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The purposes of this research were to (1) study the perception of and admiration for
the Ichitan Green Tea of the consumers in Bangkok and vicinity area; (2) compare the level of
recall and recognition of Ichitan Green Tea for consumer with different demographic
characteristics; and (3) compare the level of admiration of Ichitan Green Tea for consumer with
different demographic characteristics. ~ This research used multi-stage sampling.  The
questionnaires were sent to 400 samples. The statistics employed for data analysis were

descriptive statistics (percentage, mean, and standard deviation), t-test, and one-way ANOVA.

Research findings on the perception of the Ichitan Green Tea of the consumers in
Bangkok and vicinity showed that (1) recall: the recall to the advertising presenter was the highest
(86.5 per cent) while the recall to the product shape was the lowest. The overall score for recall
was high (52.50 per cent); (2) awareness: the awareness of the advertising presenter was the
highest (93.5 per cent) while the awareness of the product color was the lowest (46.2 per cent).
The overall score for awareness was high; and (3) admiration: the admiration for the image was
the highest, getting the average score of 4.60 or Very Admirable, while the packaging and shape
were the lowest, getting the average score of 3.81. The overall admiration was in the level of

Admirable

For the results of the hypothesis testing, (1) the consumers with different

demographic characteristics did not recall differently about the brand; (2) the consumers with



different demographic characteristics (except for income) did not recognize differently about the
brand; and (3) the consumers with different demographic characteristics (except for sex and

income level) did not have different level of admiration for the brand.



