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ABSTRACT

The objectives of this independent study was to study the teenager perceptions
towards brand personality of leading sports shoes in Mueang Chiang Mai district. The data were
collected by questionnaires. Purposive sampling technique was applied in selecting 380 teenagers
who were 15-25 years and knew Adidas brand, Converse brand and Nike brand of sports shoes.
The statistics used in data analysis consisted of factor analysis, descriptive statistics i.e. mean
frequency and percentage, and inferencial statistics i.e. F-Test and T-Test.

From the study, it was found that most of respondents were 17-18 years old.
Most of them were studying and graduated bachelor degree. They had income less than 5,000
bath per month. Converse brand of sports shoes was mostly used.

Regarding the teenager perceptions towards brand personality of leading sports
shoes in Mueang Chiang Mai District, it was classified into 7 groups as follows:

Group 1:Competence and sincerity: family-oriented, honest, sincere, wholesome,
friendiy, reliable, hard-working, secure, intelligent, technical, corporate, successful and leader.

Group 2: Excitement: Confident, daring, trendy, exciting, spirited, cool, young,
imaginative, unique, up-to-date, indepentdent and contemporary.

Group 3: Sophistication: upper-class, glamorous, good-looking and charming.

Group 4: Ruggedness: outdoorsy, masculine, western, tough and rugged.

Group 5: Real: real, original and cheerful.



Group 6: Feminine: feminine and smooth.

Group 7: Conservative: small-town and sentimental.



