadediianiwanlindudedaidandalald
udasnguanauduandieiu fa nelduasiilne yadnmweasguila (yadnmwiuy gidenuaanan)
warmslienuaddEasenulasasovadlyld

nnIezinisaaaasladain aziuladn drsasaznisweinsallagneassuss@inuy
farilaigennidn Feerafuwamnnmsinuiudssmnslundaznduuandisfuun deily
Tumsnmasedaluiamslidadiudszansudasnguiiilndidesiu wazdihuudageiinnwa
Lﬁ'aiﬁé’hLmummmﬁmmmmﬁmmﬂuﬂlumivauam%nnajulﬁ'l,l,ajuf‘ima:ﬁﬂ’;mmL%aﬁamﬂﬁyu

wansideilagulad guilnaiidaliliudasnquandudiyadnmw ald waznsld
anwshaaatadose g Auansafusdefitesany %ﬂﬁﬂﬁlﬁﬁ'sLmﬂumiﬁmmmmﬁmmﬂuﬁpjﬁiﬂﬂ
awdandalildluudasnguanaud meiteiaiulsleniageislumanldiunagnslumsmaus
MIaaade e wazmssdyednmuendudiieldlunsdemsmemsamalinsuauasuazivanzay
funguithvnezasdudauatiilszamsmn fnsdmalimashenaudaminsalssauamuamudidald

nfnssndszna
{8 unsraueInsdnlimuuzibuazatuayy wazaasvuuudauainiliaudiuiis
Tumslvidaye
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