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ABSTRACT

The research aimed to study the brand identity that Influences to purchase intention of
community products: Handwoven local silk in Udon Thani province - A case study of the Ban Sri
Chomchuen silk weaving group. This was a quantitative study, using questionnaires to collect data
from 400 samples in Udon Thani province. The statistics were used to analyze the data including
percentage, mean, standard deviation, testing of hypothesis by multiple regression analysis.

The research results from the hypothesis testing about the degree of brand identity
influencing to purchase Intention found that in overall brand identity had a positive influence
on Intention to purchase ([3: .755). When testing the influence of brand identity on individual aspect
of influencing Intention to purchase, it was found that brand identity in aspect of personal image /
brand awareness was the most influential (B= .406) followed by the relationship with brand (B= .249),
physical characteristic of goods had a negative influencing to intention to purchase ([3: -.222), brand
personality (B= .163), the ability of self-reflection of customers (B= .118) while the brand culture had
the least influence (B=.094).

Keyword: Brand Identity, Intention to Purchase, Community Product
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