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Branding and Brand Awareness of Farm Chao Khun By KMITL
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Abstract

The objectives of this research were 1) to study the branding process of Farm Chao Khun By KMITL; and 2)
to study brand awareness of Farm Chao Khun By KMITL. In order to study the branding process, in-depth interviews
were conducted with ten KMITL Board of Directors members and staff, and with twenty-five regular customers.
Meanwhile, to study brand awareness, questionnaires were given to and collected from two hundred and eighty-
two customers. In this case, the data was analyzed using descriptive statistics such as frequency, percentage and
standard deviation and including T-Test and F-Test statistics with content analysis. According to the results, there
were six steps to the branding process: 1) Identification of the target group consisting in individuals from inside and
outside of the institute who were interested in healthy agricultural products, 22) Design of a brand that brings with it

the features of quality and safety, has research accreditation, and embodies student participation, 3) Creation of
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brand awareness of credibility and guaranteed quality, 4) Presentation of information relating to the product brand
to the customers via strategies and marketing activities, 5) Promotion of the product during the product
establishment period, and 6) Managing brand loyalty by stressing that consumers are not only getting good quality
and safe products; they are also supporting the education process of students when they buy the product. The
results of the research were that overall brand awareness was at a high level. When considering each aspect
separately, it was found that the brand awareness of organizational culture was the highest, and it was followed by
product advantage, product personality, value and properties. With respect to product awareness and buyer and
user characteristics, it was found that brand awareness of Farm Chao Khun By KMITL varied with consumer gender,
age, education level , occupation and average income per month.

Keywords: brand, branding, brand awareness, Farm Chao Khun
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Table 1 Mean, standard deviation brand awareness in various aspects of consumers of Farm Chao Khun By KMITL

products, an overview of all aspects.

Statistical value

Ranking ltems — Meaning
X S.D.
1 Corporate culture 412 0.54 Aware
2 Product benefits 4.05 0.55 Aware
3 Personality 3.99 0.54 Aware
4 Value 3.92 0.55 Aware
5 Properties 3.91 0.62 Aware
6 User or Buyer side 3.35 0.68 Moderately Aware
Total Average 3.89 0.58 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =

not aware.
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Wnfige (X = 3.89) Wlududnuanlaefiiaaniny (X = 3.85) uaziilugudnilendaaiuses (X = 3.83) (Table 2)

Table 2 Mean, standard deviation brand awareness properties.

Statistical value

Ranking Properties — Meaning
X S.D.

1 Itis a reliable product. 3.89 0.56 Aware

2 Itis a product produced by 3.85 0.65 Aware
experts.

3 Itis a product with research 3.83 0.65 Aware
certification.

4 Itis a product produced with 3.81 0.61 Aware
modern tools.

5 The product is outstanding. 3.35 0.70 Moderately Aware
unique

Total average 3.74 0.63 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =

not aware.
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(X = 4.13) AuAnAnnng Uaansie (X = 4.09) waz@udianuanludiane (X = 4.04) (Table 3)

Table 3 Mean, standard deviation brand awareness product benefits.

Statistical Value

Ranking Product Benefits — Meaning
X S.D.
1 To help support students 413 0.64 Aware
2 Good quality products, safe. 4.09 0.55 Aware
3 Products are always fresh 4.04 0.53 Aware
4 Help to generate income in 4.01 0.64 Aware

return to society

Total average 4.07 0.59 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =

not aware.
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AuAiusAmanaly (X = 3.83) (Table 4)

Table 4 Mean, standard deviation brand awareness, value.

Statistical value
Ranking Value — Awareness
X S.D.

1 Itis a product produced by a 3.98 0.54 Aware

leader in agricultural knowledge.

2 Feel safe when consuming the 3.97 0.54 Aware
product.
3 Feel that quality is worth that the 3.83 0.63 Aware
price is paid.
Total average 3.93 0.57 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =

not aware.
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Table 5 Mean, standard deviation brand awareness corporate culture.

Statistical value

Ranking Corporate culture — Meaning
X S.D.

1 Personnel with expertise and 4.21 0.60 Strongly Aware
credibility

2 Personnel have knowledge and 4.16 0.57 Aware
ability

3 Have expertise in food products 4.07 0.57 Aware

4 To be a leader in the production 3.96 0.56 Aware

of new agricultural products

Total average 4.09 0.58 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =
not aware.
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Table 6 Mean, standard deviation brand awareness personality.

Statistical value
Ranking Personality Meaning

X S.D.

1 He is a true knowledgeable in 3.99 0.54 Aware
food production and agriculture.

2 The brand represents a 3.97 0.55 Aware
commitment to agricultural
product development.

3 The brand represents 3.96 0.55 Aware

trustworthiness. and reliable

Total average 3.97 0.55 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =

not aware.
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Table 7 Mean, standard deviation brand awareness user/buyer side.

Statistical value

Ranking User or Buyer Side — Awareness
X S.D.
1 Customers are modern people. 3.83 0.63 Aware
2 Customers are tasteful people. 3.79 0.62 Aware
3 The Customer is a smart choice. 3.76 0.73 Aware
4 Customers are socially Aware
3.74 0.75
conscious.
5 Customers love and care about Aware
3.71 0.73
their Health.
Total Average 3.76 0.69 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 =
not aware.
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Table 8 Comparison of brand awareness of Farm Chao Khun By KMITL classified by personal characteristic.

Characteristics X S.D. tF P-value Comparison Test
Gender 1) Male 3.56 0.50 -11.478 0.000** -
2) Female 4.44 540
Age 1) Under 20 years old 5.00 0.00 73.125 0.000** 2>1, 2>3, 2>4, 2>5
2) 20-30 years old 380 041
3) 31-40 years old 5.00 0.00
4) 41-50 years old 500 0.00
5) 51+ years 395 0.00
Education level 1) Below bachelor's degree 500 0.00  47.138 0.000** 2>1, 253, 2>4
2) Bachelor's degree 385 047
3) Master's degree 500 0.00
4) Ph.D. 5.00 0.00
Occupation 1) Student 3.80 042 91.532 0.000** 1>2, 1>3, 1>4
2) Teacher 5.00 0.00
3) Full-time employees 500 0.00
4) Temporary employees 5.00 0.00
Average 1) Not more than 20,000 3.80 041 58.289 0.000** 1>2, 1>3, 1>4, 1>5,
monthly 2) 20,001-30,000 5.00 0.00 1>6
income 3) 30,001-40,000 5.00 0.00
4) 40,001-50,000 5.00 0.00
5) 50,001-60,000 5.00 0.00
6) 60,001 and above 5.00 0.00

** * = Significant at 0.01 and 0.05 probability levels, respectively.
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