v 1 v
A = A 1

% a { [ 4 a a
Widomsaundase ms luwani ldyananliFedesnlinanenmanysigsnaaionstiu

N =K a 4 =
NIUANE mﬂmﬁuu"lmuaﬁmvm

v
=

¥o-u1Mana UNEIHANIIA NuLe
PIAIG)) N15AAA
a’d‘ o o a
219138M1/3n1 9191590 UONNIY WIU%, D.B.A.
Umsdann 2561
U |
UNANYD

A o

Y Y a ¥ 2 J A = [ A 1 @ t4
NITAUAINDAIEAITIU Mﬂﬁﬂﬂigﬁ\iﬂ 1) LW@ﬁﬂH’lﬂﬂﬂﬂﬁﬂuuﬂﬂaﬂNNaﬁ'ﬁ]ﬂWWﬁﬂEﬂ!

Q

=

a a 14 = A [ A 1 sq 9 A
‘Ijiﬂi]ﬁﬁjﬂﬁﬂuhlﬂﬂuﬁ]ilﬂl%ﬂ 2) LW@ﬁﬂHWﬁﬁ]ﬂﬂﬁ’Juuﬂﬂﬁ%ﬂJNﬁ@]ﬁ)ﬂﬁimﬁﬂﬂﬂi%uﬂﬂaﬂu

) 1

=) A = ~ 9 d'ddi ~ A A a [ 4 a
Fo1deq uay 3) modAny 1 layanldyananlFeideaninadefinanmanyala1en13iy
4 =
Tneuosiome
Vo T A= A ga Y a ] a 4
ngusilednanynedmneldusmadunianielulszmavesaemsinlneuos
= Aa [ A o 9 3 9
P18 TAgANN 19001 INNINIASIUABUINBY T1UIU 400 AU TFuuvaeunwlumsnudeya
A <Y Y aa a ] A Y ' ~ ' ~
HazMIInIIzivaya lraaamanssaulszneualy 1N Tegay ANRAY Lard B Y
Aaa A 9 a 4 ~ a 4
WINTPIY HazadaFouNINlsEnouAde maaazRaNuulslsIuMmafe tazmsneH
0ANDINYAY M85 Enter TUMInadouauuagIy

= 1

HansAnEINu Tasearuyanamu@insAny a1 Iniuana NN UlinaABNS

] ]
A A

[ J a a -4 1 o H
Mmanualgsnvvesaensiu Insuesodouanaeny uagns lasanildyananilivedes
g = . A 9 o N .
AMUNNAIA T (Attractive) (B = 0.897) 3998941 AD ATUANINFIUIYF8IBI1Y (Expertise)

3 o Aa 1 @ o a 14 = A
(B=0.569) Lﬂuﬂﬁ]ﬂEJ‘VIIJNﬁ@’t’)ﬂ?‘lﬁlaﬂislmsll’e]\‘lﬁifJﬂﬁ“]J‘Ll]l‘VlEJLLE]SL?JLGHEJN1ﬂ°VIfjﬂ

o o w Aad o v o
AaIALY: Tanan UNAANNTDLTUI NINANHU

3



Independent Study Title Celebrity Endorsement in Advertising Affecting Airline’s Image:
A Case study of Thai Air Asia Airline

Name-Surname Miss Pattarawadee Toumsem

Major Subject Marketing

Independent Study Advisor Mr. Tanompong Panich, D.B.A.

Academic Year 2018

ABSTRACT

The objectives of this independent study were to: 1) study the personal factors affecting
Thai Air Asia Airline’s Image, 2) to study the personal factors affecting celebrity endorsement in
advertising, 3) to study the celebrity endorsement in advertising affecting Thai Air Asia Airline
Image.

The samples of this study were 400 Thai domestic passengers who used Thai Air Asia
Airline Service at Don Mueang airport. The research instrument was a questionnaire. The statistics
used to analyze data were descriptive statistics, namely, frequency, percentage, mean, standard
deviation, and inferential statistics consisted of One-Way ANOVA of variance and multiple
regression analysis with the Enter method for hypothesis testing.

The results of the research show that the personal factors of education and occupation
levels affected the Thai Air Asia Airline’s Image differently and celebrity endorsements in
advertising influenced the customers towards Thai Air Asia image about the attractiveness
(B=0.897), and the expertise (B = 0.569), respectively.
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