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ABSTRACT

The purposes of this study were to investigate the effects of brand
ranking that appear on result pages of search engine on memory of brand and
recognition of brand positioning. Factors of internet search skill and educational level
were used as the indicators.

The samples consisted of 80 males and females aged between 18-70
years who lived in Bangkok. The samples were given scenario and then used mimic
search engine that consisted of two tests according to the sgiven order.
Questionnaires were used to collect data. Simple Linear Regression and MANOVA
were used to analyze the data.

The findings indicated that display order of search result pages was
related to memory and recognition of brand positioning of unknown brand with
statistical significance. In addition, internet search skills and level of education were
the factors that affect the relationship between display order and recognition of
brand positioning of unknown brand. Given the result from this study, firms could
build their own brands to be more well-known and believable. This study might

reflect the strategies to promote selling, especially unknown brand.
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