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Rintao, W. M.B.A., September 2014, Graduate School, Bangkok University.
The Study of Factors Positively Impacting Future Brand Loyalty of Beer A’s Buyers in
the City of Nan Province (81 pp.)

Advisor: Penjira Kanthawongs, Ph.D.

ABSTRACT

The researcher attempted to study branding, consumption information or
instruction, perceived to retail sales promotions, attitudes towards beer
consumption, past brand loyalty, current perceived quality, retailer perceived quality
positively affecting future brand loyalty of beer A’s buyers in the city of Nan
Province. The 250 usable questionnaires were analyzed with multiple regression
analysis. The author found that current perceived quality with beta coefficient of
0.367 and past brand loyalty with beta coefficient of 0.238 positively predicted future
brand loyalty of beer A’s buyers, explaining around 82.7 % of the buyers at .01 level

of significance.

Keywords: Current Perceived Quality, Past Brand Loyalty, Beer Buyers
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997t 1.3; a;mL%QLLazﬁ;méauﬁumLﬁa% A (Thai Beverage Public Company Limited)

Strengths

Weakness
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8NA0EY LU Most Transparent
Company Award for the Foreign Listings

(2014)




9197 1.4: Yaudsgnseuveniesdniuazile (Singh Corporation Co., Ltd.)

Strengths Weakness
1) Fudusifioenvadudusud 1 1) mswuladunssiidesaoausund
2) fnseanzfeuaiosmunsnisen Ssuavudaduiy
DY1NTALAU

3) dwsmueinlugiludunu 4 lunain
\Jeslan

4) Julgu1eNwuuau

3197t 1.5; Iammazqﬂmsmﬂa% A (Thai Beverage Public Company Limited)

Opportunities Threats
1) sanaluswianagluguindumnile 1) dnsudstugemanlulszme
AEC 4af1N1IRAIAILVLNLENN Y17 Hnsund L desanAUTELINANN
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AatuMIRmsAuAdes A msagyinisdsnniguslaalianudaiuedidls e
mssansAud Aatnsdudides A duiidinueseuriluviold Hundetasifynaureu
Auvseld (Smith, Cukier & Jernigan, 2014)

miﬁﬂ%’sﬁﬂmﬁqﬁﬁamié?qmﬁuﬁ'l (Branding) tadadnuwaizdinishy
(Consumption Information or Instruction) Uadun1s¥uinisduasunisugvesiuaan
(Perceived to Retail Sales Promotions) Hadeiausaisenisuslaaweseudes
(Attitudes Towards Beer Consumption) Jadeauinfanensduaitueds (Past Band
Loyalty) Yadenissuinaunmiagdu (Current Perceived Quality) Jadanissuinaunm
Ua3U0u (Retailer Perceived Quality) Uadpmnusinasedualusuiag (Future Brand
Loyalty) sianusinasedunndes A lusuanvesgusiaaludaminiu Favzsliaudndes
A lnsufisguues anudndseduandes A Tueuasvesuilaaludwminuiu suasilug
msinauladeinaudiies A lhundeduuaznisiauinagnsnianisnain sads ms
Uimsnueng o ileliiaenndesiuaiudesnsvesnguithmnedsdenguiuilanludmia

Wulvlaunniae

1.2 InquszasAvemsfing
Wiefnuilasdeiideuduiuduazdnsnaduinvesdadensaansiaud
(Branding) $a3&nwaig33n1sAu (Consumption Information or Instruction) Jademsius
NTENLETUNITUNY0I5UAIUAN (Perceived to Retail Sales Promotions) Uadeviriuza@sns

nsuslaaesesiudes (Attitudes Towards Beer Consumption) Yaduanusnfisensd
aueluefn (Past band loyalty) Uadunissuinmnintagdu (Current Perceived Quality)

Jadenssuiaunimiruauan (Retailer Perceived Quality) soausindseduaides A u

auAnveIUItaaludwminuui



1.3 YBULUANISANEN

v v 6

msfnuilaseiifenuduiusuasdvsnaldauindenudninedudlusuinn
(Future Brand Loyalty) deausindseduandes A lusuianvesgusinaludainiiu ag
Anviamessrnsiinnudniedudndes A whi Taedideldnsisedasmnudmsy
nsanwlundsll Tnedenldiznisdisadouuuasunuiiadstunasldimunvounues
Mssels il

1.3.1 ngulszwnsiidn

v v
v a A ¥

nauUsEINITldnsAnuasil Ao guilaaiianuinddedudides A Tusunan
voaffuilaeludmiaun Saduyeeaiileny 20-61 B3ulU Faudurrseorgitanusadadula
Feonudlnndudlfiesazfundguiifinnsdedudides A luifeuslna

1.3.2 ngusegiifinm

nausegnsiililunsfine waneds Ussnnsludmiahuilidugiedudnies A i
wirreuazinandl Ineldisnsidenfiuuuuasuaiuaiuazain (Convenience Sampling)
defununuteyalnglduuuasuauiidamienlfuasfudoyadiuan 250 au szevnanlu
mafudeyadoustuil 1 furau 2558 f9 Fuil 3 wwiou 2558

1.3.3 aawiidnunigidelfifususutoya

1.3.3.1 nanns1uivan J9mdnuu

1.3.3.2 Squdnvedes A Tuiunninuiu

1.4 A10UYBINUIWY

1.4.1 Yademsaans1@udn (Branding) Smnuduiussonudninedusndes Aly
auAnveIUsaaludwminduvseld agls

1.4.2 adednuaziinisny (Consumption Information or Instruction) il
AnuduiusHeauindseduaides A luswanvesuuslaaludminuuvseld agrals

1.4.3 Ya3umsTuinisduasunisugvesiuauan (Perceived to Retail Sales
Promotions) ianuduiusanuinareduandes A Tueuianvesfuslaaludmininu
w3all ogels

1.4.4 Yaduviruzadsensuilnaedesiudes (Attitudes Towards Beer
Consumption) fmuduiusseauinfdedunides A lusuanvesusinaludawminiiu

3ol ag14ls
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1.4.5 Yaduanuinfsensidualusin (Past Band Loyalty) dannuduiussonin
fndseduandes A lueunanvesuilaaludwminiiuniel egels

1.4.6 Ya3unsiuinmninidagdu (Current Perceived Quality) Innuduiusse
Anudnaneduales A lueuenvewuslaaludwinuuvseld aegals

1.4.7 Uadumsiuiannmiruduan (Retailer Perceived Quality) fladadusiug
soruinfdeduAles A luswanvesruslaaludwminiuvseld agnals

1.4.8 Yadon13fansdudn (Branding) Jasednuaisnisiy (Consumption
Information or Instruction) Jadenisiuinsdaaiunisuigvessiuauan (Perceived to
Retail Sales Promotions) thieviruzainenisuslnadesiuides (Attitudes Towards

¥

Beer Consumption) Jadeanusinfsiensidunlueia (Past Band Loyalty) Uaden1ssus
AN mMUagdu (Current Perceived Quality) Jaden1siuinanmsueuan (Retailer
Perceived Quality) seausinaseduaides A luewanvesusiaaludminuumsely

2814ks

1.5 Ustlomifimainezlesy

1.5.1 anansnesuieiedadeiifanuduiusuasdviwaideuanvasiladonisieme
duf (Branding) PodednuariSnsiy (Consumption Information or Instruction) Uade
nsTuINsdaasuNsvILYesI AN (Perceived to Retail Sales Promotions) Uade
iruzafsenisuslarniasiudes (Attitudes Towards Beer Consumption) Jadaman
fnfriansdudnluesn (Past Band Loyalty) Uadunissuiamunintagdu (Current
Perceived Quality) U33unsiuinmninsiuaUin (Retailer Perceived Quality) fianiny
fndsedudides Alusuanvesiuslaaluiminiiu dsdedunisvenenguf msdndula
Fendovesifusla tioUssloviimainns

1.5.2 wamsiaelunel aunsndnanldvslevdlunsldmenaununmanandie
Waunagnsnsmanaeiiieadesiutiadeiineliifnsonisanusnddedudnies A lu
auwAnvasEuslaaludaninuule

1.5.3 Wignanuazguszneumsdminedudndes A nuistadefiazdamalyt
fuslnadalatedudnded A lufminuiu sufmsufudssimunauindesliisad e

MOUAUDIMBAIUABINITVBIRUTINALNTY
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1.5.4 iyapanaulausznevgsisdmieduaides A nswiaadeniinasdents

& & & ) Y = ° 9 a v a =~ a
Aslageduanles A ludwminuiu dagihlvuaranaulaaunsodnduladonysenaugsne

Fmhedunndes A la

1.6 Aflenudwilams

fuslaaludamriauin (Consumen) anefls fiddlatodudndes A ludmiau

n15Wang18ud Branding) vianedis asAudides A fivilsinnauddn vieindude
Fosnsmudes

#nwaurBn13Au (Consumption Information or Instruction) e §ugn gune
v Snvarlunisauded Vsinalunsiuded wu veuduweivg vestudunseles
wavanan \Jusu

nsuimMIdaaiunisvievesiuA1Uan (Perceived to Retail Sales Promotions)
vinefs masuifeuslaniduiuaneglailustudu oylstns

viruzaRsiensuslnawadesduides (Attitudes Towards Beer Consumption)
vaneie muAafimsiulesviilisanedls wu ayn indamay sy

mmsnArensdudluefin (Past Band Loyalty) mineds nslineshudes A &
mw3and usdestindudes A lauailodosnsmudes

n1ssuiannwdagiu (Current Perceived Quality) anetia n153ussaviives
wsespundos 13 savAnireesls

N133UFRMNINTIUAIUEN (Retailer Perceived Quality) vianefis n1s5udiemany
agmnauievide audiiasy vesiufiiinisdmiedes A

s A mnei (Jesiviendsdliannsadameld Howinernazdsmansgnusie
Desdariy

fiselduuuinsneannsinuszidiun 5 sefu Taesedu 5 whiusniian sedu 4

WIuEIN 58U 3 Wihduuiunans seau 2 wiiutdes wagseau 1 wirutlosnan
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Asnuddaderiianuduiusuaravinaduanveadonssemsnaudn
(Branding) Jadudnweaizdsn s (Consumption Information or Instruction) Jadensius
NTENLESUNITUNY0I5UAIUAN (Perceived to Retail Sales Promotions) Uadeviriuza@ne
msuslaapdesiudes (Attitudes Towards Beer Consumption) Yadeausnfisensy
aueluefn (Past Band Loyalty) Yadenissuinaunindagdu (Current Perceived Quality)
UadunisfuinnnmiruAuan (Retailer Perceived Quality) Uaduanusinfsiedudily

au1AR (Future Brand Loyalty) sieausinasedunndesdns lueuanvewuslaaludmin

[V 7 R
U av a A

i Tnemidensstiideldfnwdunnsunuunia nquf uazenddeiieadeded
waterdeluil

2.1 wARMsRIRs1ALA (Branding)

2.2 wAndNYaEIENSAL (Consumption Information or Instruction)

2.3 WIAANNTIUINTAUESUNTVIBVRIIUAIUAN (Perceived to Retail Sales
Promotions)

2.4 wndntirugairenisuslnanioshudes (Attitudes Towards Beer
Consumption)

2.5 LAnANUSNAsens1duAluefAn (Past Band Loyalty)

2.6 wAan133uIAnNNUagdu (Current Perceived Quality)

¥ v

2.7 wwaRnn1s3uInnnmSAUAN (Retailer Perceived Quality)

v a1 A

2.8 wnAnmuinAneduAiluoulAn (Future Brand Loyalty)

Aav o a v

2.9 1BNaskagalTeNNgITea
2.10 AUNFAgIUNITITY

2.11 ﬂi@ULLu%ﬂ’NNﬁﬂ@ﬁNV]q‘Hﬁ

2.1 WWIRANSAIMNSIBUAT (Branding)

v v

Smith, Cukier & Jerigan (2014) nd1731 dnwalesine NRIENEATUeIdON S0

Y
Foieliandndnuaswantuiuasduild fdevzdnduladeduimainasdudduduiu

1
2.

wsn nsnsmsdudiuenudululdlunsdedudvesde 1wy “Auseanusuinyey

wWwaneAUdude” Wusu
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apssavIAves 1es A udd Juhnsdnesiduiveades A

2.2 WnAndnwariinmsay (Consumption Information or Instruction)

Srith, et al. (2014) sndege dnwaEdinsau (Consumption Information or
Instruction) Wi MIARKUUIY (Sip) Mshulaeneaesdundunewdudiuusn (Savor) 3o
mstslasvanosiusaniilaenss (Taste) FsdnuariBnshuiamnidosagmeldni
SuinweusenULBILALEU (Responsible Drinking) Waguslaalinnassduuaiunutoya
msdmfazyilidnfssaniuazdalenalunissudninfasiognsgnis

FnwasmstuuayssdumIANTeiuulne
ANt 11Ag (2555) NanI mshugsaziidnuaizsetiles Tnaiduannnnslaifa

(%
Y 1

wersenutesluaununtnuasYamniintufasiinous Lifilagmies Tauisymunnuay

sl

Uaymuuss Fauvseenlidu 3 wuu muviinaueanegednnudnliuazauidesotym
d‘ a d’(
MUY

1. MIALLUUANUEIaNSIAnSURTIeeean (Low Risk Drinking) visnedia N3
AulaiAY 2 AunesgiusoTulugvds suneuwiiudeseiiaus 1.5 nselewmsewan 40
fn3 190 (Undusunawindu 50 cc) iseliiiu 4 Auunasgiuseiuluduie Jadieuwiiu
Jesudlause 3 Useleawsewdn 40 #n3 2 Un nsadludnuwaziionaisenin Responsible
Drinking %39 Self-limit Drinking

a o

2. MIANUUULEBIBNNSAATUATIYEN (Hazardous Drinking) 11un8fis n15A

uweanegedtulsuauazdnye I ALinANuFsNzianadeseguainlaeNiednnis
Y Yo 1 & a a =t i = = ! a o = '

aundelanladninduanuundyianids mbuwuuiianudswonisiindunsiees Weuwh
funshaneslulsunm 4.5 nedes dslumnuidanvesinuudienavzdaliun wissuidn
msedoulmsnsviseuiseinisnevausstnas dmsuinnuludnuaeiilulsed wiez
] =)
danadelusunan

3. AIANLUUSUATIY (Harmful Drinking) Bunefisn1shuLeanages luuTunuiiin
AuNdTensazsulm Faensviinludunselaluynegaiu n1shuuuudunse Wguwiniy

nsaudesludsnaiuinnii 4.5 nsedeuld (naywed wiag, 2555)
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2.3 wnRnmMIfuimsdaatunisvevesiuaan (Perceived to retail sales promotions)
Sharma, Raciti, O'Hara, Reinhard & Davies (2013) 85U1871 fiB N135531M55U3
nsdsasunsvevesiuAUandrulvgazidundesnisunnniesu dnfnw) waznuan
% Q‘ o 1 Q’ljd LY Qd‘ 1 dy a v = d‘d v v} 1
Foisuvinau nquaumniiivirusARfiden sgeduaUannisA1Agn Ay
- nMsnslageisesnudesvetindnwivdgs In1ssuihdenagnsnisduasunisuie
YANWU N5aRIIANUBIAUAN
) al ) ~ vl a w ' A | . ) a
- Wirupddenissuslonmanvsliveduilugiilimsdaaiunisue nssuilenian
azlave wianleslugrenisanasunisuielawn
b4 dy =1 a
O ABInN15PaLTsIusIANNLAY
O A89N1598LTESIUSIANAUIIGUL T 1939 35 01 3 9 100
O Fausunndetuinlasiafitey MnlasiauninazanUsuiun1sEead
= I A ¢ | Y] a & 9 aa a
O awidenidaTIAdesinnd1 1 u uazasidendeluiuiiinAigniign
-leJo./ a a o P 2 U Y A a & =1 a [y
wennilailuiddelusiniiuteyaiuguilaandutinAnwiuvmine dena
P0aLMTEY 305 AU Lasil 323 AU ¥1ISINgY 361 AL 018 18-24 U Tumlaumninedeain
wiazUszina 1NeItun1ssuinsdaasunisvevesiiualan (Perceived to Retail Sales
Promotions) fin15uanuasin nagnsnisdaasunisuenfiigaavaulaveshudesindu

