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ABSTRACT

This research is a descriptive study of the relationship between the factors determining brand
equity and brand equity, and the relationship between brand equity and purchase intention of consumers
in Bangkok to sport shoe brand. The population is the group of consumers purchasing or having
purchased sport shoes with age range of 18-60 years and living in Bangkok. A sample of 400 respondents
was made by stratified quota sampling at separation from the levels of age and purposive sampling
determining occupations. The data were collected through questionnaire with reliability coefficient of
0.946 and analyzed with statistical method of multiple regression. The finding indicates a significant
relationship between the two factors of Brand Association (X1) and Brand Loyalty (X2) and Brand
Equity (Sig.=.024 waz Sig.=.000 at statistically significant level of 0.05). The resulting linear relationship
is Y =0.309 + 0.146X1 + 0.748X2. This indicates the positive influence of Brand Association and Brand
Loyalty on the Brand Equity of the product. The Purchase Intention was also found to be positively
linked to the Brand Equity as implied by the resulting linear regression being Y = 1.419 + 0.616X1
(Sig. = .000 at statistically significant level of 0.05).

Keywords: Brand Equity, Purchase Intention
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Summary®)
Model R R Adjusted Std. Change Statistics
Square R Square Error of R F Df Df |Sig.F
the Square| Change | 1 2 |Change
Estimate [ Change|
1 .8017 641 .638 .54649 .641 176.694 | 4 395 .000

a. Predictors: (Constant), BL, BAN, PQ, BA
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Sum of Mean
Model df F Sig.
Squares Square

1 | Regression | 211.081 4 52.770 176.694 | .000°

Residual 117.968 | 395 .299

Total 329.049 | 399

a. Dependent Variable: BQ
b. Predictors: (Constant), BL, BAN, PQ, BA
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(Simple Linear Regression Analysis) lglunnasay
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Model Summary®

Std. Change Statistics
R Adjusted | Error of R F df df Sig. F
Model R
Square (R Square the Square | Change | 1 2 |Change
Estimate | Change
1 |.715% 511 510 | .54740 511 | 416.071 1] 398 .000

a. Predictors: (Constant), BQ
b. Dependent Variable: |
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M9 latans1ABAITAINIAN (ANOVA?)

Sum of Mean

Model df F Sig.
Squares Square

1 | Regression | 124.672 1 124.672 | 416.071 .000°

Residual 119.257 398 .300

Total 243.930 | 399

a. Dependent Variable: |

b. Predictors: (Constant), BQ
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(Coefficients®)

Unstandardized | Standardized
Coefficients Coefficients
Model t Sig.
B Std. Beta
Error
1 | (Constant) 1.419 104 13.650 | .000
AMAIAT
N 616 .030 715 20.398 | .000
‘AN

a. Dependent Variable: |

b. Predictors: (Constant), BQ
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