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 ROP   
 

   
  

  
  

 
     

...  (  7 (  ROP)) 
  

   
 

  
  

  
  

    
 ...  (  2) 

  grooming  
  

  in flight entertainment    
  

  
  

  
      

...  (
 11) 
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...  (  7) 
   presenter 

...  (  4) 
 

4.5.3  (Response) 
  

 
 (Response) 

  
  

4.5.3.1 Judgements   
    

  
4.5.3.2 Feelings   

      
  

 
 4.8   

Brand Judgment 

 
  

Brand Judgement 
  

( )  
(15 ) 

 
 

(13 ) 

  
 (13 ) 

 
 

 (12 ) 
  

(1 ) 

( ) 
 

 
(14 ) 

  
(14 ) 

  
(11 ) 

 
   
(11 ) 

  
(2 ) 
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 4.8   
Brand Judgment ( ) 

 
  

Brand Judgement 
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(15 ) 
 

(15 ) 

 
(15 ) 

 (14 ) 
 

   
(3 ) 

  
  

(3  ) 
  

(3 )  (3 ) 

 
  

(2 ) 

 
 ROP 

 
  
  

  
   

    
  

 ...  (  9 (  ROP)) 
   

  
   

   
...  (  2 (  ROP)) 

 ROP 
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 ...  (  10 (  ROP)) 
  

  
  

 
    

   service mind  
  ...  (  9 

(  ROP)) 
 

  
   

   
   

  
  ...  

(  5) 
   

   ...  
(  1) 

 50  
   

...  (  3) 
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 4.9   Brand 
Feelings 

 
  

Brand Feelings 
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(3 ) 

  
 

(1 ) 
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  ROP 
   

  
   

  
  

      
    

...  (  12 (  ROP)) 
 ROP 
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...  (  6 (  ROP)) 

    
 

 ...  (
 13 (  ROP)) 

   
  

   
 50   

 
 

 
...  (  1) 

 
  

 (  14) 
  

 ...  
(  2) 

 
4.5.4   (Relationship)  Brand 

Resonance 
   

  
   

 



54 

 ROP 
 ROP   

    
 

  
...  (  5 (  ROP)) 

 
...  (  1 (  ROP)) 

  
   

...  (  2) 
 

  
...  (  3) 
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 5 
 

 
 

 
    

 Kevin Lane Keller (2001) 
 6   Brand Salience, Brand Performance, Brand Imagery, Brand Judgement, 

Brand Feelings  Brand Resonance  4  
  Identity, Meaning, Response,  Relationship 

 
 
 

5.1   
 

5.1.1   (Brand Identity) 

 (Brand Identity) 
    

  
   full service 

 
 

5.1.2   (Brand Meaning) 
 Brand Performance  Brand 

Imagery    
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5.1.3   (Brand Response) 
 Brand Judgement 

 Brand Feelings    
     

  
    

 
5.1.4   (Brand Resonance) 

 Brand Resonance 
  

 
 

 
  

  
  Buil, Martine & Chernatony 

(2013)  
 
 

5.2   
 

 
   

    
 

 
5.2.1   

5.2.1.1 
 (Meaning)    (Symbolic)     

    



57 

 full service  
 non-stop  

5.1.1.2  
  

 
5.1.1.3      

    
 

 
5.2.2   

   
   ( ) 

  
5.2.2.1   

 ROP   first class, business class 
 economy class  

 
5.2.2.2 

    
 

5.2.2.3 
 ROP   
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   ( )  

 
 1   

      
1.  
     

2.  
3.  
      /  /  

4.  
    
      

5. ..  
6. .. 
7.  
  
  

8.  
    
    ............................................. 

9.  Royal Orchid Plus (ROP)  
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10.   
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 2    CBBE 
 Salience 

11.   
What brands of product or service category can you think of ? 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 Performance 
12.  (Full Service Airlines) 
  
 Compared with other brands in the category, how well does this brand satisfy the needs of product 

or service category? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
13.     

  
 Compared to other brands in the category in which it competes, are this brand s prices generally 

higher, lower, or about the same? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 
  



63 

  Imagery 
14.    ( ) 

 /  /  /  /  /  /  /  / 
 /  /  /  /  

How well do the following words describe this brand? (honest / daring / up-to-date / reliable 
/successful / upper class / charming / outdoorsy / impressive / quality / comfortable / safe / 
punctual) 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
 
15.      

To what extent does thinking of Thai airways quote of Smooth as silk ? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 
16.   

What places are appropriate to buy this brand? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 judgement 
 

17.    
What is your assessment of the product quality of this brand? 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
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18.     

 
 How knowledgeable are the makers of this brand? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
19.     

How much do you respect this brand? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 
20.    

How likely would you be to recommend this brand to others? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 
21.   

To what extent does this brand offer advantages that other brands cannot? 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 Feeling 
22.    /  /  /  /

 /  (  1 ) 
Does this brand give you a feeling of warmth / fun / excitement / security / social approval / 
self-respect? 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
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 Resonance 
 

23.     
I consider myself loyal to this brand 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
24.     

If this brand were not available, it would make little difference to you if you had to use another 
brand? 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 
25.    

This brand is special to me 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 

 
26.      

 
I feel a deep connection with others who use this brand 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
27.     

I really identify with people who use this brand 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
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28.     

I am always interested in learning more about this brand 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
29.    

I am proud to have others know I use this brand 
 .............................................................................................................................................................  
 .............................................................................................................................................................  
 
*  
30.  

 
What is your relationship between you and Thai Airways International? 

 .............................................................................................................................................................  
 .............................................................................................................................................................  
 
 

*  
* 

 
 