TndAnwlaun N15aAT1A1 NMITUTINUEWINTIABIYN N15TOENTT WaENISTRINVAIYY

[
av aou 1

Sulaidenisagnidundn lusmmadeidmui msaasaveadesdmiunguiindnuily
UsemadanguiinnuduiusiunnuddlatemnnninguindnwlulssmAesamsidouay
LwostumuAWU wagn1sTusmMsdasunsugvesiumUan

nfinandnesuaiiuledn sndesnisiavane 1Wef A lduTuamnn msazdesh
nagmsnsanaiunisnelintuesads mnzuenanazdienssduliuilnasusiansd
oguaades A ud fedwasionmiFnvesuslaaiiin o3 A aunsadudesididsie 1
unsauAuluuarinaiieuiledluienisairs Branding auneliAn Brand Loyalty léludian
winsziunsduaiunmsnefdinaiesegnmeldtosinvesmangrane Ssnngvansves
Ussinalnedidont Gufemududulunsteduldngmneinniu fadumnaglénagns
nsduatunsneilisedaseilaghidildstengmneenaneliAsuadniiarireannnia

=
Nam
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a o al o a 4 . .
2.4 wnfnvirusairemsuslnainIsshules (Attitudes towards beer consumption)

Sharma, et al. (2013) 85U18A1IN iruzARsanIsUstnAwIasRudes Wusdnals

¥ o

-t
- $Anaunau (Enjoyable) uay lalaunawiu (Unenjoyable)
- 5dnd (Good) uay 3dnue (Bad)
- $dnlusausne (Favorable) wax llusnusiu (Unfavorable)
- $dnBud (Pleasant) uaz liBuf (Unpleasant)
- FAnflanela (Satisfying) wag laifienela (Unsatisfying)

Y] a a ) A A4 A A o« & N ~ ¢
'V]ﬁugﬂ@l,ﬂﬁlﬁﬂ‘Uﬂ']iUiIﬂﬂLﬂi@ﬁ@llLUH?LW@WULUUN@LﬂEJ')Lu@Q@J'T‘i]']ﬂﬂaﬂEJVlﬁﬂ’ﬁ

[
oY

duasunisuevesindvinenioiuAUan uinseiuffesluediuanuaiunsalunisine

YOIRUIINA WAZANINLINRBNVDINUIINABNAIY

2.5 wwaRnmNinfnensd@umluedn (Past Band Loyalty)
Y3u Tonn1uuy (2553) Nna1791 ANISNANALITaINITnAINAEMINED AL

inAndsiauTus (Brand Loyalty) %30 AMHRs3NANAT8NAT (Customer Loyalty) &4

'
a

AuassnAnAdteduddfgiiunuyn Uenwaan Bignanfianusnasensidudiuin

Y

'
IS a

wihla yarlngs1u89ns1AuA (Brand Value) dufiaslidnfisanntunaluie waznisi

gnéndianudnfasrawusudlanusuaniands nuneddenialunisasisnnnuduasiiu

P
a 4 o

wusuae) W vidluidganviy nMsusmssunulunisingsiansias lenalunisiinlsiunn

YU 591D9l9NalUNNTVENYRANNVDILUTUA ANINUINLINTU
1. mnufienele (Customer Satisfaction) Anutanelavesgnadulngjinazan

PNANULALTUNITON T IATAUATUG U9 FaAnINNITNAaeY Woldassldiuinnis

Y

Anduladeduiiugng mndudduduiiiwelavesiuslan nanfe Anufiswelaves
Austaafinannsialddumiuiiug Juinnsdndulages aunelviinAnudnssnens)
Aurn

[y

2. anuwaiukaranulingda (Trust) Wudadeiwansanuduiusseninaiukay

I Y a v = Y

A o Y Aa o, aa
fu Fepnuetuuazlindavesgnifiidensidud dadunsnevausvesgnaniise
aur wazlinslalududduaindadeaindunndsudieg nande nishindaludiesing i

WinUeNAINSile savfvesdu Isiangn
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LY ada

3. Anuwenlesyntuivensual (Emotional Bonding) anAniiilviauaiiasensy

' Y
a Y @ A A Ve U

auennsailefianuyniusodu waziinfadumynasulledsnisiagde sanusevivlalu

Y

= a ¥

mmamaq%uﬁmﬂﬂ%lﬁaﬁm nﬂﬂ%”’aﬁﬁmmiﬁ'ué’aqﬁﬂmaumLﬂuﬁuﬁ’ULLiﬂ

Wang & Finn (2013) 85u1871 Tus1uideuesiniennslul semanaun Iy
AURISNANALUASIEWAT (Brad Loyalty) Sinswiadu anusinidensidudluedn (Past
Brand Loyalty) Wag anusinanans duallueuiaa (Future Brand Loyalty) lagaa1using
sonsnAudlusfnaziiunistelusfndsdaunieaiostumssuilunmaud (Brand

Awareness) {@aS UL IMIIEUATVUANNUTRRBINE A

2.6 wuRan1ssuFRMA Wdaqiu (Current Perceived Quality)

Wang & Finn (2013) 93U1971 28LAg1U99iUa1sialldeuinuagidsauininananis

¥

a a v A a v & a o £ A S W a
UslnpduaiiednmsasUliiunmsinvesdumndaauay saluniniuinivinislulsswme

' [ (%
o Y

uidls Insfnwiladeiifnaderimunilunsieusrauiiladeainiuduaniugniem
Buidiendn 355 au fidedudaniudiuan dnsfuiaunmluoisunifandosmaisug
vosuilanliiesiduiuemns Hum mieswidlivins Snmfivindeniuluns
naufumnssuinandaueiduay nssuiaunmisznateduday

nnanutduIniiuladn :nmsiguslaaiinnuidndauiniuuaiu

[y [

\Wesninissuiaunmuasdumiuseaunvintu eihlguslaatiensuallsnissunanm

duaUagiuludsay

2.7 WARMITUAMAMITUAAN (Retailer Perceived Quality)

Das (2014) 85u1ed1 M33uIAMAMIWAUEN (Retailer Perceived Quality) 9z

' 1% T
Y A a a Y a A

Neatuuainsdnauedusniauning IauasnunInynase Jaudfdeisls wied

a
a Y da v A Y] PN 1 = o v o Y a aAa ° = o a
au@qﬂllﬂquﬂqﬁisﬁﬂqumﬂaﬁlﬂﬂaq8@8’]\‘113 "UQﬂ733UEQ§UﬂqW§qu@qﬂﬁﬂW@ﬁ]guquq%ﬂmﬁuﬂ@

a A

WauanseuAkarinu@ins@edumainiuatug nsfuiamnmiuauand

(% v 6 a A

ANUFURUSBIUINAeirULARYTDINITANUAN AetludadinaasuininmniumUaninunin

q

Y ada 1 v

aurdsedustnavzdmalniuauanlasunansenuludeuin
v v [ =% o w v Yy A v Yy A A v o Yo
nssunanmlunianguadifyressuauan Sueuaniunlduiaglasu
Usglgvtnnifiuamnmmssuisumuan dauddidnuniiuamdandesimuiwazyiuuss

NAENEIIUAIYBIAILDY aRaziiudIuwUINITAaIAwazNanils 3nnsueUan
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niinanudduaniiuladn insweuananunsevitiguilaasuitananing
Y Y A a = o § vy R A = R A 1 0§ v
Sweuaniamuniniias asvilisumuantuianuiidesseguslaneg1aunnuagyinli

[y

$umuanlanausslevinnnssuisumuantuseauigs wagvibilanarilsniumn
2.8 wnfnnnuinnedudlusuian (Future Brand Loyalty)

Wang & Finn (2013) 83u1891 Anuassnindnensiduaiinnuadududeudu
pg1aun Wuldss Input wag Output AsiusIuenaudinfeendu 2 wuufe A
snAnfrenTauilusfnlazAINTnANARERTIALATIUDUIAR IDdzYIOUDdDIUTZLAN

MANAIUYDIAUFUNUTE10) wagANUENTUSTINUFIY

€

v a a Oy

NNITNAINUITNANARDATIAUANUBUIAR UULANUATUFULDULIN AILUIIbEN

[ 7
v [ -2 [y

anuassndnAeenitu 2 Ussunn milanuassnindensndudilueuanashivielivuey fu

4

U2dun190991918UA1 (Branding) Uadednwalzisn13au (Consumption Information or

Instruction) Yadunsiuinisdaaiunsvigvesiuauan (Perceived to Retail Sales

a

Promotions) YadeiiAuzadnenisuslaapsosnuiles (Attitudes Towards Beer
Consumption) Jadeausinasensidumluane (Past Band Loyalty) Jadenissusnanin
U290 (Current Perceived Quality) Yaden1siuinnniniuauan (Retailer Perceived

Quality)

aQ v

dd v
2.9 1NATULAZUIYNLNGIVDY

a < 4

Afen ATnNigng uazigds AusIed (2556) AnwianuduiusiasBnsnasening
AUALINIURTIEUAT (Brand Love) AuU@AsuR (Pleasure) A1nuti1e15ual (Arousal) As
WAASANIUNINNSEIAL (Social Status Display) n1stufanuLas (Self Esteem) fifonis
deasuuuthndetn (Word of Mouth Communication) ﬂ%@tﬁaﬁ%wiuﬁ A Tulug

ATUNNUAIUAT Im‘v‘hmiﬁmwﬁusﬁauﬂammwuaaumm WU 320 YA WIATINTRYA

RV

MLANALTINTTNUIINTVAAOUANNAFIULAENTIATIENANUDA DTN HANITIY

1 [

WU grausuudounny dnlngdumands ang 22 - 25 UnsfinwiszauuSeyeyss onTn

CY

UNANWYI

a v

AUYRTIU DTEIUAIAU ANLEIATYRAINUIT AuSluasIEUAT ANLTREUA

3

AULS181510] NMSUARSANTUAIMNNNEIAN ey NSHUTanueY Aanuduiusludsuinse

dl 1 14 1 [ LY. a s = 6§ o A %
NNTEAITNITAANALUUVUINABUIN AILANFNFUNUSHUUTEENSHUULNYIEU NTEAU 0.469
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0.452 ,0.425,0.522,0.440 MUARU UBNAINTU Mshansanunmnisdenu (B = 0.287)

v A

msiuiienues (B = 0.151) fdwnaneinsalnisieansmsnataiuuiindeuin lnedl

o Y a LY

JeAAUNIEDRNSEAU .01

(% v a < a v 3 =2 a a o A Y a
YIYNNA WNTANG UagtieyIT AusIA (2557) Anwavinavestadeiineliia
Anuianelavesgnamniveiniaefnwaindadeaumvanaidauindenisidenvein winxa
Weaausdenisienviedin JadedAglunisidenedin auninusnisiuduamndudesla
a ¥ a Y Ao v VM Y o a = Ao (% Aa =
AUAMUSINSIUAUANTUsRlile iruaRnuiisnelanlidesmenasiiideninuiianela
YaegnANNneIfevienin The Sense at Salaya lneiudayailuszeziiai 2 e A

ounaANfangAINgU 2556 F1uu 331 4a lnglduuuasuaiuvinnisinsieideyalaely

(% v 6§

Anadefesay dmudonuunamguuasmanuduiusTaonmaaouduuseans anduius
\gsdu (Pearson’s Correlation Coefficient) wazN1IRnRENYAL (Multiple Regression
Analysis) Nan1333enudn greukuudeunuadulnagdumenne 91919-23 UnsAinwiseau
USgygyw3andntiniSew/indny giidnuinianais fseld 5,001-10,000 vivsiaifiou uag
IEinede 1- 2 auderies nan1egeUaNyRgIu wuhladumeraBauindenisiden

vietin WmnaLdaausianisiienvien JadedAglunisidenvenin Auninusnsmuauay

[y

udpaldl gaunmuinisiudusnduseddilauagiiauafanuisnelaniinediainisil

ANNFNTUSIIUINFAanuanelavasgnAinedevienn Bnnsladesuvsnalisuinse

QJ‘:II a =

nsidenvietin AunmuInsaudundudesliliuasiimuainuiienelaniesienansi

1% a v v

gunanensalauienalavasgneninendeveinlasgeiidud Ay Tuvaeiladenu

o

wHalsauRan1sidenvenn Jaduddglunisidenveiniasauninusnisauausmniu

o w

fodld llaunsanensalanuiisnelavesgnainenfuverinlaegelided Aty

o

a0

s o a & a ) s = a a ) v a
BIDUIA NMNNYING LLASLWEYITT AUTINA (2557) ﬁﬂi"}’]@mﬁwa%@ﬂ{]f\]ﬂﬁ ﬂ@l‘lﬂm@’l

q

[
| A

ANNRINANFvesgnANiitederuty Anwiain Jadenindnuainiansnain nssuianu

Y

(%
=

anunm aradldlaluuidunisiidusaluuidusnundeias msfldusnlunsdndulate
uazAudoidesemsidudn fdmareauasindnilunsdudvesiedoriindian
AalszmaLuTue A lnenudeyaldussesinan 3 Weu fadteufugsuiogednieu 2556
$1uau 335 g lnglduuuasuannihnmsiinsesideyalagldriadedosas drudsauu
ipsukazey duiuslasnmeaeuduUssAvianduiudifieddu (Pearson’s
Correlation Coefficient) kazn1snnnagnnanl (Multiple Regression Analysis) ﬁ:{mau

wuvaeuay dulvgidneuwuvdeuniudunands a1y 24-29 U anuglannisiny
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) IS

USeyey193 o1inmiinauussmensu d51elauseana 15,000 - 25,000 UM NaNISVAGOU
auyfgiu nud Jednmdnwalnsmsnainnisiuisnunanin asldlaluundunsidn
snilundnsios mafdusulunsiadulate uazarudedesweinsdud fanuduius
FauansernuasinsnilussaudvesiBedeimindinnmasane Snstadeduniud
Foidusvemaaudi (B =0.468) nsfldmsulundninsi(B=0.249) nwdnuainisnsnain
(B =0.256) uaznissuimunmnm (B=0.237) Tdwnanensalauasindnilunsidum
vosfoidernindnanisssmeldogaiitoad lurneiinistdusalunsiaiulale

1 '3

wazauldlaluwndu Tanansanensalninuasininalunsidumvesi@erdernungiain

v o

asUsene laegradidudAnisanan’ .01

Aaa a ! Y a 2/ b

sWaenildvSnaderimuaivesuiinausemeduineniliesua

= =

Das (2014) Anw1n
Uanuararusslatedudandudan idesdlefldlumafususndeya nisdusieg
Mndfiiefifleny 20 B Fuld Tufadan Wemaswassumaduiis :1nnsduiv
wuudeuny Sy 355 au UadeiiidvEnaderiruaivesiiuslnaussmaduifeiireium
Uanuazenuidlatodudnaniudiuan Ae eunseatindsiudiuan anaududiuan,
Ms3uinunnmesiuiUan anansamensaldvswaserimuaivesfuslanUsemeduiiei
sedufUanuazanuRslaTedufansuAUEn Ifeeheiiudfanisana

Smith, et al. (2014) la@nwdsnusuRaveusenislawaAIosmuLeaneges Mg
FBnsiiuuuudsn sauel 2008-2010 $1uau 1,975 au TagliTEmeidadenmnin ad
ounsuisTuvesndnfusiduaiunise nnmAenginuidernulavansiuuauianiy
frusuiiaveutesannislavaniaiesduneaneses i 87% agUdedomnuilawanly
ilddaesunievilifuslnntointesiunoanasoitoras aviuisuiiunislasanliun
Fudn

Drennan, Bianchi, Cacho-Elizondo, Louriero, Guibert & Proud (2015) @nwemu
wagnaFuLUUaasuangUsemaveaiuIinalil deauvsindnasensduali
nedouaLNAgIUMelunaauNsiasiaTasnanITeuduauianelalunsduand

ANUAURUSBIUIN WazdaseynuuanAeseninaUsemeluisigedn
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2.10 auuAgIUMIIY

