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MEDIA EXPOSURE, BRAND EQUITY AND CONSUMPTION
BEHAVIOR TOWARD BRAND KAMU TEA

Thunyaphat Charoensup’ and Kalyakorn Worrakullattanee®

ABSTRACT

The objective of the research on “Media Exposure,
Awareness of Logo and Trend of Consumption Behavior of
Beverages of KAMU TEA Brand” is to study on media exposure,
awareness of logo and trend of consumption behavior of
beverages of KAMU TEA Brand. This research work is quantitative
research work whereby the survey is conducted and online
guestionnaire is used as a tool to collected data from the samples
the total number is 300. The findings from the study show that
most of the samples are the female whose age range is 18-25
years, having bachelor’s degree, working as employee of private
company/worker, and having personal monthly incomes that fall
in the range of 10,001 - 20,000 baht. Concerning media exposure,
it has been found out that most samples are exposed of offline
media (with mean of 3.60) more than online media (with mean of

2.73). The offline media the the samples are most exposed of are
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media at point of purchase such as banners to promote beverages
of KAMU TEA brand at the shop, which have been exposed of the
the high level (with the mean of 3.83). Concerning brand
awareness, the awareness of beverages of KAMU TEA brand is in
high level (with mean of 3.70). The trend of consumption behavior
is in the highly intended level (with the mean of 3.63). The results
from the testing of research hypotheses are that the overall
media exposure and the exposure of offline media and the
exposure of online media are correlated to the awareness of logo
of consumers in the positive direction and in moderate level (r =
0.474***). The overall brand awareness is correlated to the trend
of consumption behavior of beverages of KAMU TEA brand, in the

positive direction and in very high level (r = .822%**).

Keywords : KAMU TEA, Media Exposure, Brand Equity,

Consumption Behavior, Consumer Behavior Trend
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