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Abstract

This research is a quantitative research. The objectives were to 1) study the
Brand Equity that affect the decision to buy basketball shoes of basketball players in
Phitsanulok Province. 2) Study the Personality of the brand that affects the decision
to buy basketball shoes of basketball players in Phitsanulok Province. 3) To study
the Values that affect the decision to buy basketball shoes of basketball players in
Phitsanulok Province. Without knowing the population Area-specific randomization
was used for 323 people. The research instruments were questionnaires, 5-level
estimation scales, using multiple regression analysis. Affects the decision to buy
basketball shoes of basketball players in Phitsanulok province. The statistical
significance of 0.05 was predictive of 1.43%. Brand personality in innovation and
luxury. Affects the decision to buy basketball shoes of basketball players in
Phitsanulok province. The statistical significance at 0.05 was predictive of 3.61%.
Social and personal values. Affects the decision to buy basketball shoes of basketball
players in Phitsanulok province. statistically significant at 0.05 can predict 2.67%.
Keywords: Purchase decision; Value; Brand Equity; Brand personality
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vnanaveaiinisuisiiugaty dmuuiaruisnisidufemitaiunuandimanignind
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(1953) {idedeanssziunmidesiu 95% wazsouiuaunaIALAREUIINNNTNF 98NS
0.05 YUIAVBINANAIDY1TAIUIN LAAD P = 0.30 (30%) Z = 1.96 (95%) d = 0.05 (5%)
Fldvurnvosnguiiegis 323 daet1e F9l935n13qui9819UUULIEAs (Purposive
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= 1 ] [

fadud 5 Wunuuaeunuuuuiaduianvuzlusuuasunusidndndudiv gunim 5
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sonsiaduladeseainuianaven sesinfinuiainauesludiadivalan Tassueglu
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fidwwaronisdnauladeseaiunainavea vesiniwuiainavealudminfvalan
Tnesaneglussiumiuaisunn (X=3.76, 5.0=0.440) szAuauAniuvesguslaaseifoy
fidwwasonisdnduladeseaiunainavea vesiniwuiainavealudminfvalan
Tnesiweglusziumiuienin (X=3.87, 5.0=0.505) seAuaufniiulaesinvesgusinase
nsindulatesessiiunainauea vesindunanauealufmiafivalan eglussduiiy
Mean (X=3.61, S.0=0.517)

MTUATILIANBULTMYYBIAUAINTIAUA YABNAMUBINTIAUA WazarTloui
ﬁqmasiamiﬁﬂﬁu%%aﬁaqw’hmammuaamaaﬁﬂﬁmuwal,ﬂmuaasluﬁ’wi’mﬂwaﬂaﬂ WU
YARNANYBIATIAUAT FUANULANT (B = 0.295, Sig. =0.000) 5898441 AaAuuinnssy
(B = 0.199, Sig. = 0.020) AMAIMITIAUAIAIUAITIINATIAUAT (R = 0.175, Sig. = 0.036)
Atley PuAleun1edng (R = 0.162, Sig. = 0.009) wagsualundIuyAna (B = 0.128,
Sig. = 0.032) egafltfudFyMadafisyiu 0.05 AudIsu

asunaniamaaaukandlifiiiugn nsSnanmAIns1duA1A1uN153INATIEUAT
(R*=0.143) yadnnmuasnsndumauuinnssuiasaunuling (R°=0.361) Afleusiy
mednunazdudIuyana (R2=0267) dsmanonisindulad eseaiiuiainauea vos
thiviuainavealudaiafivalan fsmns1ei Tuazaini 1

A13199 1 HANITILATIZYNANELTINYVDIAUAINTIAUAT UAGNAINTDINTITUAT kae
Allsundanasion1sinduladesownuianausavetinfnuianauealudminiyalan
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ANAINSIAUAT UARNANTW v o v o A
: s vasunAIUIaINAUaluTIInNealan

YDINSIAUAT BazAteY

S.E. B R t Sig.
AMAIATIAUAT
U IINATIEUA 0.032 0.047 0.175% | 1.457 0.036
SuAuANISUS 0.063 -0.014 | -0015 |-0.228 | 0.820
Frumsdenlosmadud | 0.061 0.024 0.024 0.391 0.696

R? = 0.143, F = 18.861, *P < 0.05
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UABNNINUDINITITUAT

-AUANDITID 0.066 -0.037 -0.037 -0.559 0.577
AR 0.050 -0.013 -0.017 -0.268 0.789
-AIUAINEINTO 0.062 0.008 0.008 0.126 0.900
SATUAHLTINTS 0.069 0.084 0.080 1.226 0.221
-PuUANIINGIRAl 0.026 -0.042 | -0.077 -1.591 0.113
-AUUTANTIU 0.054 0.167 0.199* 3.076 0.002
Sumnuadeuln 0.052 -0.020 -0.023 -0.392 0.696
U] 0.053 0.236 0.295* | 4.454 0.000
R* = 0.361, F = 23.778, *P < 0.05

