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ABSTRACT
The purpose of this paper was to examine the independent factor positively
influencing brand purchase intention towards luxury bags of consumers in Sukhumvit area of

Bangkok. Those independent factors including brand awareness, perceive quality, brand

image, brand associations, brand fondness, brand attitude, consumer brand identification,

consumer-based brand equity positively impacting brand purchase intention towards luxury
bags of consumers in Sukhumvit area of Bangkok. Total samples of 243 respondents collected
with survey questionnaire by people who lived in Sukhumvit area of Bangkok. Almost all
were females with the age between 18-24 years old, singles, and having bachelor degrees.

Most of them were working in private companies with the largest group of income range was

less than and equal to 50,000 baht. They purchased a new bag in 1-5 times per year, they

could buy a bag in less than 50,000 baht and the most favorite luxury brands was Louis

Vuitton. The data sets utilized descriptive statistics and multiple regression analysis. The
researcher found that consumer-based brand equity (3 =0.399), consumer brand identification
(B =0.224), and brand awareness (3 =0.147)accounted for 73.3% positively impacting brand

purchase intention towards luxury bags of consumers in Sukhumvit area of Bangkok with

statistical significant at .01.

Keywords: Luxury bags, Consumer-based brand equity, Brand purchase intention
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CHAPTER 1

INTRODUCTION

1.1 Rationale and Problem statement

In the present day, we all have economic problems which are not flexible, the
researcher mentioned that luxury products such as clothes and accessories have been

growing rapidly and people gave attention to luxury products. In 2017, revenues of

luxury brands were valued at 320 billion dollars and they expected it will be

continued to increase rapidly every year. By 2020, the revenues will increase to $350
billion (Claudia, 2017). Luxury goods are purchased by people who are wealth,
accomplishment, success and identify social status. Reasons for a purchased luxury
product are social value and culture (Mamat, Noor, & Noor, 2016). However, luxury

brands presented by fashion such as clothes, bags, and accessories can be reflected in

consumer’s lifestyles. Luxury brands were sustainable based on consumer's thought
such as ethics and altruism. On the other hand, some people saw luxury brands as a
symbol of wasteful goods which are unnecessary and over-priced (Arrigo, 2018).

In the luxury product market, luxury bags were the one of the most fast-
growing compared with any other goods. These high priced bags are supported by
fashion enthusiasm especially women. Even though the slowing down in the

economical world had occurred, luxury brands remained a strong performance and

rising economic growth in the present day supported by luxury goods. According to

the global luxury handbags market, a challenge from copy and fake products, non-



luxury brands which could slow down market growth. In the Asia Pacific was one of

the biggest markets of luxury bags because Asian people prioritized their image by

consuming good looking kinds of stuff. The luxury market trends mentioned that 80%

of the consumers decided to buy luxury bags because they like a premium quality of
the product, they feel confident when they carrying luxury products, it was trendy,

had good looking, presented their own lifestyle, and they believed in brands (Arienti,
2017).
1.2 SWOT analysis

In the present day, people turned their attention and consumed about luxury

brand. In this SWOT analysis table will show the different information about popular

luxury brand such as Louis Vuitton, Chanel, and Balenciaga.

Table 1.1: Louis Vuitton, Chanel, and Balenciaga SWOT analysis.

Louis Vuitton Chanel Balenciaga
Strengths 1. Strong quality in 1. High value and | 1.Iconic reputation.

products. the most valuable | 2.Big group
2. Attractively designed | brands. supported like Gucci
and outstanding. 2.Very high 3. Large store on
3.Had own uniqueness. | "EVenue website.
4.Products designed by 3.Classic,
the top famous designer comfortable, and
of the world functional style.

(Continued)



Table 1.1 (Continued): Louis Vuitton, Chanel, and Balenciaga SWOT analysis.

Weakness

1. High price of products
and specific market.
2. Lack of sensitivity to

foreign cultures.

1. Not the prime

focus when
compared with
other exclusivity

brand.
2. Limited market

growth cause of
other premium

brands.