PNNINUIUENATHAWITe MR dlsviaunAgulataes

a1 a ¥

2.10.1 Yadun13@sn31@uA" (Branding) Janudusiusnisuinaeauinanedual

o3 A luswanvesusinaludawminiiu

=

2.10.2 Uadednwauzdsn13au (Consumption Information or Instruction)

a0

fanuduiusnisuindernudnsreduaides A luewenvewuslaaludwinui

2.10.3 Yadensiuinisduasunisvievessua1Uan (Perceived to Retail Sales
Promotions) fianuduiusnisuindernudnneduaides A luewanvesuilnaly
F9InUIuY

a

2.10.4 Yadeviruzansienisuslnawsossules (Attitudes towards beer
Consumption) dAnuduiusnisuindennudnddedunides A lueuanvesguslaaly
F9inuIuY

o v a a

2.10.5 Yadeanusininensiduarluedn (Past Band Loyalty) danudunus

a1 a ¥

mevinderudnsreduales A lueuenvesuslaaludwminui

¥

2.10.6 Yadenssuinaunindagdu (Current Perceived Quality) #Auduiug
meuInsieausinneduandes A luewenvesiuslaaludminuiu

2.10.7 YadunsiuinunmiuaUan (Retailer Perceived Quality) Inadusiug

a1 14 a

mevindemuinsnedua s A lueuanveuuslaaludminuiu

(%

2.10.8 Ua3un195099518uA1 (Branding) Uaduanwaizisnishu (Consumption
Information or Instruction) Uaden1ssuinisdaaiunisuevesiuauan (Perceived to
Retail Sales Promotions) Ja3gvieusaAdnan1suslnaAeIadnuides (Attitudes Towards

¥

Beer Consumption) Jadeanusinasiensiduailuein (Past Band Loyalty) Uaden1ssus
AN MYt (Current Perceived Quality) Jadenisfuinaunimirumuan (Retailer
Perceived Quality) i81unanensalfisuinaennuinaneduatdes A Tusuinnves

Austaaludaminiu
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2.11 NFBURUIANUANATUNG WS
A 2.1: NTOUKLIANIUAR

flsdasy

ANSAINTIAUAN

(Branding)

ANwEIoN1IAY
(Consumption information or

instruction)

N53UINTdLESUNITEVRITIUAT
Uan (Perceived to retail sales

promotions)

faUsny
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NAULARADNITUSINALAT BRI S
(Attitudes towards beer

consumption)

ANUANARpAUAlLaUIAR

(Future brand loyalty)

ANUANAREATIAUAlUDAR (Past

band loyalty)

nsfuiaun1ntagtu (Current

perceived quality)

Jadenisiuinaunmsuenyan

(Retailer perceived quality)




a
uni 3
Bnsatiuniside

VA a a IS)

Aelavinn1sAinuidesesladenidvanagauindennudndlunsdudlusuian

o
VA v v v A

voffieies A luaiuiisunaidies Smian fAdeldvhmsfinuuasduninugidudsdl
3.1 Uselnnuesnuivy
3.2 NANUTEYINTUATNTHUNANAIDENY
3.3 invesilefldlunsiing
3.4 MIveFouLA3esile
3.5 FBnsiiuteya
3.6 MITaviiarMTiATIzivoya

3.7 AN1SM9EDR

3.1 USLn1U8991U479Y

Tuns@nwiATeasstidunisidedausunal (Quantitative) Tnen1539e34d1579

(Survey Method) uagldnmsiiudeyameunuuaauniu (Questionnaire)

3.2 NuUsEIINTUasMIgUNRUAIEN

3.2.1 Uszwnsitlelun1sise

ﬂizsmmﬁiﬁé’fﬁﬂmﬂ%gafjtﬂué’u‘%‘[ﬂﬂiu%’mi’mmufﬁwmuﬂizmﬂiﬁga??u 478,264 AU
ﬁﬁmmﬁﬂﬁiumwﬁuﬁﬂuamﬂmaa;ﬁaLﬁ&J% A (NFENTMUMaLng, 2557)

3.2.2 ngquiegeillilunside

naushegsiililunsfinuiaded Aefuslnalufminum Sanudnilunsidudly
owAnvasieided A Safiteldtmunmunvenguinedidlumsidenssilasdrdeangns
ASAIUUAYUINYBIAIBE1MNANNITANLINYBS (Cohen, 1962, 1977) A1ALUUEBUNNY
U Pilot Test §1au 40 Yo Tneldlusunsu G*Power nosdu 3.1.7 mzlulusunsy
ﬁaﬁ”ﬁqmﬂqmmm Cohen Wagk1UN1ITUIDILAYATINFDUINNUNITeNa18YIU (Faul,
Erdfelder, Buchner, & Lang, 2009 Way usanwad 35378, 2555) Tun1sauiaiinvunal
wned (1- B) wiriu 0.78 Ardavh () Wity .22 Srunufudsinewindu 8 awuie
yasBviswa (Effect Size) Wiy 0.0331016 (@sduiaildainan Partial R iy 0.032041)

HANIARAD YUIAVBINGNRIDE1NINUAFMTUNUITATITMNAY 246 (Cohen, 1977) HarIe
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TofuavuInfagaiusyadudy 250 §9819 eanumunzay lngszeziiatlunis
Autoyanaudiui 1 fuian 2558 89 Juil 3 lwwigw 2558

3.2.3 Mmafennguiiegng

(%
a YA v

nsiRennauitegd MUl JIdulanvuansidennguiiegiuy
lslafaanuinazdu (Non-probability Sampling) Ingldisnisidendegauuuayain
(Convenience Sampling) vanefis {Wunisidenwuuliifingunan endeanuasainvesyive

& L 1 Y 1

= M vay v \ A v vaw vy ' o aa
Jundn naudiegiasdulasilanlimnunuiiedugidelunislideyauiedis (Fnsds
Yeefinadng, 2557) nsfiansannisguiiudayauuudeuniuan nquiuslaaludaminuiug
~ o Al I oA e ] a X Ao ) Yo awv
fanudndlueunandaides A nssiduuinaiuninedevesiinidelagssesiiantunis
Lﬁuﬁagaéfuwﬁ’uﬁ 1 11U 2558 D9 TUN 3 LWweu 2558
| P &
3.2.4 anunAnwngiseldiiusiusadeya
1Y) ) 1) 1 [~4 P I = [ [ (%}

3.2.4.1 9aAINVNEF) JWAIAUIU wmzilusaiailnguazAndnuinludamnin
Wy T wugigeduAd LN uINUsEIInsUsEan 400 Audeiy LAULUUABUNILX
Usganad 150-200 AL (“Li18381uLe9uIu”, 2558)

3.2.4.2 $Susutiendes A Tuiunniauiu sz unnasiuanIutunied
AdundeuludmIatiusiuiulsesnsuseunn 300 AudeTu LAUWUUERUNUXUSE 50-

100 AU (“ANuUAnAnD”, 2558)

o

3.3 infeadlefildlunsdne

msahaaiesdlefildlunisfineive

& [y d A aw

TUABUNITATNLATDIEBINY

1) Anw191nensT nas wagnwldeiinetdesiuladensninsdua (Branding)
UadednuaedSn1sau (Consumption Information or Instruction) Jadan1siuinisdaas
N5V 1UAIUEN (Perceived to Retail Sales Promotions) UadeviFiugamsion1suslag
1n309AULTe3 (Attitudes Towards Beer Consumption) Yadaanusinsensidus (Past

}%

Band Loyalty) U33un155u3anauniniagdu (Current Perceived Quality) Uadun135us
AUAMSUAUEN (Retailer Perceived Quality) Uadeanusindsiedualusuian (Future
Brand Loyalty) Wietfuuuamslunmsaianuuasunuuaziuduinmaineransdiivinm
NsANYIANIZUARAS

2) Msauvasuaulagafunsauwifn nunldlunsidenineites
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Tur Msans1audn (Branding) had&nwaizA3n1sAu (Consumption Information or
Instruction) Y33emsiuinisduasunsvigvesiuaUan (Perceived to Retail Sales
Promotions) thdevirugafdenisuilnaweiosiudes (Attitudes Towards Beer
Consumption) Jadeanusinisiensiduan (Past Band Loyalty) Jadenisiusnuninidaqlu
(Current Perceived Quality) ﬁﬁl%’&ﬂ”ﬁ%’ﬂiﬂmﬂ’lw%ﬁuﬁ’lﬂﬁﬂ (Retailer Perceived Quality)
YaduanuinineduAilusuian (Future Brand Loyalty) lngaanuiiugeuainenanss
fvinwmsAnwianzyana

3) yAnufisenss (Validity) dmudomuesianuvdmnasansesiolunisise
Mniudniuuuaeunuliiornsgiivinunisinwianizynna fe asifiyds Ausid
LLaﬂﬁ;:JL%wmauJ wigan Fauygy 1W1vesuaUdnuazdntes A uasunausinual Tud
Wweshuiuanuazdades B $1uau 2 viw (aevsnensusumsidudidoimaydedy
AARLIN ) Wilevhmsasiasuaugniesuaslinsiausuuglunisyiiide
Fadofunsnieaeuanuiissnsadaiion (Content Validity) dielilademauiia
TaANUATINNINYUILAIAYDINITITY

1) thuuuaeun L uN5TIEBUIINDENUT N INsANW RNy ARG
wazgdemapia 3 viu wvihnsudlalignies (wuuasuaudadslunianuan) ety
naaedldifiuiunguiiegns 40 4a LazihnaulaTzimAALTesu (Reliability) V84
wuuaeuaulussaziLUsAedsnsmaduUsyansaseudadan (Cronbach’s Alpha
Coefficient) (faen 1fivddaywn, 2551) Wenaaeuaaudetiuiaranuaenadoly
wuvasun AsaritliazuansAmnuasivesuuuasuay Tngagdimsgning 0<As 1
AilndiAns 1 110 wansin fanandesiugs

5) MleTvimAnuiisansadalasadns (Construct Validity) §me Factor
Analysis YBsUUUADUAMS LU 40 A LilevimTileTgmlasiainsiiuiesesiiade
614 9 anguitlaAnueeanuited IHud msfnaudn Branding) Jadudnumeisnis
i (Consumption information or Instruction) Yadunssuimsdaasunisveesiudi
Uan (Perceived to Retail Sales Promotions) Hadeiimuzafisenisuilaeedeshules
(Attitudes Towards Beer Consumption) Jadua1nusinfsionsiduan (Past Band Loyalty)
Jadenisiuiaaunmdagdu (Current Perceived Quality) Jaden1ssuiamnmiuauan
(Retailer Perceived Quality) Yaduausnfseduailuouian (Future Brand Loyalty)
dieliulainmsdanguiauvesusazdeduiaenndosiunguiidnw $nsas Jogiua

AT uargyiuIsIu @evinug, 2555)



25

msiaeluadeiflduuuanuniu (Questionnaire) iwedasflelunisiiumurudeya
JauvuapunumaiignadtuannismumusIunsy wrsmddeiiiededasuus
wrsesilonanidu 3 dw feo

dwifl 1 wwvaeunmRgiuteyaduussnnsmansuasteyaviluvesiuslng
Tudwinuiu Sanwuzilunwuuasunulaisla (Close—Ended Response Question) §11uau
6 1o Usznoude na 91y aaunm szdumsin Teldindedeifou uazendn

dufl 2 AanReafueufndiu Jedonisdemsaud (Branding) Uaduanuay
FBn3fn (Consumption Information or Instruction) HJadsnissuinsdaaiunisvieves
$rufan (Perceived to Retail Sales Promotions) Jadesimugzaiisionisuilaniniesis
\{U8d (Attitudes Towards Beer Consumption) Jadeanusinfanensd@ua (Past Band
Loyalty) Yadenissusnanimdagdu (Current Perceived Quality) Jadanissuiaanimn
§1uAUan (Retailer Perceived Quality) Yaduanusndseduailusuian (Future Brand

¥ o IS

Loyalty) TemanuiidnwauzidunuuasunuvateUa (Close—ended Response Question) i
Sruawiieau 36 4o Usznaulugae

1) Yadonseansiaudn (Branding) 312U 4 U9

2) Yadednuardsnisiu (Consumption Information or Instruction) 81w 7 e

3) Uadenissuimsdaasunisuievessiuauan (Perceived to Retail Sales
Promotions) §1u3U 4 U9

4) Jadeiruzafnenisuslaawsesiues (Attitudes Towards Beer
Consumption) 37U 5 98

5) Jaduanuinfanensd@un (Past Band Loyalty) 91u2u 4 9o

v

6) Uadenissuianunintagdu (Current Perceived Quality) 91134 4 4o

¥ ¥V

7) Jadun1ssusaaniniua1uan (Retailer Perceived Quality) 311U 4 98

=2

N

a 4

8) Uadeanunnanedualusuian (Future Brand Loyalty) 91u3u 4 U9

v v Y

Toeldsesuiatonausenmounsniatu (Interval Scale) Wunsiauwuu Likert

Y

Scale §1 5 s¥eU laednuRNISIIRLLUUAIT

SEHUANUAALIIY 5 etie wndian
SEFUAMUARLIIY 4 PUBA 1IN
[} a < =
sERUANUAALTY 3 1889 U1unans
[ a =3 = 1
SEAUANUAALTY 2 MN8N toy

SEAUAIUARLIAY 1 mneda Uaedian
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o

nmsefiusenan1Tide KIdeldinaeilumsuusne FwadwinlagldansnisAiu

[
a

ANUNINVBITUATAIATY Teatl (TadnT yuuia, 2548)

NG
Arunavesdunsniady = Yayanieiesan — Teyadidladian
Sty
= -1
5
= 0.8

Foiunasilunisssiiuna msedumeludiuves Descriptive Na¥8IN1333¢
Snvuruuuasunuildssdumstadoyaussinnsunsniadu (nteval Scale) Fasuld
\nessTade el

AvWULLRAY 4.21-5.00 vianedi ﬁu%lﬂﬂiu%’wi’mmﬁmmﬁmLﬁuﬁmﬁuﬂaé’s
A1ssensIAURT (Branding) Tadednwair3anisiu (Consumption Information or
Instruction) Ya3umsiuinisdsasumsvigvesiua1Uan (Perceived to Retail Sales
Promotions) Yadeviruzafnenisuslneesesmues (Attitudes Towards beer
Consumption) Jadeanusinasiensiduan (Past Band Loyalty) Yadenisiusnmninidaglu
(Current Perceived Quality) ﬁﬂﬁﬁﬂﬂi%ﬂiﬂmﬂﬁwgﬂuﬁﬂﬂﬁﬂ (Retailer Perceived Quality)
Yaduanudnasiodualusauian (Future Brand Loyalty) Tuguandes A ag"luwé’umﬂﬁqﬂ

AvWULLRAY 3.01-4.21 vianefl QU‘%Imiu%’mi’mﬁ’mﬁmmﬁmLﬁuﬁmﬁ’uﬂaf{’]’s
A1sensIAURT (Branding) Yadednuwairanisiu (Consumption Information or
Instruction) Uaden1s¥uinsdaaiunisvigvesiiumuin (Perceived to Retail Sales
Promotions) Yaduiiausainenisuslnaniesdudes (Attitudes Towards Beer
Consumption) JadeAusinfsiensiduan (Past band loyalty) Jadenissuiamnmiagiu
(Current Perceived Quality) Jadan1ssuinanmiuauan (Retailer Perceived Quality)
Jadeanusinasiedualueuiag (Future Brand Loyalty) Tududades A egluszdvann

AzuULLRAY 2.61-3.40 mnefs fuslanludminindauAnduiesiuiade
A1ssensAuURT (Branding) Jadednwariansiy (Consumption Information or
Instruction) Ya3umsiuinisduasunmsvigvesiuaUan (Perceived to Retail Sales

Promotions) Uadeviruzaisanisusinaasesnutdes (Attitudes Towards Beer

Consumption) Jadeausindsiansid@uan (Past Band Loyalty) Uadenisiuinunintagiu
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(Current Perceived Quality) ﬁﬁl%’&ﬂ”ﬁ%’ﬂiﬂmﬂ’lw%ﬁuﬁ’lﬂﬁﬂ (Retailer Perceived Quality)
Uadeanusinasieduanlueuian (Future Brand Loyalty) Tuduailes A egluszdu
Junang

