A A Yy v a o A ' o s @
FOLIDINIAUA VU A IS ﬂi]i]fJ‘V]fNWa@]ﬁ]ﬂ'ﬂil?jﬂwuﬁﬁluﬁiu@]'ﬂﬂﬂﬂiﬂlﬂﬂ
WﬁﬂﬂTu‘ﬁuTﬂWiLﬁ@ﬂ15LﬂH§]§LLa$ﬁ1’iﬂ5ﬂI

MIABATIINIADINY

g )

Y A a o Jd o Ia
AIvEY WINWANIA A133ANTY Ty
Saan YIMIFInImIada (Msnain)
¢ 4 4 a J a G4
o1 1gNSnMsAuANIULBEsE 919138 A3 UUA NNAINTDI
% |
UNAALD

o 1

Y Y a A o A ! s 7
AITAUAITUUUDFISLIB ﬁi]"l]ﬂ‘ﬂﬁ\iWa@]'ﬁ)ﬂ')’lﬂEljﬂwu@'é)ullﬁuﬂﬂ\iﬂﬂﬁsll@ﬂ

o =)

v 4 rd @ ) @ & x
‘wummﬁmﬂmﬁamimymuazawmmmimymmmﬂmwu Mﬁﬁﬂﬂi%ﬁﬂﬂLﬁ@ﬁﬂHWﬁ\i

U Q

o 7 Y] v < 4 4 [ o
58ﬂ‘]Jﬂ'N3JIZJJﬂW‘LlellfJ\W‘I‘Llﬂ\i11!G]E]L!,‘]J5‘L!ﬂ‘ﬁ‘L!1ﬂ'lil,‘ﬁ@ﬂ1§Lﬂyﬁillﬁ$ﬁﬂﬂimﬂ1ﬂﬂﬁﬁi JWHNIA

[ v A @

damu  uazAnyiszaueninavesdteniiaenNugnRUYEINITNIUABLUTUATUIATT

° 9

[ ' A= A o A (a oa 1 A C4
aana1 UYszansnanyl ae winnunljiaanuedlusumasmenisinyasuazannsal
MINBATIINIAG YU U 178 AU VDY

Aq Y =< [ I [ A 9y
ﬁVIGlG]fGlUﬂ1§ﬁﬂH1!L‘U\1@€IﬂL‘1Ju 2 @YU AB UdYQ

a

Ugugil (Primary Data) 59052 TaglFunUdo U0 LAazTOYANA

U q

ﬂmﬁ (Secondary Data)
9 ) v vy A A Yy  a 7Y Y}
5'31]5'31]51]@3;!?31@fJﬂ']iﬂuﬂ'J']fl]Tﬂllﬁﬁﬂmﬂgﬁﬂlﬂﬂﬁﬂl@fi AUNINICNUDYAN

U

29FADANITHIAIANND
Fooaz AUNDE MINATOUANUUUFOD0VOWVLTDUNIN MINATDUANNTURUTIH 11962
Y an o a £ o o a 4 a . A
wlsiedsanlszansarduiusHazMINATIZINITNANDEIFINY (Multiple Regression)
HANIIANEINU NN NIIUTUINITNONITINHATUASAHATAMTINEAT TINIA

o 1 [I~1 =\ [ a2 A 1 (=}
AN amiwmmumﬁ%w 1919551219 41-50 U Vaorumnausa muiwmmm 2 AU Y

U o ] o ]

= v A A o ' 1 =S ! ' 1 o 1 @
msanuluszaulSaaes Tengmsinaueglurig 16-20 1 drulvged ludumuaninau

[

a oA @ a A d‘ Yo ] ' :) ' 1 A @ =
i%ﬂ‘]J‘]J;]‘Uﬁfﬂi (3gAU 4-7) Lm$NuLﬂ’é]u‘ﬂkl@iﬂﬂgslu“]f’NWWﬂ’ﬂ 15,000 UMNADIADU WHNITUY

a < 1 [ J 9 J . A
ﬂ’nuﬂﬂmuﬂ@ﬂ%%ﬂmumﬂﬂixﬂamjmmiﬁﬂumiuﬂmﬂu (Internal Brandmg) unngea

v
o

A v 9 a v Aa a <3 A 9 = U (%
o ﬂi]i]i]ﬂ1uﬂ%ﬂiillﬂﬁ@ﬁ1ﬂ ﬂﬂ%wummmmuma@ o QWHﬂTiPJﬂfJ‘UiN TAIUTTAUNINY

Q

a < 1 v 9 J 9 JYIY 1A Y
ﬂ@muﬂ@ﬂi}%ﬂmumﬂﬂixﬂ’éJ‘UGU’éNmiﬁinu‘muﬂmwdm (Employer Brand) WU U3zaU

a <3 1 4 ' v A 4 1 [ { '
ﬂ’J'liJﬂ@LWu@’fJ’fNﬂ’]Ji%ﬂ’é]ﬂ?%}'luﬂﬂ!ﬂ'lllﬁ$ﬂ')'llli‘ﬂWﬂ“lf’é]‘ﬂ"llf]\?@\?ﬂﬂ']i@]@ﬁﬂﬂilil'lﬂﬁ’sjﬂ ll@]idl



