V) 1 a 6 6 a .
mﬁufﬁlmmmﬂa%ﬁﬁmmsnmasuﬂmﬂmaaé’mfnﬂ Generation Y

Perceived Brand Value on Champion Tractors Brand of Generation Y

Gt L&Jmﬁga

UNANLD

MIANEN mﬁuqummwﬁuﬁwmLm‘sm@aﬂmwﬂmaamngﬁ‘[nﬂ Generation
Y 1{un1939815 90581 (Quantitative research) laglfuuusaunuduiniasfioluns
Wudaya Wend19nMIuanuuusauaunguEu3lna Generation Y faaauLNa
g{usi’l,miﬂmaimﬂ 8NBNTTWIU IRTAVaULAL Llaslt Google Form lunnssauaiu
uazgaauuuusaUMNTI81gIzRIg 20-37 1

HAaN1333uWLIN (1) NduRUTLnA Generation Y iduiwaziy a1y 26-31 1
AONUANANTE SzaUNIANENUSYYIe3T 0ndwthamassianae uazeldiadoda
L@8% 10,000 — 20,000 VN (2) ﬁnﬂmiﬁﬂmlﬁmﬁ’ugﬁim Generation Y lagn sy
WizﬁumﬁujﬂmmmﬁuﬁﬁmLmiﬂmaimmjaglflm:@”uw’m WaRarsadusodn

wud nquEu3lna Generation Y TWmisuidefiunind/iquantfauguasanudiann

]
=)

ﬁq@ 309893108 MILTaNlEIANNAANUATIRUAN LLm%’ujﬁ@i’mq@ Ao msjaﬁ'nmwﬁuﬁ’]

ANAAL

ArdATy : quAanFud , MITuIMEs, §uilna Generation Y



Abstract

The Consumer Group's Generation Y Champion Tractor Brand Value
Recognition study was a quantitative research. (Quantitative research) using
questionnaires as a tool to collect data. Selected a survey from the distribution of a
questionnaire for the Generation Y consumer group following the page of the Champ
Tractor Center, Kranuan District, Khon Kaen Province, using Google Form for
questionnaires, and the respondents were aged between 20-37 years.

The results showed that (1) Generation Y consumers were male, aged 26-31
years, marital status, bachelor's degree. Occupation of civil servants/state enterprises
and an average monthly income of 10,000 — 20,000 baht. (2) From a study on
Generation Y consumers, the overall level of perception of the champion tractor brand
is at a high level. When considering each aspect, it was found that Generation Y
consumers had the highest perception of the brand's assets/features, followed by the
association of ideas with the brand. and the lowest perceived was brand awareness,

respectively.
Keywords : brand value, news reception, Generation Y consumers
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