1. Seasonable
product.
2. Competitive

market.

Opportunities

1. The growth rate of

luxury markets was 4
percent per year and it is
good opportunity to

expand the brand.
2. Increasing number of
working women and it's

create a chance for

increasing revenues.
3.Rise in per capita

income and it reflected

1. Work on E-

commerce and
make it strong to
increase market
share and

revenues.
2. Increase and

show potential in
emerging market
and move from

saturated market.

1. Follow the current

trends by using new

technology and e-

commerce.

(Continued)




Table 1.1 (Continued): Louis Vuitton, Chanel, and Balenciaga SWOT analysis.

the requirement of

consumers

3. Create new

products and
services to adapt
with young

generation’s

lifestyle.

Threats

1. Counterfeit products

could decreased market
share and negativity

image to brands.
2. A huge challenge to

the brand which could
adapt the design to

variety of customers.

1. Counterfeits of

Chanel were

widespread.
2. The copied

product much
cheaper and not
expensive rates
and it reflected
Chanel in

negativity way.

1. More competitors
in the same level.
2. A huge age gap of

customers.

Source: Arienti, P.(2017). Global Powers of Luxury Goods. Retrieved from

https.www2 deloitte.com/content.dam/Deloitte/ar/Documents/Consumer_and_|

ndustrial_Products/Global-Powers-of-Luxury-Goods-abril-2019 pdf



https://www2.deloitte.com/content/dam/Deloitte/ar/Documents/Consumer_and_Industrial_Products/Global-Powers-of-Luxury-Goods-abril-2019.pdf
https://www2.deloitte.com/content/dam/Deloitte/ar/Documents/Consumer_and_Industrial_Products/Global-Powers-of-Luxury-Goods-abril-2019.pdf

Bhasin, H.(2017). SWOT Analysis of Chanel. Retrieved from
httpsamwww.marketing91.com/swot-analysis-chanel,
Bhasin, H.(2017). SWOT Analysis of Louis Vuitton. Retrieved from

httpsamww.marketing91.com/swot-analysis-louis-vuitton,
Chujfi, S. A.(2014). The Balenciaga Story. Retrieved from
https./prezi.com/0flgxlef3mn2the-balenciaga-story;
1.3 Objective of Research

The objective of this research was to study factor positively influencing brand

purchase intention towards luxury bags of consumers in Sukhumvit area of Bangkok.

Those positive factors are brand awareness, perceived quality, brand image, brand

associations, brand fondness, brand attitude, consumer brand identification, consumer-

based equity, and brand purchase intention that have studied on this research
measured the positively influencing brand purchase intention towards luxury bags of

consumers in Sukhumvit area of Bangkok.

1.4 Contribution of the Study
141 The contributions of this research could offer benefits for luxury brands

in respect of potential new markets, strategy improvement or investment decision in
the future regarding related factors predicting brand purchase intention towards luxury

bags of consumers in Sukhumvit area of Bangkok.


https://www.marketing91.com/swot-analysis-louis-vuitton/
https://prezi.com/0flqxlef3mn2/the-balenciaga-story/

1.4.2 This research is to enlarge the information on factor positively

influencing brand purchase intention towards luxury bags of consumers in Sukhumvit

area of Bangkok.
143 This research expanded the information on how brand awareness,

perceived quality, brand image, brand associations, brand fondness, brand attitude,

consumer brand identification, consumer-based equity, and brand purchase intention

that have studied on this research will measure positively influencing brand purchase
intention towards luxury bags of consumers in Sukhumvit area of Bangkok which

would be beneficial to researcher in the future research.



CHAPTER 2

LITERATURE REVIEW

2.1 Related Theories and Previous Studies

2.1.1 Nowadays, people pay more attention to the luxury bags market and it
became a huge market of economic. Women gave attention to this point, consumers
interested in all segments such as bags, clothes, accessories, and services. The

purchase intention of luxury bags came from people who are wealthy and depends on

the culture and social value (Mamat et al., 2016). Economic growth in the luxury

market was increasing rapidly, in 2017 the revenues of luxury brands were about $320

billion dollars it a huge number, it increased high number in every year. Expecting in
2020, the revenues will be increased by 5% which is $350 billion dollars (Claudia,

2017).

