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Attitude, Perceived Brand Equity, Reference Group, and Trust toward Brand
Identity on Shopping Bags Affecting Customer’s Buying Decision in Bangkok
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Abstract

This survey research aims to study attitude, perceived brand equity, reference group, and
trust toward brand identity on shopping bags affecting customer’s buying decision in Bangkok.

The population in the study was customers with the age of over eighteen years, who were

holding the shopping bag of H&M, TOPSHOP, JASPAL, ZARA, and CC DOUBLE O in front of the



shopping malls in Bangkok. Close-ended questionnaires with the reliability of 0.957 were utilized
to collect data from 400 samples. In addition, the data was analyzed through the use of
frequency distribution, percentages, means, standard deviation and multiple regression analysis.

The results found that most of the respondents were female with the age between 30-35 years
old and graduated a high vocational degree or a bachelor’s degree. Moreover, they worked for
the private companies with an average monthly income of 15,001 - 20,000 baht. They regularly
purchase JASPAL products. According to results from testing the assumptions, it was found that
factors affecting buying decision of customers in Bangkok with significance of statistics at .05 were
the perceived beneficial brand identity in terms of functional and experiential benefits, the
attitude towards perceived brand values in terms of emotional and self-expressive values, and
the reference groups. Additionally, the attitude towards perceived brand values in terms of
emotional values (8 = .837) affected buying decision of customers in Bangkok the most. While
the perceived beneficial brand identity in terms of symbolic benefits, the attitude towards
perceived brand values in terms of functional values, and the trust did not affect buying decision

of customers in Bangkok.

Keywords: Attitude, Perceived brand equity, Brand identity, Shopping bag, Customer’s buying

decision
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