AzLULIRAY 1.81-2.60 mneds fuslnaludminundanudaiuieaty
Jademsnemsnaudn (Branding) had&nwaizA3n1sAu (Consumption Information or
Instruction) Ya3emsiuinisduasunmsvigvesiua1Uan (Perceived to Retail Sales
Promotions) Yadevmuraisenisuslnamdedundes (Attitudes Towards Beer
Consumption) JadeAusinisiensiduan (Past Band Loyalty) Jadenisiusnuniniaqlu
(Current Perceived Quality) Jadan1ssuinanmiuauan (Retailer Perceived Quality)
Tadeanusinasiedualueuian (Future Brand Loyalty) Tududdes A eglusziutie

AzuuLLRAY 1.00-1.80 mneds fuslnaludminindamiudaiudety
Hadumssansndudn (Branding) Jasednuazdsnsaa (Consumption Information or
Instruction) YadunsiuinisdaaiunisvigvesiuAUan (Perceived to Retail Sales
Promotions) Yaduiiauzainenisuslaandesiudes (Attitudes Towards Beer
Consumption) JadeAusinisiensiduan (Past Band Loyalty) Yadenissunanindagdu
(Current Perceived Quality) Jadan1ssuinanmiuauan (Retailer Perceived Quality)
Yaduanudnasiodualuauian (Future Brand Loyalty) Tuguadss A agﬂuizﬁuﬁaaﬁqm

daudl 3 Hudniifetumuuzdifindudniunsinauladendedudndes A

vaauslnaludaniniy Lﬁdﬁmwmmﬁmmwm;ﬁﬁiﬂﬂiu%’mi’mmmﬂsﬁu Tnenduy

mauva1eila (Open-Ended Response Question) Titin1suansauaiiu §1uau 1 48

3.4 mynadeuLAIBdle

nMstwuvasuaulunageuldiungudiog1adiuay 40 4n wudn
AduUsyavssarvasaseula (Cronbach’s Alpha Coefficient) Ienadistl fanutadons
Famsnaudn (Branding) Winfu 0.657 Faudadednvar3inisay (Consumption
Information or Instruction)vifiu 0.958 AMamdadenissuinisduaiunisvievessium
Uan (Perceived to Retail Sales Promotions) 111U 0.954 Aauiadevimusafnenis
wlnawpsesnundes (Attitudes Towards Beer Consumption) Wiy 0.969 fauilade
ANUANARERIIEUA (Past Band Loyalty) wirfiu 0.962 maudadenisiuiamunimdagdu

o

(Current Perceived Quality) v 0.917 faudadenisiuinunmimuauan (Retailer

a

Perceived Quality) Wiy 0.957 wagAaudadeanudnfsedualusuiaa (Future
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[

Brand Loyalty) Wi 0.955 91neduussans avlvesrseudaiounndaduiinlnales 1
wazlisnngn 0.65 (Nunnally, 1978) wanein aanssiaunnaaidlussazJadey
fifnauidiosiu (Reliability) g9 Fsaunsatiiatesdodlufudeyatungutimaie

uonanii fifedinsiesgdinamenuifismsaddaseaing (Construct
Validity) #28) Factor Analysis Tnedlfhuusiimmndail

1) nMsdans1auA (Branding)

2) &nwauEdsnisau (Consumption Information or Instruction)

3) N3¥uinsdnasuNITAeYeITUAIUEN (Perceived to Retail Sales
Promotions)

4) WeuzeRsenisuslnawdenudes (Attitudes Towards Beer Consumption)

5) AUANAADATIAUAT (Past Band Loyalty)

6) ns¥uiamun1nlagtu (Current Perceived Quality)

¥ ¥ ¥

7) m3¥uiRuAmIuAUAN (Retailer Perceived Quality)

v a1 a

8) AnuAnAReduA1luauIAR (Future Brand Loyalty)

feideldeanuuuasuanumnlassadnsdssulddiuan aa 4o il

1) Jadomssensraudn (Branding) 113w 4 T

2) Yadudnwaizdinisiu (Consumption Information or Instruction) §1uaw 7 48

3) Yadenssuimsdaaiunisvievessuauan (Perceived to Retail Sales
Promotions) 41143u 4 98

4) Yaderiruzafsenisuslnaniosiuides (Attitudes Towards Beer
Consumption) 31U 5 98

5) Jaduanuinfnensd@un (Past Band Loyalty) 91u2u 4 9o

6) Uadenissuianun1miagdu (Current Perceived Quality) 9131 4 9o

¥

7) Uadennsfuiaunimiuauan (Retailer Perceived Quality) 31uu 4 98

v al a v

8) Yaduanusinfnedudrlusuian (Future Brand Loyalty) 41u2u 4 U9

Ya o o a I3 s a Yy v ad . . .

e BYINN1TIATIZRDIAUTZNOULTNIATIAS 199 I8TD Principal Component Analysis
Tunsmdnuuvesesausznau (Factor) MARIINTOAIDINAN 9 LazAruaAlulUsLnTy
] Al o 1 90, CY v o | 3 14 . a1 [
dusaguiitern A minveemauusazesrusenaulagly Eigenvalue dAnviniy
1 @uersifian lunismuauduiuesdusznouudimuuaamyuwny Orthogonal KUY
Varimax tiavilsdamaiuursdiinuduaundnaigessusenounatetduaundnues

aadUsznevlnesduszneuniliegiusuda Wunisueninteranulaasszeyluesusenay
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In wadwshe naINMIMLULAY 8 A3 {ITElaNsanAnvtinesAuseney (Factor

Loading) waetarnnusiie q IdlAwunignegiiesrussnaulanvzdnleglussiusenauiiu

(%
(Y J

wAddous31A1 Factor Loading vedusazdamaiumisaziimincie 0.30 Juld iialansin
FLUTUIULANBRTUTLATIASS (Nitiphong, 2012; dnsAS Ysziuadns, 2548 lay

AU AIANIUUY, 2555) Haansuesn1TinAsiissnssludiulsang o daeil

a a ¢ Yy A Y oa ) & a v .
AN 3.1: ﬂ'ﬁ'ﬂLﬂﬁqgﬁﬁqiﬂiqﬁiqﬂﬂLLVI"U?QGUBQ{j"UQEJﬂ'ﬁ@NWT]aUﬂW (Brandmg)

Yaduanwazisn1shu (Consumption information or instruction)

Jadensiuinsdaaiunisvievesiiuauan ( Perceived to retail sales

Promotions) Uadeviruzafisanisusinaasasnuides (Attitudes towards

beer consumption) Jadanuinfsionsi@uai (Past band loyalty) Jadens

Fusamnmyagdu (Current perceived quality) Jaden1ssuiamnimiun

Uan (Retailer perceived quality) aduanusinaneduailusuias (Future
brand loyalty) (n = 250)

Uady
.| vy | Uade . .
. | Usdn o | Uadw . Uady .
Uady | M5 | virugAR Uady w o | Usd
g | Anwed | _ , A o o | M3 o
N3 duelu | senns | _ ., | N3y} AUANA
¢ Andsie AW |
a3 | nsve | uilae aua | | medum
. | /M3 3\ A3 o | 3w
fum | 89 | LATBIAN , | Uagdu - Tuswmn
O . iy dumn Uan
e | ws
Uan
Branl 827
Bran2 427

CRERER)
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MITNT 3.1(59): MIATIzMlaTsassiuiaswestadun1siems@uan (Branding)

PadudnuarInshu (Consumption information or instruction)
Jaden1ssuinisdaaiunisuievesiumuan ( Perceived to retail sales
Promotions) Yaderirmeafisonisuslnaniesiuides (Attitudes towards
beer consumption) Uadsanuinffensd@usi (Past band loyalty) Uade

[ [ 4

nsfuianun1nlagdu (Current perceived quality) Uadenissuiamnn

a i

$7uAUan (Retailer perceived quality) aduannudinanaduailusuins

(Future brand loyalty) (n = 250)

Uady
.| Mg | Uade . .
L | Usde o | Uedw . Uade .
Ue | M3 | virusAR Uade v o | Uade
g | anwa - , Ay o o | M3 o
A duelu | senns | _ L, | M53Y3 AUANA
Y nAne AuAW |
a3 | n1see | Uil A |, | siedumn
. | ®/Ms 4 n31 o | 3w
fum | U89 | 1ATDMY , | Uagiu 1 Tusupn
A g < . | @ue Uain
S | Wes
Uan
Bran3 .596
Brand .482
Consl 584
Cons2 135
Cons3 156
Consd g1
Consh 716
Consé6 156
Cons7 136
Percl 670
Perc2 120
Perc3 .695

(MN51991D)
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MITNT 3.1(59): MIATIzMlaTsassiuiaswestadun1siems@uan (Branding)

PadudnuarInshu (Consumption information or instruction)
Jaden1siuinisdaaiunisuievesiumuan ( Perceived to retail sales
Promotions) Yaderirmeafisonisuslnaniesiuides (Attitudes towards
beer consumption) Uadsanuinffensd@usi (Past band loyalty) Uade

[ [ 4

nsfuiann1nlagdu (Current perceived quality) Uadenissuiamnin

a i

$7uAUan (Retailer perceived quality) aduannudinanaduailusuins

(Future brand loyalty) (n = 250)

Uady
.| Mg | Uade . .
L | Usde o | Uedw . Uade .
Ue | M3 | virusAR Uade v o | Uade
s | anw - , A7 o . | M3 . -
AR duelu | senns | _ L, | M53Y3 AUANG
Y nARe AN |
a3 | n1see | Uil A |, | siedumn
, | /MY 4 731 o | 3wen
fuen | U9 | LAY , | Uagiu 1 Tusumn
A g < . | @ue Uain
e | es
Uan
Percd 789
Attil 687
Atti2 743
Atti3 719
Attid 697
Atti5 669
Pastl 183
Past2 764
Past3 781
Pastd 713
Currentl 75

(mN519317B)
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AT 3.1(59): MIATIzIMlaTsassiuiaswestadun1siems@uan (Branding)

PadudnuarInshu (Consumption information or instruction)
Jaden1ssuinisdaaiunisuievesiumuan ( Perceived to retail sales
Promotions) Yaderirmeafisonisuslnaniesiuides (Attitudes towards
beer consumption) Uadsanuinffensd@usi (Past band loyalty) Uade

[ [ 4

nsfuianun1nlagdu (Current perceived quality) Uadenissuiamnn

a i

$1uA1UaN (Retailer perceived quality) Uaduannudinanaduailusuias

(Future brand loyalty) (n = 250)

Uady
.| Mg | Uade . .
L | Usde o | Uedw . Uade .
Ue | M3 | virusAR Uade v o | Uade
s | anw - , AN o o | M3 o
A duelu | senns | _ L, | M53Y3 AUANA
Y nAne AuAW |
a3 | n1see | Uil A |, | siedumn
, | /Mg 4 f31 o | M
fuen | U9 | LAY , | Uagiu 1 Tusumn
A o < . | @ue Uain
Sum | es
Uan
Current2 132
Current3 .41
Currentd .507
Retl .584
Ret2 .663
Ret3 619
Retd 556
Futurel .653
Future2 618
Future3 692
Futured 165
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[

AN 3.1 dansoesunedadedusing o Tased

Jadumsiansrdudn (Branding)

MnMTIRTsesAlsznaulutladenisainsdudi (Branding)dunsa
folnssadrilunduuesiauysdase uazlfinada Factor Analysis ¢ 1 asdusznou dsil

Ave a9

Usznaumeraiudiuau 4 dedanu T 1o A iunidnddmsudu (Bran1) duiinu
Fuveuides A (Bran2) s A luiitureuvemnau (Bran3) 1es A ludefdwmiuaudil
5761¢6 (Brand)

UadudnunieABn19Mu (Consumption Information or Instruction)

MnMTBeTviessUsznaulutladudnuayisnishu (Consumption Information
or Instruction) a@unsadnlassaidlunguvesiulsdaszuazldinaia Factor Analysis 19 1
aefUsTnav fail Ussnaumemanusiuay 7 Sefan dun suveudndes A uuuvinlug)
(640 1a.) (Cons1) Suvaumdes A wuurIadn(330 ua.) (Cons2) suveududes A uuu
n5¢009(330 Wa.(Cons3) Suveuduides A wuuiil(Consd) Suraumudes A wuudl
2(Cons5) ugeuduiles A wuuiia(Conss) Sureuduides A wuuiidCons?)

Uadunssuinnsdaaiunsvievesiuaiin (Perceived to Retail Sales
Promotions)

PNMTiaTzesAUsznauludadenisiuimsdaasunisuevessuauan
(Perceived to Retail Sales Promotions) anansadnlassaiidlunguvesdiudsdassuayld
wmpdla Factor Analysis 16 1 sadUszneu fil Usznaudesanusiuau 4 dadanu Thun
Suflwliuflesdeded A lefinsansien (Percl) sufiuwnlidudesd A doldusuaiivay
wu Suslududernnsniazanas (Perc2) Fudeides A mwa%uﬁaﬁﬁmamwmﬂLﬂ@(PercS)
Suasiforles A Tubnédniidsangn (Perca)

Hadevimuzadrenisuslnainiesdues (Attitudes Towards Beer Consumption)

nmMsesgesdusznavluladeiimueeidenisuslaawedesiuides (Attitudes
Towards Beer Consumption) a1insadnlasasislunguvesiiuusdaseuagldinaila
Factor Analysis & 1 asAUsynau fil Ussneudesmanusiuau 5 Yefan laun suily
Jo5 A msevinliaynaunu (Atti1) Sudades A ns1zvilisand (Atti2) dudades A
wwzdsandn (Atti3) sufudes A wdhauiela (Attia) Suhndes A msganufianel

(Atti5)
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Uadeanudnfrensn@uan (Past Band Loyalty)
PMNMTIATIzesrlsEneuludadsanuinfnens@uai (Past Band Loyalty)

aunsadalassasrdlunguussdiiuysdase wazldinaila Factor Analysis la 1 asfUsenau

o

f9tl Usenaumemanuanuiu 4 9amany nwn duteiles A nasnuiluafs (Pastl) du@n

1 ]

105 A Anudesviindu (Past2) duAnINAzesliAuinfsnaLdes A (Past3) Wedude

o)

o3 A fanudululsiisussnduandades A 8n (Pastd)
Uadumsduiamnmtaguu (Current Perceived Quality)
NMIRaziesrUsenauludadnissuiamnimiagu (Current Perceived
Quality) anunsadnlassasislunquuesiauysdassuagldmaiin Factor Analysis 161 1
aefUsEneu fail Ussneumemanusiuay 4 Sefan Wun dedleutudesesinaus Jos
A fisavAsndy (Current) Sudniannmveades A ganivedu (Curent2) Sufinin
1Jo$ A Suwnlthieeflnunmganindviedus (Current3) o3 A fanududuunn (Currentd)
UadunsiuiamnniAan (Retailer Perceived Quality)
PnMiaTziesrUsznaululadnissuiamnmiumuan (Retailer Perceived
Quality) anunsadalassasidlunguuaiuysdasy wazldinaia Factor Analysis e 1
peAUsTnev il Ussneumemanusiuay 4 Tefonu tiun sufniiezdodes A 9ndui
faumeesquesuunn (Retl) fufninazdeades A lubufiiazan (Ret2) Sudninas
FoiTes A lubudiiindede (Ret3) suazdodes A mndudfisalusladu (Retd)
Uadsanusndnedumlusuian (Future Brand Loyalty)
MnmTiaTziesruszneululadsanudinaseduailuewian (Future Brand
Loyalty) ansadnlassasnslunguuesdiuysdase wagldinaiia Factor Analysis 19 1
pefUsTnau fall Uszneuesanusiuay 4 damon tdun sudnirezdodes A d8nly
aunAn (Futurel) dusennuuzindes Aiﬁ;ﬁu%‘lmﬁ'u (Future2) \0es A azlududonusn