2.1.2 According to brand awareness was a key point and strength point factor
of purchase intention and repeat from customers. Compared with other factors, brand

awareness was the first thing that customers remember, recall, and perceive which had

a higher percentage than brand image or brand attitude. To say that, brand awareness
was very important, especially in luxury brands. In terms of marketing, the managers

should prioritize on this point and if the brands had a unique style then customers

would see this point first and the brands could make profits or income on this point.

Marketers could provide attractive from customers by the brands had a unique logo,



located in a good place, good appearance, and packaging and etc. Although brand

awareness was the key point of purchase intention of customers, marketers should
always and continue to developed the brands also to preserved the standard and this
point could lead the old customers to make a purchase and attract new customers to

make a purchase as well (Liu, Wong, Tseng, Chang, & Phau, 2017). Advertising was

connected to brand awareness, marketers must focus on this point and also invested in
this point because customers could get familiarity and then they come to make a

purchase. There are many ways to increase customers from brand awareness such as

make a campaign or charity to attract the customers (Han, Nguyen, & Lee, 2015).

2.1.3 According to the perceived quality of customers when they made
decisions to buy something. Some of the customers decided and willing to buy 'roughly

fashion' although the product might out of trends in the future, said that quality was an

important factor but it was not the main driver of purchase intention. It means that

quality was an important factor also but it is not the main factor of purchase intention

from customers. To say that, customers will be evaluated the quality of products in the
whole brand such as store brand. The result of the research showed that perceived

quality was factor positively influencing brand purchase intention and supported by

brand awareness (Foroudi, Jin, Gupta, Foroudi, & Kitchen, 2018).
2.1.4 Nowadays, the customer focusing on brand image and it was the key point
in purchasing intention. According to the brand image could be connected into the

mind of customers it might cause of unique products that different from others and



some customers care and focus the brand, not on the product. Researchers studied the

brand image, the respondents on the research take an interest in brand image and they
had an opinion that brand image showed a fashion style, classy, and elegance and these

factors were elements of brand awareness (Foroudi et al., 2018). Some of the

respondents said they prefer fashionable because sometimes the quality of the product

was not the best. The majority of respondents said they were satisfied with a product
that matches the image. To say that the products or services could identified their
lifestyle and support their image to be better. The product or services consistent to their
image.

215 In the research found that many factors associated with consumers

especially fashion, characteristics, trendy, many categories that customers could

choose, and also roughly fashion. To say that the brand association factor was the

positive factor to purchase intention related to customers that had good experiences
with the brands, brands had a unique style that was different from other brands and

desirable in brands. Because when consumers willing to buy something based on their
experience which they got from the brands. Some of the respondents said that they

never get any problems from the brand because when the customer got the problem,
the brands always give them a good answer and they will continue to buy this brand

(Foroudi et al., 2018).
2.1.6 Based on the brand fondness of customers, it was one of the components
that could lead the customer to purchase their money to brands. In the processing of

customer brand fondness was a part of it related to brand image, also customers willing



10
to make a purchase to brands based on their own experience in positive and negative

ways. The research showed that brand fondness usually the first priority of customers
before making a purchase swap between brand awareness and brand image (Foroudi et
al, 2018,

2.1.7 Brand attitude was directly connected to the behavior of consumers and

that was to say any customers who had good thinking in brand attitude with each

brand, they could afford to pay a higher price (Augusto & Torres, 2018). The researcher

said when brand attitude had a relationship with another factor it leads to making each

factor stronger.
2.1.8 Consumer brand identification showed an appearance, identity, and

personal feelings of the customers such as how they meaning the brand related to

themselves and how the brands influenced their style. The research said that consumer-

brand identification was a basic process in psychology that could make a relationship

