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Abstract

The purposes of this research were to study the factors of brand management in
high-competitive schools under the Office of the Basic Education Commission in the
Bangkok metropolitan area. This research was quantitative. The sample of this research
consists of 396 teachers from high-competitive schools under the Office of the Basic
Education Commission in the Bangkok metropolitan area, chosen by Multi-Stage Random
Sampling. The instrument used is questionnaire with a rating scale of one to five. The
questionnaire was found to be couched at a reliability level between 0.60 to 1.00 by the
Index of Item-Objective Congruence (I0C) and has an overall reliability according to
Cronbach’s Alpha coefficient of 0.986. The statistics used in the analysis were
Kaiser-Meyer Olkin Measure of Sampling Adequacy (KMO), Bartlett’s Test of Sphericity
and Exploratory Factor Analysis (EFA).

The result of the research is that: there were nine Factors in brand management
in high-competitive schools under the Office of the Basic Education Commission in the Bangkok
metropolitan area. These factors are as follows: 1) brand growth and maintenance;
2) high-quality management culture; 3) keeping promises; 4) brand building; 5) internal
communication about social responsibilities; 6) research and development of brand
recognition; 7) the expansion of best practices guideline which leads to higher satisfaction;
8) information management; and 9) online brand activities and communication.

The Cumulative Percentage of Variance was 62.129.

Keywords: Brand Management; High-competitive Schools
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