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. o ' A A o Y = dy
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9 1o ' Yy a = = = 1 A & 1
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Perceived Value 5 0.744
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Provinces

Frequency Percent
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a d d' a av
4.2 MIIATTHINBNATOUVANNAFIUNITIVEY
Y
o a 4 a
Tusiiveil azdszaevldremsdinsizimsonnees¥adu (Linear Regression)
] v A { 1 o 1 g’/ ] o 4 1 [ [ 4
piute U IUNNAeA L TA IR Narua 3 Anuduus laun 1) aAnuduiuives
o A 1 % 1% v J @ H [ @
998N UNaNDA TR Perceived Value 2) ANUTUN LTV 998N UNan0d 1115913 Brand
v o v Aa ' o . = IS
Preference ilag 3) ANNaNNUTURefIteNNanaa ulsaw Purchase Intention 5180 08AL
9
aaao 11l

[y} v d [y [y
4.2.1 anuaunusvaafadeiinanaflsmny Perceived Value

a [

Y o 2
WIINVDFAUUHIIU mm“lﬂu

&3

H1: Brand Awareness JHaI¥91INN1 Perceived Value

H2: Self-brand Congruence UHABIUINAY Perceived Value
v Ao .
M1919 9 Ja98NANanAe Perceived Value - Model Summary

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 5378 .288 283 37115

a. Predictors: (Constant), SumSBC, SumBA

M54 10 1ad8NNNanD Perceived Value - ANOVA

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 16.149 2 8.074 58.616 <.001°
Residual 39.948 290 138

Total 56.097 292
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319 10 o8N NNane Perceived Value — ANOVA (719)

ANOVA®

Model Sum of Squares df Mean Square F Sig.

a. Dependent Variable: SumPV

b. Predictors: (Constant), SumSBC, SumBA

M54 11 1ad8NNNand Perceived Value - Coefficients

Coefficients
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.002 233 8.596 <.001
SumBA 178 .046 217 3.843 <.001
SumSBC 379 .054 398 7.066 <.001

a. Dependent Variable: SumPV

11nA15195 9 naaelfifiud1 #2015 @y Brand Awareness 4a g Self-brand
Congruence #111500 318151/ aunlasludanilsa1u Perceived Value 143080z 28.8
(R*=0.288) ﬁszﬁuﬁﬂﬁwﬁ@aejﬁ p=0.001 (F, 5= 58.616) ATUAN319H 10 UBAIINT HA9IN
13190 11 Faaaaliifiug weaead /5@ Brand Awareness 1182 Self-brand Congruence
aNTNanoALl M1 Perceived Value Iﬂﬂ‘ﬁ Self-brand Congruence 11 Beta NNV 0.398 1A
a1 P oen310.001 luvmz 5098911 Brand Awareness 1if1 Beta 191170 0217 1aza1 P 1oy
171 0.001

4.2.2 anuduiusvestfaduniinanediuisma Brand Preference

NN FUN I saste il
H3: Brand Awareness Hai¥3919n101 Brand Preference

H4: Self-brand Congruence NUHAFIUINNY Brand Preference



A1519 12 JodeNiinane Brand Preference - Model Summary

Model Summary
Adjusted R Std. Error of the

Model R R Square Square Estimate

1 352° 124 118 49482

a. Predictors: (Constant), SumSBC, SumBA

M54 13 1ad8N3Hane Brand Preference — ANOVA

23

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 10.013 2 5.007 20.448 <001
Residual 71.007 290 .245
Total 81.020 292

a. Dependent Variable: SumBP

b. Predictors: (Constant), SumSBC, SumBA

M54 14 1a98N3Han® Brand Preference - Coefficients

Coefficients"
Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2.632 311 8.475 <.001
SumBA 264 .062 267 4.269 <.001
SumSBC 154 .071 134 2.149 .032

a. Dependent Variable: SumBP
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. < 1 @
9100135190 12uaad ¥ 19131 @201 5& 1 Brand Awareness 112 Self-brand
Congruence 8141500318015 a8un1aa1ud211/5014 Brand Preference 1A 308a% 12.4

(R’=0.124) U5z AUNBd1AY0EN p = 0.001 (F, 0= 20.448) 11UA13199 13 UONIINU HAIIN

U

9
Y %

{ 9 < '
M15199 14 fauaaalfifiugl Waaeed11)sAU Brand Awareness 11ag Self-brand Congruence 1l

J (%

NI Nanoa11l5m13 Brand Preference 1a89 Brand Awareness U1 Beta (1171 0.267 LazA1 P
Y 1

