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Abstract : The purpose of this paper was to study the relationship between brand value and perceived brand quality of
television viewers in Bangkok towards the television business in Thailand. The population included television viewers in
Bangkok, Thailand. A probability sampling technique was performed to get a sample group that included 500 respondents.
Taro Yamane technique was utilized to get a proper sample size. A five Likert scale questionnaire was designed specifically to
investigate brand value and perceived brand quality from the perspectives of television viewers in Bangkok. The findings
implied that  consumers in  Bangkok attached a high importance towards the brand equity  of  television companies  that
comprised brand ability, brand reputation, brand credibility, and business ethics. Perceived brand quality received high rank in
all aspects.
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