9998 (Future3) duazlidaidesdumnarunsamaasies A 1o (Futured)

a <
3.5 mafivieya
Ya o Y o =3 VY [ &
AIdelavimaiuteyaannuuasdaua 2 Ussinn dadaluil
Toyauguqdl (Primary Data) Wudayaisivsiuainuuuaeuaiy Stunaulunisiu
FIUTIWTYA fail
3.5.1 {Adglavinsfinwuwafn ngud onanseneg Aneitesiiedunseuly

msfinwuaztnaadusuuasuany weldlunsiiunusiudeyaannguuedsiiead
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I¢daden d1um 250 9a leeiumunudeyaiunm 34 Ju Fwstuil 1 Suau 2558
$udl 3 W 2558

3.5.2 ayaaeudeyamNgnisslazAsUi ALY siveaLUUABUNLAlAEUIN
frounuvasununeuaztininysznanaluszuy Ingldsuduinmanenansdiivinm
MsfnwemzYaRa wavgidemgyinsdudangn

3.5.3 thuuuaeuauiinunsnsIvaeuaNgnsies asuduauysal uazvinisiden
avnzatiufiauysal nassasiavluluvassiadmiunisuszinanafeneufiamesniu
inusivesaiastiouardiu udTahluussnanauayinszideyaludusely

foyaniunil (Secondary Data) WudeyaiiAusiusindeyanuilsde asns uas
U HasAdeTianmsAnwvanieu uasmfunasteyanisdumesidniannsavils
Tneiendesfusunisaansi@udn (Branding) §hwaiz3anisiy (Consumption Information
or Instruction) N153uUsN1TANLETUNNTUBVRITUATUEN (Perceived to Retail Sales
Promotions) siuzafsienisuslaansesiudes (Attitudes Towards Beer Consumption)
ANUANFREnTIAUAT (Past Band Loyalty) n135uiasnmdagdu (Current Perceived
Quality) n135uiAunMIIUAIUAN (Retailer Perceived Quality) Ausinasiadumluauins
(Future Brand Loyalty) isldlumssmuanssuswimnudalunisisouazanunsoldsnsds

TunsWeusiganunanisiduls

3.6 midaviuazmlnseideya
fiselsiuuvasuailéanguinesnamviinissuny waghnmsuszanana
TnelilusunsudnSagumeadn fio SPSS uagyinTiemeideyanudidutunou foll
3.6.1 MInTIvaeudeya (Editing) {I3efenTIvdaUALYNABILAEANALYTA]
yosdoyalunuuasuamuasnuuuasuauiiliauysaleenly
3.6.2 M3assita (Coding) thuvuaesunuatiuauysal snassianildimunl’
3.6.3 thuvuasuaufiassiaudlutudinadulusunsuuszsnanalaglilsunsy
duSaguneaiivssnanatoya Tnelun1sidensaildsedutuddgmsadafissdu 05
(Level of Significance)

[

3.6.4 MTUATIENTOUA UL UUABUNN FVNNTIATISAMANERRRAN 9 Al
3.6.4.1 MTAATITAADALTINTTOUU (Descriptive Statistics Analysis)
1) Foyadiuil 1 Wurauineiudeyadiuuanavesiusinaludaminuiu

Ao a = & o e a q' Y
V]@@ﬁust\]La@ﬂGU@LU'EJi A 'JLﬂi']%‘Vﬁ;@EJﬂ’]ﬁLL"UﬂLL%Q@’JqﬂJﬂLLagiaﬂag
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v |

2) YoyadIun 2 Humoudnsussauaudivludiadonsdamsaudi
(Branding) Yadudnwaiziinisiu (Consumption Information or Instruction) Uadenssus
NTENLESUNITUNY095UAIUAN (Perceived to Retail Sales Promotions) Uadeviriuza@sne
msuslaaedesiudes (Attitudes Towards Beer Consumption) Jaseausniisens)
duM (Past Band Loyalty) Jadenisiuiamunimiagdu (Current Perceived Quality) Uade
nsTuRMAMEUAUAN (Retailer Perceived Quality) Yadeanusdindsediuailueunan
(Future Brand Loyalty) ludududes A vinmisiesizilaenmsmenads (X) wadiu
Lﬁ&muummgm (SD)

3) doyaduit 3 Wumaudwsumslimuurinfisdudmsunsdaauls
Fondedudnies A

3.6.4.2 NMTIATIZAEdATeUNI (Inferential Statistics Analysis) {uadif
At msunmaaouauufgiu il

1) M3fenEudn Branding) fmuduiusiuludundenusnise
audiluswian (Future Brand Loyalty) Tngldanduussavsandusiusuuuiiiosdu (Pearson
Product-Moment Correlation Coefficient)

2) §nwarISnshu (Consumption Information or Instruction) 3
AnuduusiuludsuinseauinaneduAlueuas (Future Brand Loyalty) Ingldan
Fulszavsanduiusuuuiiesdu (Pearson Product-Moment Correlation Coefficient)

3) M33uUinTAaEIUNTTUIBYRITUAUEN (Perceived to Retail Sales
Promotions) danuduiusiuluideuinsenuinineduailusuian (Future Brand
Loyalty) Tneldiedulseansanduiusuuuiiosdu (Pearson Product-Moment
Correlation Coefficient)

4) vruzainanisuslaanieshudes (Attitudes Towards Beer
Consumption) danudnnusiulusuinseanudnfnedualusuian (Future Brand
Loyalty) Tneldiedulszansanduiusuuuiiosdu (Pearson Product-Moment
Correlation Coefficient)

5) ANUANARDATIEUAT (Past Band Loyalty) dimnuduiusiuluisuinse
audnasedudiluewian (Future Brand Loyalty) Tngldenduuseavsanduiusuuuiios

du (Pearson Product—-Moment Correlation Coefficient)
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6) M3su3AunmYagdu (Current Perceived Quality) fiavuduiusivlu
Fevansernudnisedudlusuian (Future Brand Loyalty) IngldeduusyanSanduius
WUULESEU (Pearson Product-Moment Correlation Coefficient)

7) M3¥uRunmMIuAIUAN (Retailer Perceived Quality) dAnuduiusiu
TuiBaunsenmusnisedudilueuian (Future Brand Loyalty) lneldanduszans
AnduNUSLUULNYSEU (Pearson Product-Moment Correlation Coefficient)

8) Jadumssensidudn (Branding) Yadudnuazisnisiy (Consumption
Information or Instruction) Jadensiuinsdaaiunisuigvessiuauan (Perceived to
Retail Sales Promotions) Yadtiiausainenisuslaeadesnudes (Attitudes Towards
Beer Consumption) Jadeanusinisiensnduai (Past Band Loyalty) Yadunissuinmnin
U230 (Current Perceived Quality) Yaden1ssunnninsuauan (Retailer Perceived

Quality) Yaduanusinadeduailusuias (Future Brand Loyalty) Tuduades A lngldas

nMylaTIzvianneeanyan (Multiple Regression Analysis)

3.7 B Reda
annnldluisiinsevideya Usenause
3.7.1 AAnugesiuvesyadnny (Reliability of the Test) lngn1sligns

AduUszAnsAseutASani (Cronbach’s Alpha Coefficient) (faen Milwstywn, 2551)

o

n [, 28,

n—1 5 4
k) o WU ALY DLUVBIMUUAB U IR T
4 LY INUUTEAANNIULUUFBUANY
Z“S’ WY NATINANAZLUUANLLUSUT DU eTD
S,

WU AZLULAMNLUTUTIUYDILUUADURINTIIRTU
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3.7.2 @DALWINTIUUN (Descriptive Statistics Analysis)
3.7.2.1 $avaz (Percentage) WWuadnildlunisilSoudisuanuiviesiui

v LY a A o & = 1 [ %4 v 1 X
NRDINIIAUANUDNTDINWILNNA Laetsuily 100 VI’]ﬂWi‘Vi’W’]’]iE]EJaSQ’]ﬂEﬂmi G"lﬂﬁ]’e}‘lﬂu

lﬁl 1 v

Weo P wiu ASaway
f uwnu mnudnsesnsulasliiduansoas
N WU 9UIUANNDNINUA

ANSDUATITLANIAINUMUNVDIALALEIUNTOUI AN LA bUSau e uiule

3.7.2.2 Aedy (Mean) ¥i5aALRae

X = )x

n

= s ' A
We X Wy AeaY
IX UM NATINUDIAZLUUTIILA UGN

W 9uuvesrzkuulungy

3.7.2.3 diuleuunInggu (Standard Deviation) Wunsianisnszany

WeUWNUAE S.D. %158 S

SD. = TX-x)
[ X
\/ n—1
7199
/ . )
sD = [/ o2x - &%)



e  SD. unu Adudeauuiinggu

X LU ANAZLUY
n WY SIUIUATLUULARZ NG
> WU NaTIU

3.7.3 @fiAeayuy (Inferential Statistics)
3.7.3.1 imsﬂzﬁmaaawn@m (Multiple Regression Analysis: MRA) 1Ju
mMensesiteyailomeuduiusseninaiiuysna (Dependent Variable) wilsuys
fushulsdase (Independent Variable) faust 2 daudsiuly daduadnild Tunsvegey
auuAgIumnnauAiuUvilsiegiunednduusmilsld aansadouliegluauns

BadunssgukuunzhuLiu lassil (faen nivddnyw, 2551)

Y = B0+ bl X1 +b2X2+ -+ bkXk

We Y A9 ALLUUNYINTAIVDIALUTAY
Jod) R mmﬁﬂjaaaumiwmmﬁugﬂLLUUﬂzLLuuﬁ‘U
bl .., bk AD UNNUNALLUUMS oAU UTEANDNIS0NN 08D

'
v o o w

FaudsBaseind 1 Bedi k gy
X0 ..., Xk Ao AzuuUSILUTRasy fafl 1 B9 fafl k
k Ao TuIUAILUSDasY
3.7.3.2 IBNIATIVEOUANUAUNUSTE NI IMUTANULATAMUTDETLNNA?

q

niounu loevin1siAsIenAuKUTUTIN (ANOVA) TauufguuednIsnngay Ae
HO : B1 = B2 =..= Bk = 0 iilwufiu H1 : I Bieehetdes 11 % 2 0
(i=1,...k) (Vawn ndvddeyan, 2551)

39



40

AT 3.2: NMTIATIENANUMUTUTIUYRINITUATIZINTOAN DTNV AR

, - HAUINAIN | WAUINAIREDY
UWaIANLUTUTIU | BeAnBdsy 4
d99 (Sum 1288 (Mean F-Statistics
(Source of Variance) (df)
Square: SS) Square: MS)
ArRiGhaLE] k SSR MSR =SSR
(Regression) K F = MSR
MSE
AYVINAAIALAR Y n—k-1 SSE MSE = SSE
(Error/ Residual) n—-k-1
Na3 (Total) n-1 SST

[%
[

NN Aaen MUvdlewn. (2551). A15TATIEAAIN AaAF1#TUNITTTEY (RUNATIN 11).

AIWNN: f\;maqmaimwﬁwmé’ﬂ.

We  k Ao UIUAILUTDESY
n A9 IUIUAIDEY

SST (Sum Square of Total) A® AANLUUSUTIUaVLAUes
Y= z:=1(Yl - }'r)

SSR (Sum Square of Regression) fig AANLUTUTIUVDI Y
ifio99n Bvswaves X0 oy XK

SSE (Sum Square of Error/Sum Square of Residual) A
AAULUTUTIUYRS Y Lﬁaqmﬂamﬁwaﬁluq > _4()

MSR (Mean Square of Regression) g AaREAULUTUTINTEY Y
Hlosndvinares X0 .., Xk

MSE (Mean Square of Error) 9 AaAeANuUsUTINYeY Y
\losandvinadu

F fio Anadfvinaeufifinnsaniinsuantasuu F (F-distribution)

91NNSUGKES HO Wiadn F Adnwiadle daunnnan Fl-, k, n-k-1



3.7.3.3 AnduUseansandunuswuuiesdu (Pearson Product-Moment

Correlation Coefficient) LiteyAuduiusseninemiuls (Uayva flazenn, 2538)

5 A XY= XYF
Irr - her -z

R Ao Adulssansandunusuuuiiosdu
> fio namuvesteyaiiinldainduusii 1 (x)
> fio namuvesteyaitinlsainduusim 2 (v)
> Ao mai'gmaqma@mizmw%’agaﬁmﬂiﬁ 1 uag 2
sX Ao waswidsaeswesdoyadiinldansdiudsii 1
Sy fe manmindsanswesdeyaiialdandiudsii 2
N fD WWIAYRINGNFAIREN
Imaﬁﬁhé’mﬂizﬁwéawﬁmﬁuéﬁﬁﬂagizwdwq ~1< 1 < 1 AMURINYVDIAT 1 AD
SemnauInwazavazdudivsuanisfirniaesrnudunus
A r AfAnduuan vaneds shudsieaesiiauduiuslufinmaietu
fn r fifanduay wneds fulsieaesinnudusiuslufinmenseiudng
dnsuruinvesnUduiuSaNNsanlaIna r Pdusaas

' Aa

A1 r Adegs (Andalng 1) viuneds danuduiusluiamasiediuiay

TdususuuIn
' Al o | v v o A v o a v v
A1 r A8ARN (ATNa —1) nuede danudurusluianIewsInudny
waridunus Uy

A1 r AdAluaug vaneds flanuduiusiuae

A1 r dAdlndeud aneda denuduiusiudes
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a
uni 4
nsaseideya

Tunsnuidesiaseiidmuduiusuardvsnaidsuinvesadonsnansaud
(Branding) Jadudnweaizdsn s (Consumption Information or Instruction) Jadensius
NTENLESUNITUIY095UAIURN (Perceived to Retail Sales Promotions) Uadeviriuza@ne
msuslaapdesiudes (Attitudes Towards Beer Consumption) Yadeanusnfisensd
dueluefn (Past Band Loyalty) Tadenissuinaunindagdu (Current Perceived Quality)
UadunisfuinanmiruAuan (Retailer Perceived Quality) Uaduanusinfsiedudnly

au1AA (Future Brand Loyalty) sisausinadedunides A Tuewenvesuslnaludmin

'
= =

iy ffeld AU ToyadutTudl 1 Sunew 2558 fe Yufl 3 wweu 2558 Tngld
wuvasunudsshuguslaaidanusndreduiides A Tusunanvesfuslaeludminuu
Tunsifiusunadeyanduiedisiilflumsifoatedie fuslnaiiianudnddedudndes A
Tuewpsveusinaludminuiu 91u3u 250 AU ASUKUUABUAUNAUAY F117U 250 40
Andugnsinisneunduuszanns 100%

Tnglerduuszanssanivesnseuda (Cronbach’s Alpha Coefficient) sisil fana
Jademssensndudn (Branding) Wiy 0.728 Manudadednuaiansaa (Consumption
Information or Instruction)iiniu 0.947 Aaudadenisiuinisdaaiunisvigvessium
Uan (Perceived to Retail Sales Promotions)#infiu 0.910 Amaudadeviruzamisionis
U3lneua3asiundes (Attitudes Towards Beer Consumption) wirifu 0.942 fgnutlade
ANuAnFnenTduAluefn (Past Band Loyalty) wirfiu 0.935 maudadenissuinanin

b4 v

Ua30u (Current Perceived Quality) #infiu 0.905 Aanudadenissuiamniniuauan

a1 Aa ¥

(Retailer Perceived Qquality) 1¥1Au 0.918 wazmaudaduanuinaneduailusuinn
(Future Brand Loyalty) l¥inu 0.916 uandyaf s 250 yailiiannuiiesiugs Lied9n
falndlAes 1 wazlusinga 0.65 (Nunnally, 1978) sarunsaumaansludiasiziludunsly

[
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4.1 MmIajudeyamedssensmans

3 o v
Toyahlureneunvuasua
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mlasgvideyaniluvesnaukuuasunuldadmiganssaunlaninIswanuas

