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dunidaenndotnaundunuleyaiisusedny (X2 = 215.81, df = 75, p=0.000,
Xz/df = 2.86, CFl = 1.00, GFI = 0.97, AGFI = 0.94, RMSEA = 0.047, SRMR = 0.020)
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Abstract

The objectives of this article were to: 1) to examine brand awareness
brand association, brand perceived quality, marketing strategy and brand equity
and 2) to develop the brand equity strategic model of Thai organic rice.to
develop the brand equity strategic model of Thai organic rice. Mixed methods
was a research approach in this study. The population consisted of participants
who consumed organic rice in Thailand. The 857 samples in the quantitative
research, the researcher employed the multi-stage sampling method. The
research instrument utilized to collect germane data was a questionnaire. The
techniques of descriptive statistics and structural equation modeling (SEM)
analysis were employed. In the qualitative research, relevant data were collected
by means of in-depth interviewing of 72 participants. The data collected was
analyzed by the content analysis method. Findings were as follows: (1) Brand
awareness and brand association had a statistically significant direct and indirect
effect on brand equity. Brand perceived quality had no statistically significant
direct effect on brand equity; however, it had a statistically significant indirect
effect on Brand equity. Market strategy had statistically significant direct effect
on Brand equity. (2) Brand equity strategic model of Thai organic rice was relevant
to empirical data consist of brand awareness, brand association, brand perceived
quality and brand Equity. This particular marketing strategy was hypothesized to

have a mediating role. Model to measure different factors in the brand equity
strategic model of organic rice was congruent with the empirical data (Xz =

215.81, df = 75, p=0.000, xz/df = 2.86, CFl = 1.00, GFI = 0.97, AGFI = 0.94, RMSEA
= 0.047, SRMR = 0.020).
Keywords: Strategic Model, Brand Equity, Organic Rice Thailand
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madenleaiunsdudi uartladedmuszammandldvinanmssenaan s audAd1
3ui3d TnefiToddamneadafisssu 01 TAdvdnawiniu 043 waz 046 mudwu witede
nMssuinun AT ELAT B vEnanwnsrienuA1nsIdUA1T B UNTES agelifitduddny
yeadia dAndvEwawiniy 0.01 JedenidvEnansdenrenaAnsduidnndunduiu
drulsvaunsnanneg i TedAyeed Aiseu 01 Iiud Yadensdenlestusnsdudi
warUademssuinannesduen da8vsnawiniu 0.25 uag 0.19 dulademsasening
RensauARIBvEnaeNsonuA1nTIANA T BUY e Wil TedAneEiia laeden
dvgnawiniu 0.00

Slofiasanardudszavs mamennsal (R) wuin Jadonmsnszmingdenndudn
ms@enlpsiunsdui mssuinanmesaui uaviladeduszannsnann $iufuesue
AUUUTUTILYRIR AR SEUAT 1B UNSE TnTewar 89 Inedadunsmsemingsionsn
dudn madesleatunaudn uazladomssuinanmanaudsatussemauysUsiu
veshuUszaIn SRRl seay 90
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SULUUYRINAY NS AAIRTIAUAITIBUNT SN vsnzauiuuS ung uslnaymilne
Feanndesiulayadusydny funmi 1
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\ﬂ 00|
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-0.03  0.07,40.23 = PQL MAFKET4
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Chi-Square=214.34, df=75, P-value=0.00000, RMSEA=0.047

A 1 JUBUUNaENSAMAM ALY TIB Y Naenndai uTey Al TNy

HANISNAFBUAIINADAAG B9YDITURUUNAYENTN1TATAMAINTIAUAITY
dunidlnemuauuigiuiudeyadislszdng wuln lueamsindadesing 9 Tugduuy
nagnsauAInI AT I UNIdaenndesnaunfuiuteyaidsusednyg lnedien
XZ = 215.81, df = 75, p=0.000, Xz/df = 2.86, CFl = 1.00, GFI = 0.97, AGFI = 0.94,
RMSEA = 0.047, SRMR = 0.020 Aadifildianuaenndoseeuiuldyne oniuen
la-auand famsnail 2

M51991 2 NANTNAFDUSEAUANADAAGDIDILILAA

fyliauaenndag NANNSNAEDU SAUANHDAAADY

Aatalaanas () p = 0.000 liiaonnans
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sudisnfidewesradoanunainndouiidaes RMSEA = 0.047 A0AAABIA
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fUlinINdanAaag NaN1SNAGaU SLAUANNEADAAADY

v a

FYITINYDINAIAD QAL VDUAUNADUINTFIY SRMR = 0.020 GRILLENT
(SRMR)

sULUUNagNSAMAIATIFUAITIBUNIEnuaNuRgIuiuToyaBaUsEIN Yl
Awaenndesnaunduiuluszdud TasguuuunagniquAniduintndunsan
donAnpsUTey AT wsedny atuayulag NaN1TIATIERUNFUNBAIAIUMINEALYRS
sUuvUnagnsauAndudindunidlnefidmundy wui fliteyatmuadiuiy
20 vinu Tidayainirsunuunagnsamamsduddndundsinedwanduian
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1Nl

anUTENa
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M. C. & Miranda, F. J., 2011); (Yoo, B. et al, 2000) Ineifun1sidenlosmsidudidng
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UNTY WIMITUIANNATIEUALBYENaN DU UARIAIRTELAN ( (Akbarov, S., 2018)
Fslalaenndesiunuisoes Aaker, D. A, Yoo et al, and Tanveer, Z. & Lodhi, R. N.
laen13AnwIves Yoo et al. wui1 MssuiAunmasIdua1danuduiusidauiniu
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(Thakor, M. V. & Katsanis, L. P., 1997) 2¢ii8nEnasonnA1nsduatuusunvesdumm
Usziandunainvangyszian udlifidninadenmansdudidndunidineeeed

o w

Soddnlunsinueded
Jadufifianinansdonsenmamduddndunidiudiulszanniinann
Ioun Jademadonlosiunsdudn uarladonissuinunmasidud dwdadonis
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M315001A7 1A - @UAITHNIANG (gnuna S9AlYd uazAme, 2557) dAN 2.86 e
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