L%

INFTWAVDWIAUARYBIEUILNA AMAINTIAUAT UTANTIUNTITAAIA LAZNITAAIARRINE
tﬂl 1 1 g A&J 96’ Aﬂl dl Y a
ndanasranunslagegaTashnayulnsvasuslaalunumwunIuas

The Influence of Consumer Attitudes, Brand Equity, Marketing Innovation and

Digital Marketing on Repurchase Intentions for Herbal Drink of Consumers in

Bangkok Metropolis

o/

339U adadysned’ gan gassanniisud® uas Yeyyran wanysal’®

[

Rutharuj Manatwatcharaphong!, Suda Suwannapirom? and Boonyada Nasomboon?
MAuinNSUTISMINRIL I INendesivdgaiuaiun
*auzuImssia anumeluladlne-dgiu
1'ZDeveLopment administration, Suan Sunandha Rajabhat University, Thailand
3Facut‘ty of Business Administration, Thai-Nichi Institute of Technology, Thailand

Corresponding Author Email: 'Ratharuj@gmail.com

Received: August 2, 2024  Revised: August 29, 2024  Accepted: Ausgust 30, 2024

UNANYD

[ & A

nOUIZEIALN

[y

a QQIJ I
N19398U U

[V

afinw 1) seAuiAuARvaElUILAA ANAIATIALAT BIRNTTUNITAAN

% [
aa v (Y a a Y a

nsnanRdvia wavaunslagesasosnuayulnslunsannuiuns 2) Insnavesiruaivesruslan

& v ]
o A

AaAnsIAud uinnssunisnatn uagn1snaindinanenitudlad os i osduayulnglu
NTUNNUNIUAT Wag 3) WINKALINITAaRTA denadendtud slad ot ias oad uagulnglu
nssmauas TngldmsiTenuunaunany n13dedTun ndusedns Idun Yserwueny 18 Ui
Tlungamnuniuas $9uau 380 318 daLdenna uAie819uUUNAI8T Uy A3 oadlad 14

P a VY

ABLUUADUNY TiATIeNdayanigaliigmssautazaunsiddas@ine MyIdedmunin Jlvdeya

Y

'
o w [ A

@Aty 91 15 318 Usenaumie 1) {ranuavusenaunisgsnuasemvayulng 2) fuslnainsed
ayulnsluiiunngamnamiuas wag 3) NaunIvIN1TINEnITUNSANYILALBIANTLENYU ARLABNKUY
191239 NUTByameNMIduNualdsdin warinszideyaldnisineiilen

HAN13IT8NUI 1) UTRNTIUAIIAAIA WaEN1TAAINATTE A1nsIn WUl egluseduiin
duviruaivesiuslng AuAMTIAUA wazgauRdlatedt AmsIN wud egluszAuUunan 2) 8nswa
YRIAUAINTIFUAT VAUARUIUTIAA WINNTTUNITNAIA LazN1TAAINATYE Nilsonundladeen

B o Y oa o w [ a o

wiespvayulnsvesfuslaalunsamnumiuas audwu Wulusuausigiu uag 3) wanensian

nanaLa3 oef uayulnsd 4 Yuseundnde (1) Anwviwasysuuseayulng (2) Idunaraiioidla



1138155gUsEAEUAENS N InenaesvagaIugium TN 7 alui 2 wguniau - Aeau 2567 b

ANUABINTSVRINAUTMINY (3) L UTUATLIUAMATMAZANWANATY Wag (4) ATlsiin1sdndsdun
157 wavadanuauls

Y]

AEARY: TiruARYeIUIIAR; AMAINTIAUA; WIRNTIUNINAIN; NINAIARTYR; ANURlTaE

Abstract

This research aims to study 1) the level of consumer attitude, brand value, marketing
innovation, digital marketing and repeat purchase intention of herbal beverages consumers in
Bangkok. 2) the influence of consumer attitudes, brand value, marketing innovation and digital
marketing on herbal drink repurchase intentions in Bangkok and 3) marketing development
guidelines that affect herbal drink repurchase intentions in Bangkok. By using mixed methods
research, quantitative research. The sample consisted of 380 people aged 18 years and over, both
males and females in Bangkok who had drank herbal drinks at least once, were selected by multi
stage sampling. The tool is a questionnaire. Data were analyzed using descriptive statistics and
structural equations. qualitative research 15 key informants consist of 1) herbal drink producers
and entrepreneurs; 2) herbal drink consumers in Bangkok area and 3) academic groups from
educational institutions and private organizations. selectively select. The tools are documentary
research and in-depth interviews. The data analysis was done using content analysis.

The research results revealed that: 1) marketing innovation and digital marketing. Overall,
it was found that it was at a high level. consumer attitudes, brand value and repeat purchase
intention. Overall, it was found to be at a moderate level, 2) the influence of brand value,
consumer attitudes, marketing innovation and digital marketing on the intention to repurchase
herbal beverages of consumers in Bangkok according to the hypothesis, 3) the herbal beverage
market development guidelines have 4 main steps. 1) Study and improve herbs, 2) market
research to understand the needs of the target group, 3) create a brand that emphasizes value

and difference, 4) consider to deliver products that are fast and attractive

Keywords: Consumer Attitude; Brand Equity; Marketing Innovation; Digital Marketing; Repurchase

Intentions
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