AudAnTosay Weesuleisdnuaeluvesiulsteayamiluvesrnauluugeunuds

UENaUAIEY LAl 818 @n1UAIN SERUNIANYY 8lalade uare U AInns1eN 4.1-4.5 fsll

A15197 4.1 ?\‘]”]U’JULL’QS%I@EJ@?UBQQWGULL‘U‘UﬁE‘J‘Uﬂ’]QJ FILUNAULNA

[

WA U (AY) Jovay
Y18 172 68.8
N 78 31.2
U 250 100.0

INMIANYIUNAYDINADULUUABUN HANSANBINUTN HRBULUUADUY

aulug Jumarie S1uau 172 aurdednduiesas 68.8 unnniunAngs Falisiuau 78 Au

wsoRmusovay 31.2

M15T 4.2: TIUIULALTALVDIRMOULUUABUNY TUUNATLDE

21 U (AY) Jeuay
20-30 U 72 28.8
31-40 U 61 24.4
41-50 U 58 23.2
51-60 U 54 21.6
61 Yauld 5 2.0

et 250 100.0

NNIANYINUBYVBILABULUUABUNIN NANISANBINUT ERauluuaeuny

dawlngiieny 20-30 U $1uau 72 Au visedndudosas 28.8 sosawunfe 01y 31-40 U

1 61 au vioAnluseuay 24.4 arvusionnany 41-50 U 91uu 58 au vsednlu




aa

[y

forav23.2 adusionnany 51-60 U §1uiu 54 au viiedndudeay 21.6 uazddiuaniing

91861 VAUl 91wu 5 au vsednduiovas 2.0

M1597 4.3; TIUIULALTALVDIRMOULUUABUNY TUUNAIUADIUNN

AUNN U (AY) jouay
lan 89 35.6
GHE 150 60.0
ne3y/mine/ueniueg 11 4.4
7 250 100.0

NNIANYIANUTZAUNIANYIVDIERDULUUABUNNL HANSTANYINUTN {RoU

wuvaeunNduluglanunmeansa 91w 150 au vseAnluiosay 60.0 sesammRe

Tan 1w 89 Au wieAnludevay 35.6 wazdiivanvhenenirymine/ueniuey S1uiu

11 Au vseAnludesay 4.4

MN5199 4.4 ai’wmuuaz%’aaawm;:imuquaa‘umm FLUNAIUTEAUNTANE

seAuNSAne U (AU) Jovaz
ANIUTEYYIeI 60 24.0
USeyeyes 122 48.8
USeyyln 64 25.6
Usgugeen 3 1.2
9 9 TUIATEY 1 4
T3 250 100.0

IINMIANYINUTEAUNTANYIVBIERBULUUABUNN HANISANYINUI ERoU

wuvaeuauaulugdssaunsanerUSanies 9w 122 au viseAnluiovay 48.8

599R9NAB SEAUMTUTYY I 91w 64 au wiseAnduieuay 25.6 dRufolNTEAU

nsAnwIRININUSIv S1uau 60 Al seAnlluipeay 24.0 ErRURBNNTEAUNNTANY



Usyayien druau 3 au viseAnduiosas 1.2 uaradugarinedun WWsnsey 91umu 1 Ay

seRnuSouay 0.4

M13NN 4.5 TuULaEToarUIRaULIUARUNNY IhunauTelandesiaiiou

a5

s1¢ldadusoiiou U (AY) Jouay
1pen31 5,000 UM 25 10.0
5,001-10,000 U a6 18.4
10,001-15,000 U a1 16.4
15,001-20,000 UM 27 10.8
20,001--25,000 U 33 13.2
25,001--30,000 U 15 6.0
1nnd7 30,001 UmTuly 63 25.2
5 250 100.0

PNNIANINUTEINRRUAOLADUYDIENDULUUADUNNY HANISANYINUIN Hney

wuvaeuauaulugisielamdeseweu 11nnIn 30,001 YulU $rwau 63 Au rseRndy

Sovay 25.2 sa9aaunde s1eldadenaLiou 5,001-10,000 UM WU 46 AU SeRnuSDY

ay 18.4 asuseunselaadssatfou 10,001-15,000 UM 39U 41 AU vSeAaLTY

Sovay 16.4 a9usauelARAYABLABULINAIN 20,001 25,000 UM 31U 33 AU 158

Andudesay 13.2 arvudeunsiglaadssaidau 15,001 -20,000 U 31U 27 AU 50AN

Wudesaz 10.8 drsusiennseldassamau taanii 5,000 U 31U 25 Ay wsenaLdy

Joway 10.0 wazadugavneselamdesiaiiou 25,001-30,000 UM 1 15 AU 138

Aaduseuaz 6.0



a6

M57 4.6; TMUIULALIIALVDIINDULUUABUDN TTUUNATLDITN

218w 97U (AU) jouay
laiflonTn 2 8
SuTyntnUUTENeNTUY 58 23.2
NINIUITFIANA/3UI1¥NNT/ 126 50.4
WUNUITIVNT
gInvdIUAY/ MUY 30 12.0
Hdn/nAne 22 8.8
9 9 TUIATEY 12 4.8

PP 250 100.0

INMIANY U ANVDIHADURUUABUANN HANITANWINUT JROUKUUABUNNY
dlugfindnausgiamia/susvnis/minaeusienis 1 126 au wsednduiovas

50.4 $998911ARDITNSUINY/NUNILUSENLENYY 311U 58 AU viseRnuSesay 23.2

Y

[ 1 a ] 1% [ A a [ v o w ! a aa
an Umamqimmum/mma AU 30 AU WIBAALUUTREAY 12.0 AaNAUABUIDNTNUES/

Y [

PnAnwn 91U 22 AU vseAnuSesas 8.8 wavasusau i S1uu 2 viseAnduy

2

Sovaz 0.8 gavinea1Tndu 9 1w 12 Au wiedndudesas 4.8
4 | < Y a & &) Y
4.2 Aadeuazadnlsavuinasgiussavanafaiiulaguwazlusetade

A ] ‘:4' ) ~ v aa v a1l a Y a ¢
MINN 4.7: ?‘ﬂLQ@'ULLagaQUL‘UHQLUquﬁ]ii"luaﬂgﬂﬁﬁlf\]ﬂmuﬂﬁquﬂﬂﬂ@@ﬁu@qLUE’J? A

luswanvesjuslnaludaminuiuy Jaden1sansndua (Branding)

Hadumsimsadudn (Branding) Mean S.D. SEAMUAUITIU
1. fiieRnindes A dudesinnauidn 4.28 0.78 1niign
2. foweuides A mszdanudulne 3.86 0.88 Tl
3. fFoRnindes A Judeiiynauvouds 3.80 0.83 Tl
4. fHoveades A Wudesdmivauiineldn | 377 0.97 un
iy 3.93 0.68 1




ar

a1 A 14

NaN13ANYINUI Neuegalisziuauivresdedenifinnudnfsedus

o3 A luswian vesuilaaludminuiu Jadenisansndua (Branding)

a a

Tngnmsanegluszauun (x = 3.93) wazillefinrsansiedenuiy deniiaadegeande
Agednindes A Buesiinneuidn (x = 4.28) sesmwnfed@evoudes A nszlinu

Julne (x = 3.86) wazdofnindes A Wudesfivnauseudu (x = 3.80) wazdend

Y

Aedeiande fdeueudes A Judesdmsuaunselsds (x = 3.77)

M13197 4.8: Aadenazaiulssvuninsguvesladenianuinaneduadss A
Tuewan vosruslaaludwminiiu Jadudnuuerisnishy

(Consumption Information or Instruction)

HadednwaiiBnsiu . -
Mean | SD. | s¥fiumIMLIAY
(Consumption information or instruction)
1. fidevouiumdes A uuuvialvg (640. 1a) 372 | 122 1niian
2. foweuimdes A uuumndn (330. ua) 356 | 1.22 10
3. fioveuindes A uuunselas (330. 1a) 3.64 | 122 10
4. fFoveuindes A uuu 1 358 | 1.20 11N
5. foveuudes A uuy 2 3.66 | 1.18 1N
6. fiveudnies A wuu 3 348 | 1.17 1N
7. fdeveuiunides A uvu 4 342 | 115 1N
ey 358 | 119 ann

ansAnwINUI ngusegslisziunuiiuuestadiianuinfredudides A
Tuewan vosuilanludsvinuiu Jadudnunysnnsiu (Consumption information or
instruction) Tnenmsamegluseduann (X = 3.58) uaziilefinnsansedenuin Tefiil
Aadsguanfeddevouiinides A uuuraelug (640. wa) (X = 3.72) sesasunfefdevoudiy
T A WUy 2 (X = 3.66) wadBoweuiudes A uuunszles (330. ua) (X = 3.64) uaxijde
youRsdss A uuv 1 (X = 3.58) uazffdevoufuded A uvuiaiEn (330. ua) (X = 3.56)
uaziorouinies A wuu 3 (X = 3.08) upzdoiifidadomanfoltoveuines A wuu 4
(X =3.42)
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M15°97 4.9: Aadenazaiulssvuninsguvesladenianuinaneduadss A
Tuswianvasjuslnaludaminiiu Yadenssuinmsduasunisvievesiuadan

(Perceived to retail sales promotions)

Uadensfuimsdaaiunsvievesiuaiian . )
Mean | S.D. | SAUAILLIAY
(Perceived to retail sales promotions)

1. greiuuilinardeiles A Waln1sansian 389 | 1.14 HRRVIGH
2. g@ofluwilturzdorlus A WolduSunuiiay

A 381 | 1.10 1N
i AlUsludugeninsiaavanas
3. Jaades A unnduiiledivisansiaiiey 381 | 1.05 Wl
4. gueavgerdes A lusuenilsiagn 372 | 1.00 uN

=
taae 3.81 1.07 un

= ] o 1 Y o < v Ao U Al a v oA f
HaMIAn¥InUd ngufegelusRuanuiuvestdafeninnuinadedunides A
Tuewen vewuslnalufminu Jadumssuinisdaasumsvievessuauan

(Perceived to retail sales promotions) IWEJmWiwagﬂuizﬁUMﬂ (x = 3.81) waziile

f1sansetenuin Jenienadeaanredveiinnliurzyaides A Welin1sansia
(x = 3.89) sosasnAedoiuuiliuvzoilos A WalduSunuiay wu dluslududouin

1%

51P19zanad (X = 3.81) waziRaeiles A inTudielivsansimiiay (x = 3.81) uasdend

A
Y
ALRdemanfeRdeardealles A lusuanilsnign (x = 3.72)

- i A | = o Ao v Al a Y oA ¢
M159 4.10: Anedeuazdulosuunnsguvesdadenianudndeduandes ATy
auAn Yosuslaaludamininy adeviauzaddenisuslnaniesnudes

(Attitudes towards beer consumption)

v v a l 4
Haduimuzanemsuilneiadosiudes . g
_ _ Mean S.D. TEAUAIIY
(Attitudes towards beer consumption)
1. {renudes A nsigyiliaunauiu 3.63 1.12 ly
2. gwemundes A msevinlvsand 3.62 1.12 tly

CRERNER)
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M13°9% 4.10(si0): AndsuazdulosuunnIgIuvestadenianuinasedunides A Ty

auAn YasruTlnaluminuiy Jadeviruzaisenisuslnawmsosnudes

(Attitudes towards beer consumption)

v v a d d
Uadevimusaisiomsuilaanienudes . -
Mean S.D. TEAUAUWIY
(Attitudes towards beer consumption)

3. guenuiles A wmangllsandn 3.67 1.09 )

4. guenules A udrauigla 3.58 1.10 )

5. genuiles A nszanuianela 3.68 1.12 1N

c‘
H5L] 3.65 111 1N
HaMIAnwINUI nguegslisziuauiuuesdadeninuinfdedun

Jes Aluswian vesuslanludwminuiu Jadevimuzadsdonisusinansesnuides

(Attitudes towards beer consumption) Tnsamsaeglusefuann (x = 3.65) waziile

a 1% | v aa a N I = -
Wﬁ]’]imrﬁ’]EJSUE]W'U'J’]SU@WNﬂWLQﬁHq@@mﬂ@Q%@@NLUHi A LW?WSW}W@JWQW@ELQ (X =3.68)

sosaunfegdenudes A mselisandia (x = 3.67) wasiTenu

(x = 3.63) uazhwenuides A ins1wylvsand (x = 3.62) uasteildl

Wed A udrauiela (x = 3.58)

M15199 4.11: Anadekaza udeavunnsgiuvosdadeniininusin

= [

[ v

V8T A LW?WSWWIM?{HH?M"IU

a1

AR

' [ '
o A Y A

ARAYAENADNYDAL

9 kY

yawdys A Tu

aunAn Yasuilnaluiminuiu Jadeanudndsensidunilueie (Past band

loyalty)
Uadeanudindsiensndum . .
Mean S.D. UMY
(Past band loyalty)
1. fweides A naenunluedn 3.58 1.15 1N
2. goAnindes A findndusviindu 3.51 1.10 1N
3. JraRnInazaedinuinaseiies A 3.48 1.15 1N
a. Jegeides A fanululUlindyessnduunte N
o 3.56 1.09
Jes A 8n
&
L8y 3.53 112 un
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nan1sAnwImUI nguegsliszauauivresladeninnusinfsedusn
Jes A luswian vesuilaaluiminuiu Jadeanudnisensiduni (Past band loyalty)
Tnegnmsanegluszauin (x = 3.53) wazillefinrsansiedenuin dondinadegeanferde

Jes A naenuiluedn (x = 3.58) sesaundediofedes A danuduldldnd@ossnduun

¥ 1%
a ! ] s

Fo1dus A Bn (X = 3.56) uazhgernindes A Antudusudndu (X = 3.51) uazteniaady

Y

manfefTefniazsealimnuinddendes A (x = 3.48)

M15°99 4.12: Aedeuazdruletuuinasgiuvesdadeninnudnfdedudndes A lu
awan veaguslaaludminuii Jadenmssuiaunimtagdu (Current

perceived quality)

Uademssuinunmiagiu . .
Mean S.D. FEAUAILAU

(Current perceived quality)
1. Wosuiuidesyiindus 10us A U5av@ 3170
L 3.61 1.12
AN
2. gofndnnun nvandes A asniigviedus | 3.59 1.10 Wl
3. JeAndndes A Suuiliduasinningsndi
L 3.63 1.08 1N
81U
4. 1085 A JANTUINN 3.78 1.00 170

P
(HGL] 3.65 1.08 4N

nan1sAnwIMUI nguiegslissauauivresladeniinusinfsedun
Jes A luswian vasuilaaluiminuiu Jadenissuinanimdagdu (Current perceived
quality) Teennsauegluseiuunn (x = 3.65) uazilefiarsansiedonuin fefilidnade
A N 6 a v v - 4 vd a 1 a o« = ¥ =
gagane 1Wes A Ianudnduinn (x = 3.78) sesawunAegvefnindes A duwiliuagd
Ay A - a4 o U A § oa A € = aa -
AMNINEININENDBUS (X = 3.63) LAzl NIUNULUIVUABDUS WS A UTAYINANI (X =

[

3.61) uazdefifidadumande fdoAninnunnaeades A gandndnedus (x = 3.59)



M131991 4.13: Andesavdlssuuinsguvesladeniinuing

1A

[

IS s

soduAlys A Tu

aunAn YosUslnaludaininy Yademsiuinaninsiumuan (Retailer

perceived quality)

51

Uademsiugamnmiadin

Mean | SD. | sziiupmuwiu
(Retailer perceived quality)
1. {@efninaziailes A 9N unTFuAF19e un
] 374 | 1.03
WU
2. foRninazdoles A lufuiazain 373 | 1.02 ply
3. JaeAndnazdelles A trslufumminiede 3.66 | 1.02 1N
4. gaeavgeiles A aniumndalusludu 3.68 | 096 uN
a
(HRL] 3.70 1.01 an

nan1sAnwInUI nguseglissauauivresladeniinnusinfsedusn

g5 A Tueuan vasuslaaludeminuiu Jadensuiannimiuauan (Retailer

perceived quality) Inanwsaueglussauinn (x = 3.70) uazillofiansansiedonuin

ALRRYgIEnAe Huefninazdealles A 31nsu

19921881 (X = 3.74)

v

UD

A vl a X a o« I v o - 14 L A«
TOIUIABHTDANINVTYDLUYT A Tudruaazen (x = 3.73) LASHTBISTBLUYS A 970

