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Abstract

The objective of this research is to study factors affecting the brand image of the Industrial
Estate Authority of Thailand by a group of 390 samples, who work in industrial estates from the Eastern
Economic Corridor Project (EEC) area consisting of Chachoengsao Province. Chonburi Province and
Rayong province. The data is collected by online questionnaires. And Using statistical methods to
analyze data, including descriptive analysis by frequency, percentage, mean and standard deviation,
and quantitative analysis used to test the hypothesis by Independent Sample t-test, F-test, One-way
ANOVA, and multiple regression analysis. At the level of significance 0.05. The result shows that the
demographic factors that affect the corporate brand image are the type of industry in which the sample
is working, which affects to the affective component of corporate brand image. And when considering
the factors of corporate brand personality, what shows the sample group feels that the Industrial Estate
Authority of Thailand has competence personality type because it is a credible organization, has
expertise in industrial estates business. The factors of corporate brand personality that affect the
corporate brand image viz sophistication and ruggedness affect both cognitive component and affective
component from corporate brand image. While sincerity from corporate brand personality factors affects
only the affective component, and excitement from corporate brand personality factors affects only the

cognitive component.

Keywords: corporate brand image, corporate brand personality, Industrial Estate Authority of Thailand
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