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Abstract

This qualitative research aimed to study the brand awareness, brand perception, and
brand engagement of Shera products among construction contractors in Bangkok. Data was
collected through in-depth interviews with 30 contractors who had at least two years of
experience using Shera products and were involved in purchase decisions for their projects.
The findings revealed that most contractors recognized Shera as their first choice when
selecting fiber cement materials, especially for wall, siding and board products. Shera was
perceived as a reliable brand offering durable, easy-to-install materials with high-quality
features. The overall attitude toward the brand was positive, with contractors appreciating its
consistent product quality, availability, and strong brand image. In terms of brand
engagement, most contractors showed a high level of loyalty, regularly choosing Shera for
ongoing projects and recommending it to clients and peers. Their trust in the brand stemmed
from long-term usage, positive user experiences, and confidence in performance. The insights
from this study could be applied to marketing strategies aimed at strengthening relationships
with small to medium-sized contractors, who play a key role in construction material

selection and brand influence at the project level.

Keywords: brand, brand awareness, brand perception, brand engagement
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