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This research empirically aimed to study level of perception.and brand awareness,
marketing communications as well as brand loyalty in the context of local politician
under Ubon Ratchathani Provincial Administrative Organization and study perception,
brand awareness and marketing communications affecting brand loyalty in the context
of local politician under Ubon Ratchathani-Provincial Administrative Organization. This
present research focused on voters in censtituency 1 of Khueangnai District, Ubon
Ratchathani Province which consisted of 42,082 voters. To determine an appropriate
sample group, Krejcie & Morgan.(1970) formula was applied; data samples were
collected from 380 voters. The researcher has conducted a validation check, found
that there were 4 sets of ‘quéstionnaires with outliers, therefore, 376 completed
questionnaires were obtained. The research tool was an estimation questionnaire with
5 levels and a reliabitity of 0.94. Statistics used in the research were frequency,
percentage, mean and standard deviation. Inference statistics to test the hypothesis
were Independent Sample T-Test, One-Way ANOVA and Multiple Regression Analysis.

The Ttesults of the study demonstrated that overall, perception and brand
awareness as well as marketing communication in the context of local politician were
at'a high level. Brand loyalty in the context of local politician under Ubon Ratchathani
Provincial Administrative Organization: attitude and behavior aspects, overall was at
high level. Multiple regression analysis found that the factors of perception and brand
awareness as well as marketing communication had a statistically significant effect on
brand loyalty in the context of local politicians under the Ubon Ratchathani Provincial
Administrative Organization. (P < 0.01), there were regression coefficients in marketing
communication equal to (BZ =0.580) as well as perception and brand awareness equal

to (B1 =0.347), respectively. The efficiency in predicting brand loyalty in the context



of local politician under the Ubon Ratchathani Provincial Administrative Organization
was 76.90 percent (Adj R? = 0.769).