198n210.001 TuvULNTDIA9 Self-brand Congruence 1A Beta 111101 0.134 tazaA1 P N0

0.032

[} v d [y H [y
4.2.3 auMIANNFNNUTV 928N NNanaA 513 Purchase Intention
Y
MntedulngIu Aae l1il
HS5: Perceived Value WNAFIUINA Purchase Intention

H6: Brand Preference Wal%91/9001 Purchase Intention

1314 15 YJodeitinane Purchase Intention - Model Summary
Model Summary

Adjusted R Std. Error of the

Model R R Square Square Estimate

1 629" .396 392 48320

a. Predictors: (Constant), SumBP, SumPV

M54 16 11238 NNHWand Purchase Intention - ANOVA

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 44.349 2 22.174 94973 <001
Residual 67.709 290 233
Total 112.058 292

a. Dependent Variable: SumPI

b. Predictors: (Constant), SumBP, SumPV



25

M3 17 adeninane Purchase Intention - Coefficients

Coefficients’
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 475 318 1.494 136
SumPV 283 .072 .200 3.929 <.001
SumBP .604 .060 514 10.076 ~ <.001

a. Dependent Variable: SumPI

H 3 1 Y
1NN 15 Llﬁﬂﬂﬁjmill’:ﬂ mu‘ﬂsﬁ'u Perceived Value 112y Brand Preference

a

asnesu1ensilasundasludnilsaiy Purchase Intention 195 08a% 39.6 (R=0.396) 3

v v o @ 1

sEAUNIAAYOEN p=0.001 (F, 0= 94.973) A1UA13197 16 HBNIINU WAIINAIT 1N 17 69

[ ]

9
Y % 1 v

< ! Aa A
uﬁmﬂlﬁ’mmw mﬁmmuﬂsﬁ’u Perceived Value /8% Brand Preference Jon3nansauilsaiuy
Purchase Intention 1A% Brand Preference U1 Beta 11171 0.514 L1aZA1 P flj’t]flﬂﬂ'i 0.001 luvay

15090911 Perceived Value UfA1 Beta (111171 0.200 tiaza P 198n31 0.001
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- WNan1INaaou
TNUNATIH -
TNUNATIH
H2: Self-brand Congruence UWAFIUINNY Perceived Value miud uu
H3: Brand Awareness JHal¥391/9001 Brand Preference avud uu
H4: Self-brand Congruence UHAFIUINNAY Brand Preference i uu
H5: Perceived Value IWa1%413nA1 Purchase Intention avud U
H6: Brand Preference Wal%41/9n01) Purchase Intention avud uu
Brand Awareness i g0 2l Perceived Value
TR o H5: *+%0.200
Purchase Intention
H2: ***0.398
H6: ***0.514
Self-brand Congruence Brand Preference
Hd: *0.134

M 4 Inssadsaundgiumaza Beta

KUYIKQ
*=P<0.05
**=p<0.01
*** = P<0.001
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1 favorite brand (x)
Shein
Mitr
Atreasurebox
With.it
Cintageshop
Lookbook
Simplest.style
CPJGIRLXX
Chamnii
Allur (Allur.quarter)
Merrymetric
Toplist.bkk
Basicbysita
G.glur
Ladyjanebrand
Endless.holiday
Home to my heart
passaraofficial
Stylist Shop
Napatvogue.bkk
Nature.bkk

PPLAIN
Shinyshiny.store
Whiteory
Vetaka
Baggo.co
Barbanana.official
Behers
Fucia.studio
Issarapapbrand
Molivien
Miss Modern

Daddy And The Muscle Academy

Frequency
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22
18
18
12
12
11
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Percent

7.8%
7.5%
6.1%
6.1%
4.1%
4.1%
3.8%
3.1%
2.7%
2.4%
2.4%
2.4%
2.0%
2.0%
2.0%
1.7%
1.7%
1.7%
1.7%
1.7%
1.7%
1.4%
1.4%
1.4%
1.4%
1.4%
1.0%
1.0%
1.0%
1.0%
1.0%
1.0%
1.0%

1 favorite brand (x)
Savvy.bkk
Sosixx
Urbanapparels
Aprilpoolday
Beaubadin
Chuuchop
Copper.bkk
Huabohraan.vtg
Magarines
Mirror flavors
Melomotel
Yuedpao
Triangle.Tohold
Chillclosets
Cider
Flat2112
Geschwister
Highestjump Bkk
Maynita
Wrong Era
FRECKLED MARKET
The july maker
Wewish
H&M
Uniclo
Croonshoes
Getnature.house
Hebijewelry
Complete.look2
Mystery_accessories
Maveshoes
Minxshoes
Quartz.stone

Frequency
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Percent

1.0%
1.0%
1.0%
0.7%
0.7%
0.7%
0.7%
0.7%
0.7%
0.7%
0.7%
0.7%
0.7%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.7%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%
0.3%