SuUAINIAUSLUTU (X = 3.68) harUaNiALaae

(X = 3.66)

4.3 MAAnTwviteyamuauugiu

JoyaruanuAnviufeliuduladonsninsdud (Branding) Yadednueue

78n13Au (Consumption Information or Instruction) Uadenssunisdaasunisvigves

S1uAUan (Perceived to Retail Sales Promotions) Ua38viAusafRnan1sustnAmIadn

e (Attitudes Towards Beer Consumption) Uadeanuinanensduniluefs (Past

Band Loyalty) U23un155u3naniniagtu (Current Perceived Quality) Uadun155u

i

Pl

Y

i

nangedzioiles A ansumndalusluduy

ANMEUAUEN (Retailer Perceived Quality) Uadeaiusindsedualusuian (Future

Brand Loyalty)
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AN 4.14; nMTATgianduiusduUseansuuuiiesdu (Pearson’s Correlation Coefficient) v04Ua38n1569m51@UAT (Branding) Yaduanuuy

78N13AY (Consumption information or instruction) Jaden1siuinisdaaiunisvigvesiuamuan (Perceived to retail sales

promotions) Jadaviruzanenisuslnalnsesnuides (Attitudes towards beer consumption) Jadsauinanensaunilueds

(Past band loyalty) Uaden1ssuiamnimdaguu (Current perceived quality) Jadenissuinanimsuauan (Retailer perceived

I a

quality) Jadeanudnfsedualusuian (Future brand loyalty)
nssui | vimuead QUPriTH
Combac | msna | dnwais | msduadu | soms | mudnd | mstud | amuam | eawdnd
Variables Mean | S.D. h’s a; | BMs | asve | WElam | dems | Auuaw | SuAn | dedum
Alpha | Buf | fu | veshud | wdesdn | Auf | deqiu | Udn | luewem
Udin O3
nSRIATIALA 3.93 | 068 0.728 1
dnwaurIBnsiu 3.58 | 1.19 0.947 | 661" 1
NN33UINTANESTUNTUIEVDS
; 381 | 1.07 - -
Uéin 0910 | .592 716 1

({1m1519610)




M5 4.14(A0): MTIATIZRENdUNUSAUUTEANSIL U S (Pearson’s Correlation Coefficient) vastladun15@insa@uan (Branding)
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Jadeanuagdsnisau (Consumption information or instruction) Jaden135u3nsdaaiun1svievessuaUan (Perceived to

retail sales promotions) Uadeviruzafsion1sUTInAATRNLTLS (Attitudes towards beer consumption) Yaduaausinase

nyauAluedn (Past band loyalty) Uadenisiuinanmiagdu (Current perceived quality) Yadenissuiamninsiuayan

(Retailer perceived quality) Jadsanusinaneduailueuinn (Future brand loyalty)

nsvu3 | virusAd U3
Combac | nsns | dnwaiy | nmsduau | doms | arudnd | n1s3ud | amnm | mwsind
Variables Mean | S.D. h’s @51 | WMI | aswe | WElaa | demsn | Aeumw | S | siedum
Alpha | Aufr | fu | wediudn | edewdn | Auf | equ | Udn | Tueuiem
Uadn RTEH
ViauzaRnon suslaaaIesiy | 3.65 | 1.11 0.683 | .784 710 1
0.942
AuSnAsens AU 353 | 1.12 0935 | 669 | 762 702 | 893 1
nssuinunmilagiiu 365 | 1.08 0.905 | 698 | 777 707 | 871 900" 1
Ms3usRanmLAUEN 370 | 1.01 0918 | 677 | 695 723 | 806 801 | .837 1
musndsensdudiluewian | 3.61 | 1.07 0916 | 658 | 771 713 | 847 869 | .884 | 805 1
** fidfudAmeainfiseiu 01

o
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NENTNN 4.14: aunsaeSueanuRgIunaclila

I a v I

AuUAFINTD 1 N15AIMIIAUA (Branding) AuAnudnfseduades A Tueuian

vosusinaludwmdninug danuduiusiuludeuin nran1sImTennudl N1sAmaaum

[ 1

(Branding) fiumnusnaseduades A Tuewen veauslaaludwinuullannuduiusiu

[y

Tu@auan (Pearson’s Correlation = 0.658) ageiltadAyneadfnszau .01
auuAgIuYe 2 dnwairiSn1sA (Consumption Information or Instruction) fiu
Anudndreduales A Tuewen vasguslaaludandnuiu Tanuduiusiuludeuin an

HANITIATITANUIN aNwaEIoN15AL (Consumption Information or Instruction) fiuAa

IS L v 6

fndseduandes A Tueuan vesufuslaaludaminui danuduiusiulugauan

o w a

(Pearson’s Correlation = 0.771) sgslitydAgyn1sadanseau .01
auuAgute 3 n155uimsdeasunisuevesiuAUan (Perceived to Retail Sales
Promotions) fiuanusinasieduaides A luewan vesuilaaludwminuiu danuduiug

Muludeuin Mnuan1siaTeinud nsfuimsdsasunisvievessualan (Perceived

a1 a 14 =

to Retail Sales Promotions) fiuanusinasieduaites A luswian vesusinaludminuiu

'
o w aaa [y

Hnudunusiului@suan (Pearson’s Correlation = 0.713) ag1diledAgynNananszau
.01

auuAgIute 4 viruzadonsuilnawsesuiles (Attitudes Towards Beer

a1 a 1% =

Consumption) fiuAuinaseduaites A luswian vesjuslaaludminuu i
ANNdNTUsAUlTUIN INNaNITIATIEINUIY Tirugafdon1susinansesnudes

(Attitudes Towards Beer Consumption) fiuausindseduades A lueuian vewuslan

[y 1 a S v o

Tudminuu danuduiusiuludsuin (Pearson’s Correlation = 0.847) agsdidudnAgy
ngadfAnTzau 01

auuAgIuYe 5 Anudnarensiduailuedin (Past Band Loyalty) fuaanusindsie

a ¥ =

aurndes A Tueuan vesuslaaludaminuiu danuduiusiuludauin 91nkanis

a (3 1 v A a 1% U v a A 1% =l [
AATIERNUI ANUANANDAIIAUAT (Past Band Loyalty) Auanusnaneduandes A lu

IS L% v 6

auan veuuslnalufminu dauduiusiulu@eauin (Pearson’s Corelation =

'
o w aaa [

HedAgyneananszau .01

! a

0.869) 98194l

auuAgute 6 n133uiamn nagdu (Current Perceived Quality) fiuAnasindse

aunndes A Tueuan veufuslaaludaminuiu danuduiusiuludauin 91nua
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a1 Aa 4

NFIATIEINUI1 NMssuiamnmiagdu (Current Perceived Quality) fluanuinAseadwen

(% [y 1

= 6 YV a = U U & o a y
o3 A lusuan vasuilaaludminuiu Ianuduiusiuludauin (Pearson’s

'
o w aaa (%

Correlation = 0.884) agsiltisdAgnisadanszau .01

auuAgIude 7 MsTuinunInsuAUEn (Retailer Perceived Quality) fluaay

v a1 a

fndreduades A Tueuien vesusinaludwminuiu Tanuduiusiuludeuin anwanis

a1a ¥

WATIEINUI MITuIRMAMIUAUAN (Retailer Perceived Quality) Aumnusinfnedun

= 6 v =Y % 2 1 = U U & o a )
\Jes A lusunan vasuilaaludminuiu Ianuduiusiuludauin (Pearson’s

Y o

Correlation = 0.869) agnsflded@rAmsadnnNseau .01

o

4.4 MFATITANULUTUTIU (ANOVA)

M54 4.15: M3 1AS1EiAULUTUTIL (ANOVA) Jadun1smans @udn (Branding)
Paddnuaiz3in1shu (Consumption information or instruction)
Uadun1siuinisdaasunisvievessiumuin (Perceived to retail sales
promotions) Yasderiruzairensuslnarsesiiudes (Attitudes towards

beer consumption) Yaduanuinasensidualusia (Past band loyalty)

¥

Uaden1ssuiamnmdagdu (Current perceived quality) Jadenissusnanimn

¥ v

Uadunisfuiamnmiuauan (Retailer perceived quality)

[ a 1%

Yaduanuindseduailusuian (Future brand loyalty)

Sum of Mean
Model df F Sig.
Squares Square
Regression 190.142 7 27.163 | 167.939** 0.000
Residual 38.495 238 0.162
Total 228.636 245

N v o w

*lydAyn1sedanszau .01

dl a L3 1 U o L QQdI
NPT 4.15 HamMTiaTzvianuLUTUTIULaNATed Ay sainniseau .01

nanfe AUaden15RIRI1AUAT (Branding) Uaduanwuzisni1shu (Consumption
Information or Instruction) Uadun1sfuinisdaaiunisuevesiuauan (Perceived to

Retail Sales Promotions) JadgviFiusadnan1suslnamIasnuides (Attitudes Towards



Beer Consumption) Jadaausinanensiduailuedn (Past Band Loyalty) Yadun1ssus
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[

Y

An MU (Current Perceived Quality) Jadan1siuinanmsuauan (Retailer

v a

Perceived Quality) Uslladenadimasoniusinge

pduAdes A luswian vewuslaaly

Jarinunu Advdnanemiuusnufe Anudnaseduailuouian (Future Brand Loyalty)

INSIZAEWUIIAN Sig HvinAy 0.000 ansin fakdsdaszegnetes 1 fllauduiusiusi

LUsnu

4.5 mylnswinuanneedainvga (Multiple Regression Analysis)

A159 4.16: MTIATIwRALaRneLIBMYAnYeIdadun1TRImTIAUAT (Branding)

Uaduanuwalzisn1sau (Consumption information or instruction)

Uadenisiuinisdaaiunisvievesituauin (Perceived to retail sales

promotions) Uadeviruzainenisuilnawpsosnuides (Attitudes towards

beer consumption) Yaduanudnasens@ualusia (Past band loyalty)

Uaden1ssuiamnmdaguu (Current perceived quality) Jadanissusnanimn

§r1uAUAN (Retailer perceived quality) Jadsanudnfneduailueuian

(Future brand loyalty)

Constant (a) = 0.141

Dependent Variable: anusndsedudluauian (poSum), R = 0.832, R’ = 0.827,

Independent Std. Tolera
r B t Sig. VIF
Variable Error nce
(Constant) 163 | .867 .387
N -331| 741 | 450 | 222
Ja38n1579951@UAT (BrandSum) 658 | -.013 | .059
1
o 231 | 021 | 302 | 331
Ja3ganueadzIon15ay (ConsSum) 771 | 112 | 045
8 q
Uademsuinisdaaiunisneves 132 | 186 | .383 | 261
oo 713 | 057 | 043
suAUan (PercSum) 5 2

CRERRER)
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A15N9 4.16 (sie): MTIATIRIANNIRnReBYAnYeIlaTen13AmIELAT (Branding)

Yadudnwuzisn13au (Consumption information or instruction)

Uadenisfuinisdaasunisuievesiumuan (Perceived to retail sales

promotions) Jadeviruzainan1sustnamInsnules (Attitudes

towards beer consumption) Jadsamuinasensiduniluefa (Past

band loyalty) Jaden1ssuiamnmiagdu (Current perceived quality)

Uadenisfuiamnmiruauan (Retailer perceived quality) Uademay

a 1

Ananedurlusuian (Future brand loyalty)

Dependent Variable: ANMUANAFBAUAT L UBUIAR (IpoSum), R = 0.832, R = 0.827,
Constant (a) = 0.141

Independent Std. Tolera
r B t | Sig VIF
Variable Error nce
Yaderiauzainonisuslnansesny 153 | 127 | 155 | 6.44
. 847 | 103 | .065
WUeg (AttiSum) 0 0
Javsanuinnrens1dunluann 3.32 | .001 138 | 7.24
869 | .238** | .067
(PastSum) 1 7
Uademssuiaunmiagiu 508 | .000 | .136 | 7.35
884 | .367** | .073
(CurrentSum) 2 7
Uadenisfuinaunimiruauan 214 | .033 | 243 | 4.12
.805 116 057
(RetSum) 6 0

v o w aaa

*odnAgyn1eadfinszeu .01

91NM1599 4.16 ausaeiuleaunRgIunsalll

[

A9t

PNMTIATINANLANDDELTINYAL (Multiple Regression Analysis) Aae/35 Enter

WU AUsAuEINsaneInsalmUAnAseduAlueuAm (Future Brand Loyalty) Wazia

nsiaIzasiulaan Jaduanuayisnishu (Consumption Information or Instruction)

(Sig = 0.021) Yadvanuinasiensidualusin (Past Band Loyalty) (Sig = 0.001) Uadunns

v Y

Suinnunniagiu (Current Perceived Quality) (Sig = 0.000) uazladen1sfuiannm
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$1ufUan (Retailer Perceived Quality) (Sig = 0.033) fszdutiaddeydi .05 uansinilade

a1 a 14

TINANEINITaNYINTIANANAREAUATIUBWIAR (Future Brand Loyalty) laneadfedis
Hiled gy

Tuvariitlasenisians @ud (Branding) (Sig = 0.741) laifissutud Aty WAN9T
Yaduasnanldamisanensalanuinaseduarlusuias (Future Brand Loyalty) lanis
adnegaiiudfgy arduseutadensiuinsduaSunsvigvesiuauan (Perceived to

v o o

Retail Sales Promotions) (Sig = 0.186) laifiszautipdfny wansindaduasnanliaunse
wynsalAMUANARaAUATlUsWIAA (Future Brand Loyalty) lannsafifeeeiltbdfny waz
Tadensiuinisdaaiunisvevesiumuin (Perceived to Retail Sales Promotions) (Sig
= 0.127) ldfisgrutedfny wansintadeaenanluauisaneinsalinusinaneduniiu
aw1An (Future Brand Loyalty) lévnsadfegnafifedday nanledn fudsifisruns
wennsalfiaviande dadenssudnanmilagiiu (Current Perceived Quality) Tngilen
Sulszavsannosvassmensalviiu 0.884 sesawunie Jasuanudnidonsaudiluein
(Past Band Loyalty) Aduuszavsanassvesianennsaiviniu 0.869 Tadenisiuinaunm
£rudUan (Retailer Perceived Quality) mduUszansanassvsdaneinsalivinfu 0.805
Hadudnuaiz3in1sma (Consumption Information or Instruction) AduUssansanaeeves
Fanennsaliviiiu 0.771 mudsu faudsi 4 §ail aansosauesuismuulsUsiuues
AMNANAReaUA1lUBWIAA (Future Brand Loyalty) la3ewag 82.70 Wialisnuraneinsal
Yovaz 82.70 wazilmnuaaiairdeureInIsneInsalil £0.163 Fsfisvanunsaaiisaunisnis
anaeglawail

Y (rudnfneduniltueuian) (Future Brand Loyalty) = 0.163 + 0.367 (Yadunns
Suiamun1mdagdu) (Current Perceived Quality) + 0.238 Jadeanusinisensiduluain
(Past Band Loyalty)

Mnaunsiduiazdiulan

dufintladunisiununimdlagu (Current Perceived Quality) 1 nngluvaizd
Podedu q afienusniredudiluewian (Future Brand Loyalty) szifiuduidu 0.884
e

[

awnnladeanudnfsonsidualusia (Past Band Loyalty) 1 v Tuveaei

a1l a v

Jodedu 9 asil ausnidedudluewian (Future Brand Loyalty) azsiin@iudu 0.869

MUY
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fifintiadenisiuinanwiuiuan (Retailer Perceived Quality) 1 miae Tuma
fidadesu q Al mudnisedudlusunan (Future Brand Loyalty) szifindudu 0.805
e

Fufinadednuazdsnisiu (Consumption Information or Instruction) 1 %
Tuvauziitasdy 9 asfinusniisiodudlusuian (Future Brand Loyalty) Jzifis iy
0.771 g