[ a <3 1 4 1 ] Aa oA 4
5$ﬂﬂﬂ31uﬂﬂlwuﬂ@@\‘]ﬂﬂ3$ﬂﬂUﬁTuﬁuﬂﬂﬂWHﬁuUﬁHuﬂ15ﬂ§]ﬂﬂ\ﬂulla$ﬂ\‘]ﬂﬂﬁ$ﬂfJ‘UﬁITH
msaeminielueiimsdiga

Y] =\ ] 1 4 4 [] Y] t:‘d [ 1 4 4
Wuﬂ\ﬂuMﬂ'ﬂulﬂﬂwuﬂﬂll‘ﬂ31!ﬂfNﬂﬂ'lif]gﬁluﬁﬁﬂﬂﬂuﬂ’l'mﬁﬂﬁﬂllfﬂﬁuﬂﬂﬂﬂﬂ1§
. o Y 3 . A '
(Passion for the Brand) Tagtlavemunsasiausuanielu (Internal Branding) NUHANDAIN

o 1 4 4 = o w a A Y] Y =) [l Y
ANWUABLDITUADIANTT FE9a1AUMUINTNAVDI]TY Ulﬂllﬂ MsANOUTYH LazmMsengo 1

[ o_w ' v J o W a a
51970 awday @autladuduuUTUARD1991Y (Employer Brand) (3848 18UA18NEnaves

U

[ Y 1 A a a oA a
Jads laun Fordeentouon msdszdunanisdfuanau szuvldsziiunasiunielu
Y o 1 v A J { 1 o o w g 2
ANMWUIAADUNININIY LAZABAMAZANNTUAAFOUUDIDIANITNNADTIAN ANEIAY NI
A = v a A v 9 9 J s YY '
WonfFeumsuszauanTnavetatemunsai Ny uan 18 lunas T UARII9IY WU
v 1 9 4 1 1 4 4 {
Tadvdesaureidoaniousn YHaAoANNHNHULUTUABIANST TUAINTININATA T0983
=) = a a oA a 9
A Mydnousy Mstlszmuranslinanu ssuulsziivwanuaielu anmuiadennis

1]
AA v o

° [ 9 [ 1 v Aa 4 19
NNIU ﬂ'liflﬂﬂ@\?clﬂﬁ'lﬁ'gﬁ LAY AUALDSANNIUAATDUUDIDIANTITNUABTIAN ATNA1AY



Independent Study Title Factor Affecting Corporate Brand Engagement of Bank for
Agriculture and Agriculture Cooperatives Employees in

Lamphum Province

Author Mr.Piputpong Dumrongpinyo

Degree Master of Business Administration (Marketing)

Independent Study Advisor Lecturer Dr. Narumon Kimpakorn

ABSTRACT

The Independent experiment “Factor Affecting Corporate Brand Engagement of
Bank for Agriculture and Agriculture Cooperatives Employees in Lamphun Province” is aimed to
study factors that effected employee brand engagement to Bank of Agriculture and Agricultural
Cooperative in Lampoon which has 178 operational employees. Data are divided into 2 types;
Primary data, collected by Questionnaires, and Secondary data, collected from Secondary
sources. To analyze data, frequency, percentage, average value, questionnaire’s reliability test,
correlation test and multiple regressions were used and applied in this experiment.

The result of the experiment showed that the majority of the employees are male,
aged from 41 to 50 years old, married with average of two children, and Bachelor’s degree
graduated. Most have been with the organization for 16 - 20 years, working as operational
officers (level 4-7) with the salary that is less than 15,000 baht a month. Their opinion about
‘Internal Branding component’, concerned mostly about ‘Internal Branding Activity’. ‘Training
Support’ was the least. For ‘Employer Brand component’, the Value and Corporate Social
Responsibility has the highest concern and ‘Supporting System and Internal Communication
component’ with the lowest concern.

The employee brand engagement for the Bank of Agriculture and Agricultural
Cooperative in Lampoon Province highly bonded with “Passion for the Brand”. The Internal

Branding’s factors that significantly affected the employees’ bonding, with the ratio of 0.05, were



Training Support and Reward & Recognition accordingly. The Employer Brand’s factors were
External Reputation, Performance Appraisal, Internal Measurement Systems, Working
Environment and Value and Corporate Social respectively. Competitive levels of effectiveness
between the two, External Reputation has the highest level of effectiveness followed by Training
Support, Performance Appraisal, Internal Measurement Systems, Working Environment, Reward

& Recognition and Value and Corporate Social accordingly.



