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Abstract

Brand perception is the sum of feelings a consumer has about a brand. Brand perception comes
from customer use, experience, functionality, reputation and word of mouth recommendation - on social
media channels as well as face to face. Moreover, Brand perception also can play into the product's
success. Therefore, the knowledge of building brand perception is important to Integrated Marketing
Communication planner. There are 3 steps of building brand perception as follows: the first step is to
determine Brand domain, the second step is to create Brand reputation, and the third step is to build
Brand aoffinity or strong relationships with customers.
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U duiudidesraunsoifiauituuusud Wi “nsidalalunusud (Brand Perception) 1udafi
guslaadedndududovinisinaueieguilna nisidlalunusuduiainnisldveguilna
Uszaunsal nslduselowd Faideq nsuends nisuuztimedodeanoeulad wazuuudideda”
(Qualtrics, 2020)

drunusudlend (Brandwatch) vSEmgiimiediuniseanuuulusunsunenfiaiaesiiio
povAuadlaNgvaUTENTUINLINNI 1,200 e 1wy giAned (Unilever) 1ifawa (Whirlpool) U3&e
wasa¢l (British Airways) 19a11$w (Walmart) uasiaa (Dell) Tloudn “nsidlalususud Brand
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saAuAnTRaNavasAuduazuINS
2) fuslaagoudifipafuuusudossls nisl¥de fanssalugvuuudneg iedeansivuusud
saan1suangdouuulndetn
3) dnuilunsinnnuusud Joamnisnenieduidesliusudtelioduslan
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mmuumaagﬂugﬂLLUUﬂJawuwmum%mﬂa WU iFsmgnienisuwnd uion1ensidu dunu
FrvngFNRAY waruUSUgINIIauIATN dauddfisadudasund Aeneduslnaianson
Indunquyanaiiiniuiuazidedold n1ssusevaruasauaInuateniadIu Wy anguilan



Nsarsmaluladfoansuiaty uns.wsyuas IR 5 adui 1 unsian - quisu 2563

WBusy B9ANSWaILILONYY dnsarsuarioivigiiay uagiudiugsie ondiegravadyandy
vaavdlans 1 ndnilads 1Juduuldnissuseeddnuniaueses uisuetusiulszndlne
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