NeN597 4.16 Jadudnwaiedinisiu (Consumption Information or
Instruction) Yaduausinfsensidudiluedna (Past Band Loyalty) Ya3unmssuinanin
U3 (Current Perceived Quality) Jadan1siuinnnimiuauan (Retailer Perceived

v v

Quality) finnuduiuslusuiniuanuinaneduailusuwias (Future Brand loyalty) 114

aa 1 =

annegelitudAyseau .01 muaiau d1uladunisfnsiduan (Branding) wazUadanis

o

SuimsdaaiunisugvesiuAUan (Perceived to Retail Sales Promotions) Jadeiirug

=} A [

ARRENISUSLNALAS aeRuLdys (Attitudes Towards Beer Consumption) lifianudusiuslu
WuanfuAuAnAReauATluauIAn (Future Brand Loyalty) nsatinegnslufidedfny

NP7 4.15 annsoeSuieausigruiiaalild fail

aunRgiude 7 dadunsiansidudn (Branding) Jadednwmziimsia
(Consumption Information or Instruction) U3 1s¥uinisdaasunisuigvesiuauan
(Perceived to Retail Sales Promotions) Jadiirugafinenisuslnanioshundes
(Attitudes Towards Beer Consumption) Jaduanusinfsensiduailuesna (Past Band
Loyalty) Yadenissuinanmiagdu (Current Perceived Quality) Jadanissuinanm
F1uA1UAN (Retailer Perceived Quality) fgnunangnsalnuinaneduailuauian
(Future Brand Loyalty)

HANSNAFBUANNFATIUAD BauSUaNuRgIu vuned ustliieeladenissuinaunm
U29Uu (Current Perceived Quality) (B = 0.884) Yaduarusininensi@uan (Past Band
Loyalty) (B = 0.869) Uadunssuiannmiududn (Retailer Perceived Quality)
(B = 0.805) #adudnwnrASn15An (Consumption Information or Instruction) (B =
0.771) wagdlsnuranensasauanacneduailuauian (Future Brand Loyalty) o818
toddmeadnfisedu 01 daudadonisiangidudi (Branding) wagtadunisfusmsdaesy

o

N1591898951UAUAN (Perceived to Retail Sales Promotions) Ua3gyidusARfanIsUINA
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ww3oshudes (Attitudes Towards Beer Consumption) llflsnunanensainnusndse

audluewian (Future Brand Loyalty) egnafiifudndnisadafisesiu .01
agUnaeINAadt 4.15 Jadunsiuiaanimilagiiu (Current Perceived Quality)

(B = 0.884) Yaduausininensidudnlusin (Past Band Loyalty) (B = 0.869) Jadanis

[y

Uinan M IUAUEN (Retailer Perceived Quality) (B = 0.805) Jadudnuwaizismsiu

a1 A g

(Consumption Information or Instruction) (B = 0.771) finasienusinfdedudluouinn

CC)

(Future Brand Loyalty) nsadAegslitisddgnisananszau .01

4.6 MmyAnTeideyady
Collinearity Manefia aniAnanduius (Correlation) fuesseninefulsdasy
TuizﬁuﬁawﬁwgﬂLﬁ'ammﬁmi’wﬁﬁw Multiple Linear Regressions @iuMulticollinearity
fo Tlanduiusiuessewinsfuusdassannny 2 saauly (‘Collinearity”, 2012) e
vinefls anmdinguuessnuusdasyluaumsiinruduiusdeiunag iy
Iuﬂszﬁﬁmmmaammé’uﬁuéﬁmqﬂ (High Multicollinearity) agiinavinliAaAIulal
Aldfideauuluanmiuwiaielgmides Multicollinearity fa1vnainvun (Degree)
YoIrUFULS drawnanuduiusiadesfididedn dmuaaglidesuuluan
Aiuiasanndn i lunsdwszeidae Multiple Linear Regressions faudsdase
Azaeslidanuduiusiuewseluiia Multicollinearity (Cohen, 1977)
N15M329a0U Multicollinearity agldan Variance Inflation Factor (VIF) %358
fin Tolerance v3aAn Eigen Value fhlamnilefld Inefinasinsnsiaaaudiil
Variance Inflation Factor (VIF) A1 VIF flwnzasldmsiiu 10 maiiuniiduansin
frUsdaseiinudunus U
Tolerance ¥nA1 Tolerance < 0.1 (“n1skaluswnsy SPSS for Windows”, 2555)
%39 Tolerance < 0 (O’Brien, 2007) ua@awi1 LAn Multicollinearity

a a1

Figen Value n@n Eigen Value ffiunndignilan B 10 uanain

9

\nAMulticollinearity

[

] % a o dy a 6 . . = dy
ANTUNUIYUNANITILATIEN Collinearity UANU



A7 4.17: M155I9dauUA Collinearity ¥asdaulsdasy
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quality)

fulsdase Tolerance VIF

Yaden15nens1d@uai (Branding) 450 2.221
ﬂﬁ]ﬁaﬁﬂwmﬁgmiau (Consumption information or

.302 3.314
instruction)
Uadenisiuinisdaasunisvevessiumuin (Perceived

.383 2.612
to retail sales promotions)
Haderirueafnenisuslnansesiaundes (Attitudes
towards beer consumption)
Yaduanuindnensiduailussa (Past band loyalty) 155 6.440
Uadun1ssuiaanmdagdu (Current perceived quality) 138 7.247
Uadunisiuinaunmiuauan (Retailer perceived

136 7.357

HANITIATIENAINGTIN 4.16 WU AN Tolerance NilAoeianae 0.136

Felalinndn 0.1 viean VIF Adunniian fe 7.357 atdeendn 10 uaneii dudsdaselid

ANNENNUSAUMSoliAA Multicollinearity HuLe9



AN 4.1: wunAetadeNdenuduiustazdnsSnasemuinfasedurdes A Tusulinnues

Austaaludamdniu

J998n15R9MS1AUA

H1: B = -0.013, r = 0.658

R R IARRGEY

H2: B =0.112, r = 0.771

Uaden1ssuinisdaaiunisvieves

SuPUan

AnuinAneauades A lu
H3: B = 0.057, r = 0.713

auAnveIusiaaludmin

U

Ja9g9AuL ARNBNITUSLAALASBIAL

Ha: B = 0.103, r = 0.847

Ja38ANUANARRTIAUA I UDAR

H5: B = 0.238%, r = 0.869

Uademssuiaunmiagiu

He: B = 0.367*, r = 0.884

Uadunissuiaaunimiruauan

H5: B = 0.116, r = 0.805

= %

nunedls ddvdAynsadanszau .01

a a A A LY

MUY LDVBNANTOUANUFUNUSLULTIUIN

v

Iaa a

neDe iddnSwavsaliiianuduiusludauin

v




=
uni 5
ajuna aAUTIEHA Uastalaulue

9 s A

nnUszasALiiofnwidadenisfamsndum (Branding) Uady

(%
[

nsdnudelundil
&nwaug35nsfisl (Consumption Information or Instruction) Jadunnssuinisdaaiunis
1890957UAUAN (Perceived to Retail Sales Promotions) JadeviAuzafnanisuslam
\3nshuLdes (Attitudes Towards Beer Consumption) Jademnusndsensidudluefis
(Past Band Loyalty) U3dun1s¥uiamn1ntlagtu (Current Perceived Quality) Uadunisius

AMNMIIUAUEN (Retailer Perceived Quality) Yadeanusdndsedumluesuian (Future

a1 a 14 =

Brand Loyalty) sieanusindseduanies A Tueunanvesusinaludwminum Feidela

o =

nmsiudeyalaglduuuaeunudiuiu 250 ga antulsideyailannuuuaeuniy

Y

(%
=]

a ¢ v °o & aa a v Y v
Wasgimelusunsudusagunsatiananisiduasulamail

5.1 aquna

o w

nsisendailla@nuntiaderiandn tdun Jasonisfmsndudn Branding) Jase
&nwaig38n13Au (Consumption Information or Instruction) adenssunisdaaiunis
1890957UAUAN (Perceived to Retail Sales Promotions) UadeviAuzafnanisuslam
w3oshudes (Attitudes Towards Beer Consumption) Haduaausindsensiaud-luedn
(Past Band Loyalty) Yaden1siuiamun ntagiu (Current Perceived Quality) Jadunisiug
AUAMSUAUEN (Retailer Perceived Quality) Uaduanusindsiefiualusuian (Future

a1 A 1% =

Brand Loyalty) sieanusinaseduandes A lueuenvesiuslnaluiminu lnegneu
wuvaeuaualng dumaye 918 20-30 U dauninausa n1sAnwseiuUiyaes
selfiadssoidiouunnndi 30,001 vwiuly odwmdneusgiamAa/sumens/minau
115 HAMIANW AT EIANNRT Y NunauRgIuTinalanun 7 9o o 7

(%
[

TolinagausuativayuauufgIunaly daad
a 1) & a v . Y] U Al a Y a ¢
auuAgIuTe 1 N13AWIIAUAT (Branding) Mumnuindsieduades A lusuan
vasuslnaludamininy danuduiusiuludeuin
HANSNAADUALNFATIY AD HaNFUALNFATIN U8 N15AINTIAUAT (Branding) fiu
AnuinadeduAles A luewan vewiuslaalufminun dauduiusiuludauin ag

NrvdAyneananszavu .01
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AuuAgIuYe 2 dnwarISnsA (Consumption Information or Instruction) fiu
Anudndreduales A lueuen vasgusinaludamdniig dauduiusiuludauin

HANISVAFRUANNAFIY Ao BaUTUANNATIN N8B dnvaeIsn1AY

a 1A 1% = s

(Consumption Information or Instruction) AuAudnAneduAdss A Tusuian v89

Austaalufwminun Senuduiusiuludauinegilduddgmieatansedu 01

o

auuAgIuTe 3 N155uinisduasun1suevesiuAIUAn (Perceived to Retail Sales
Promotions) ffuausinasieduanies A luewan vesuilnaludwminiiu danudusius
flugauan

HANSNAFBUANNFATIY A Ufiasauufgnu vunefs n1sfusnsdaaiunisuneves

a1 a 14 =

SnumUan (Perceived to Retail Sales Promotions) fuanunn@asaguadss A Tusunam

'
aa

voaustnaludwmininug Tanuduiusiuludeuin egradifeddgymneadifnseau .01

o

auuAgIuYe 4 VimuzaRsenisuslneaiasiudes (Attitudes Towards Beer
Consumption) fiuauinasedudles A Tueuian vesuslaaludaminuu
Heuduiusiuludsuan

NaNIVIAAeUANNATIU Ao seNFUALLATIL N irugafdenisuilnaaTosiy

T8 (Attitudes Towards Beer Consumption) fuanusinaneduades A Tueuian ves

'
o w aaa

Austaaludawdinuii danuduiusiululann egraldeddgnieaiinsedu .01

a0

auuAgude 5 Anudndrensiduailuesn (Past Band Loyalty) fuadusinisie
a % a I3 YV a v 'y 1 a U Y 6 a
auandes A Tuewan vewuslaaludwinun Jaduduiusiuludeuin

HANSNAFRUANNATIU AD BoUSUANNATIU viuneds AmnuinfAsensdualuane

a1 a 1% =

(Past Band Loyalty) fuanusinasieduandes A luewian vewuslaaludwminu i

aa

AMNdRUSAUlwTsUIn egrlidedAynvananszdu .01

auuRgIuTe 6 n135uianun1nagdu (Current Perceived Quality) fiuAinusindse
a v a I3 Vo a Y (v 1 a LY Y] & a
auandes A Tuewan vewuslaaludwini danudniusiuludaun

HANSNAFBUALNFATIUAD BausUaNLRgIY vineds n1ssuiamunnlagiu

v a1 A

(Current Perceived Quality) ffuausinasedusides A lueuian vasuilaaludminuiu

'
o w aada (%

Janudunusnuludeuin sgnelitedAunisddanseau .01

]

auuAgINTe 7 n133uiamnIniuAUan (Retailer Perceived Quality) fiuad

v a1 a6

fndideduandes A lueuan vewufuslaaludminu danuduiusiulugauin
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HANNSNAFRUANNFATIUAD vauSuaNNAgIY vineis n1sfusamnmIuAUan

<9 Y

v A

(Retailer Perceived Quality) fuausinasisduaites A luswian vesuslnaludwminuiu
firnuduiusiuludaun sgnadifeddaneadaiisesu 01

aunfgiude 8 Jatuniskenadudn (Branding) TadudnumzAsnisiy
(Consumption Information or Instruction) Uadun1s¥uinisdaaiunisugvesiuaan
(Perceived to Retail Sales Promotions) Jadsiirugafinenisuslnanioshundes
(Attitudes Towards beer Consumption) Jadsanudnfsensidualuesna (Past Band
Loyalty) Uaden1s3usnan1ntagiu (Current Perceived Quality) Uaden1ssuiananin
§7uA1Uan (Retailer Perceived Quality) figunanensalneanusnaneduandss A lu
auAn YasRuUTlnAluTminuu

HANSYNAHBUANNATIU AD HaUSUANNAIU unede weidiiiesladeanyaedsng
A1yl (Consumption information or instruction) (Sig = 0.021) adarusinfsensidudly
afn (Past Band Loyalty) (Sig = 0.001) Jaden1siuiaaunmiagiu (Current Perceived
Quality) (Sig = 0.000) kazUaFan133uIAMAINTILAUEN (Retailer perceived quality) (Sig
- 0.033) fszdutivddnd .05 dudafonsiansAud (Branding Jadatenisiuing
duaSunisuevesiuA1Uan (Perceived to Retail Sales Promotions) uazladeviauzasise
msuslaaedesiudes (Attitudes Towards Beer Consumption) lifi§nunanensalse

o w

AMNAnAReduA1lusuIAs (Future Brand Loyalty) agnsditiudrAgyvisedia

NnausRgte 8 Yadeiifinnuditusdenuindedudlusuian (Future
Brand Loyalty) () adednueaiz3in1shu (Consumption Information or Instruction) Jade
ANUANFrenTIduAluefn (Past Band Loyalty) Uadenissuiamnintagdu (Current
perceived quality) Jaden1ssuiamnmiruauan (Retailer Perceived Quality) @131156
aSunemsasuulasesausnidedudifes A lH 82.70% Jausaardouvesnis
wensaid +0.163 awnsndeuliieglugauniadadunsidusuasuusnnsgld fod

Y (rudnfneduailueuian) (Future Brand Loyalty) = 0.163 + 0.367 (Yadunns
Suiamun1mtagtu) (Current Perceived Quality) + 0.238 Uadpmnudindnensiduailuesn

(Past Band Loyalty)
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5.2 Meiusera

nsAnweEestladunisimsiaudn (Branding) tadudnuaizisnsiuy
(Consumption Information or Instruction) Uaden1suinisdaasunisugvesiuauan
(Perceived to Retail Sales Promotions) adeviruzafisienisuslnawniesiudes

(Attitudes Towards Beer Consumption) Jadeauinfanensauailueds (Past Band

LY v Y

Loyalty) Yadenisiuinaunimiagdu (Current Perceived Quality) Jadanissuiaanm

a o v ¥ =)

F1uA1UAN (Retailer Perceived Quality) fg1unanensalneanuinaseduandes A Tu

=]

awan veauilaaludminu fussiuiniauladnedusenadisil

P a Y a ¢

auuAguYe 1 Jadun1snmsndud (Branding) duanusinadeduandes A lu

]
v v o w aaa

auan veaustnaludwminu liflenuduiusiuludeuin sgalifidedAgynieadiann .05

o

o a

HAN1IVAFRUMNALLAFIUInENTIATIsRANdIUTEANTanduiusSLUULeSdunud Uade
N3#aR13UAT (Branding) fuanusindsedud il A luswian vesfuslaaludminuiu

' Ao o W aad = 1 Y y) a Aoy ) & a v
ag  Atddgyneadan .01 Jaliaenndesivanugiunasld lnetadenisansndus
(Branding) tJusiuUsdase Fedonndatnadnsanuideves Smith, Cukier & Jernigan (2014)

[ 1 P 1%

WUIENWEA1Y NfvIeREndundeasideiieliandndnyasmaitiuiuasdunle

uaidav v

a Y « [ YY) & a Y a < & o
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