ANty

-ANHYNNIIFIAY 0.060 0.159 0.162* 2.636 0.009
-AflyadIuyAng 0.051 0.110 0.128* | 2.150 0.032

R? = 0.267, F = 59.733, *P < 0.05
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quilnainnuduasiunduiuazaansainungnistureudensidui nsdnes
duddunisuanseanieruiifnu fmdudauan warAMANYTYasFUA MU LNAN Y
nsdeansnisnataiiiouanslindudndemunninwderaulanindudnguds nsgdn
nsAudviliusTamimsdudiugdmsmeglunnaudifienaldunisiiansun
fndenlunszuiuntsiadulade

NaNTIdeTngUsEasAR 2 wudn yednnmvessduddnuninngsy dawasionis

sndulafiaseaituianauea vesinimuianauealudminfivedan edenadumsg
duslarduluglianudAydunsduaiseayninndionanvallanizii Usueniedasy

D e
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futanssudilng awnsavsvenanuduiivesiaesld uazddniinsdudiseai
maLﬂmuaaﬁe??aﬁmiﬁwuﬂ%’ui’mmiﬂm61 Fedonndosturudseaes Tong, X., & Su, J.
(2014) la@nw1 yAdNAIMIBINTIAUAIAWT (Exploring the personality of sportswear
brands) wui1 fuslanvgsuiieyadnanesdudAmiunnaeiuld 7 93 dsldun
Aua3sle Mumnufuiy fuaaansa suanuuduss fumanidsgela s
winnssu wagduanuedeulm uazdnuvazyadnan
ypdnamuesAudduaulivg dwadenmdinduladesonsiuianauen
YaarinAuanaueatudwiniiyalan ﬁy’aﬁawL{']mwswﬁu’%‘lmmﬂmﬂﬁmwmﬁwﬁcgﬁu
AAufseaTAigAtsedu ngus1 fiaust damideung wagddniimaduiiseari
vranaveadi 4 efiausiuazifufiaula §easandestuauidevnsues Romeo, M., &
Gomez, M. (2015) I#fnw yadnnmasiduduazanudslade wut yadnnwiuay 91
139 yadnnimeumudnsa yainamaiuaiuesele waryadnamenuauling i
wsfiddamasauidlatovesiuilng dsorvdmatisnisiadulatesesvinfindely
nansIduingUazasdnl 3 wuin arfloududounsdnn dawarenisdnduls
Fosausiiunanmuon vestnimunanavesludmiafvalan Miidesain duilaedan
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Tngjanansnandasauduardauduesiuanauisonifmiduslnadends @
Tvgfussduiiduiifen Idunseensuvanyaearldludses Wunususfiooniuuls
Tumunsuaonvesdny ansanudiuasauiseariianudelasaning wandud
feunnziugiveuiduiinuiainauea deaonadesiuauiseues Denys, V., & Mendes,
J. (2014) 1e' @ nw1 Consumption Values and Destination Evaluation in Destination
Decision Making U1 11U Ardleuymadanudundninasiddianiuslnadanudaiv
Tulafides dflads Faondunasinisdndulanadenvesiaies

AflsuduAfisudiuyaana dawarenisinaulad eseasinuianaves s
FnAwunanauoaludminfivalan edilosnn sewhinuanaveaduiidureuuas
Huitaulavesuslaa shlifuslamestnidudwesdudbu Juhldaanisinaulade 3
aonndesfiunuidevenias fnesiml (2551) I§fnwn msiwuinefimsasuulas
wui arfle iudeiifludvesypraudaseunasddvinasedaiian Lagdeiviuasaun
au ¥ naulangunilsagiiandeudsranguianndnaiuly

JoLauBIUzN15998 (Research Suggestions)

91nHaNTITe 1309 AUIAINTIALA YaAnAmMIeInTIALAN LazATeuTidawasi
n3naulad oseniuiainaven vestniwvianavealudaninisalan §390d
Yorauouuy fail

Parauauuglunsiinanisidelulduszlevd

NaMFIToTRnUTEANAT 1 wud AR ELAAUNSTineAuAdmNasiens
dndulateseanunanauea vesinfinuiannueslutiafivalan deugusznaunis
geRafismineAudseasiuiainauea msindunis full msdatunisussanduius
Tawan viednnisdaaiunisuesineg Weludueeuladuazeswlay welwfuslanldsus
LaraNInIndInTAufseauIANAUea densifuilaamansaandmedudsoah
vnanavealdiiy wwdmadensindulateseariuanaueadeluls

Nan153seiRqUszasdil 2 wudn yadnamwesnndudidiuanulivguay
yaAnnmIBInTIduds L Tnnssudwarensdnauladesesvinuiainauea vestnin
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