with the customers. Consumer brand identification also had a relation with brand
attitude and these factors supported each other. The first thing the brands should make
good on brand attitude then it could directly reflect consumer-brand identification
(Augusto & Torres, 2018). According to the researcher said that consumer brand

identification was an important role in improving the credibility of the brands and the

brand should adjust the position to connect to consumers.
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2.1.9 Consumer-based brand equity provided appreciation in the quality of
product and satisfaction. The result of the research was to developed brand equity, it
showed that consumer-based brand equity could provide value in marketing. In luxury

hospitality, not only products but also services could build good thinking in customers

towards brand equity. The differences between brand attitude and brand equity had an
effect on brand purchase intention. To say that the role of brand attitude and brand

equity could help marketers to improve on this point to get better feedback from

consumers (Liu et al,, 2017). The researcher said about the positive of brand attitude had
an impact on consumer-based brand equity (Augusto & Torres, 2018).
2.1.10 Brand purchase intention of customers based on their willingness to pay

on products or services and considered by many factors of customers such as

appearance and characteristics of the products or services. The research showed that

brand purchase intention and brand equity related to each other and it leads to the

most important result. Brand purchase intention as a dependent variable had an
important role as brand perception (Foroudi et al., 2018). Brand performance of
products or services had an important impact on customer's purchase intention. To say

that, if the negative effect was less which means that the brand performance increased

positive effect on brand purchase intention. Marketers should improve in brand

attitude to increase the customers (Liu et al., 2017).
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2.2 Hypothesis

2.2.1 There was a positive relationship between brand awareness and brand
purchase intention.

2.2.2 There was a positive relationship between perceived quality and brand
purchase intention.

2.2.3 There was a positive relationship between brand image and brand
purchase intention.

2.2.4 There was a positive relationship between brand associations and brand
purchase intention.

2.25 There was a positive relationship between brand fondness and brand
purchase intention.

2.2.6 There was a positive relationship between brand attitude and brand
purchase intention.

2.2.7 There was a positive relationship between consumer brand identification
and brand purchase intention.

2.2.8 There was a positive relationship between consumer-based equity and
brand purchase intention.

2.29 Brand awareness, perceived quality, brand image, brand associations,

brand fondness, brand attitude, consumer brand identification, and consumer-based
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equity had positively influencing brand purchase intention towards luxury bags of

consumers in Sukhumvit area of Bangkok.

2.3 Conceptual framework

Brand Awareness

Perceived Quality

Brand Image

Brand Associations .
Brand Purchase Intention

\Z~

Brand Fondness

Brand Attitude

Consumer Brand ldentification

Consumer-based Brand Equity

=xsignificant at the .01 level

—» Positive influence

Figure 2.1: Theoretical framework for brand purchase intention.
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CHAPTER 3

RESEARCH METHODOLOGY

3.1 Research Design

This research objective was to explore factor positively influencing brand

purchase intention towards luxury bags of consumers in Sukhumvit area of Bangkok.
The methodology was based on the quantitative approach. The survey method and
data collection through questionnaires were chosen for this research.

3.2 Population and Sample Selection

Populations in this research were recruited by asking people who lives in

Sukhumvit area of Bangkok and they had afford to purchase luxury brand bag. The

researcher conducted survey questionnaires to people who work in many companies

located in Sukhumvit area of Bangkok. There are many of business companies which
located in Sukhumvit area and it cause of people have an ability to buy luxury bags.

Luxury brand bag are very popular in Asian's people especially Thailand is one of the
group which interested in luxury goods and allowed luxury brands to play a role in the

society (Posakabutra, 2015).

The sample size was calculated from 40 people questionnaires by using

G+power version 3.1.9.2, created by Erdfelder, Faul & Buchner (1996) from the
concepts of Cohen (1977)and approved by Wiratchai (2012) with the Power (1-) of
0.91, Alpha (o of 0.09, Number of Test Predictor of 8, Effect Size of 0.07280022

(Calculated by Partial R? of 0.06786). As a result of G=power calculation, the minimum
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number of the total sample size was 243 (Cohen, 1977). Consequently, total 243 sets of
the questionnaire would be collected from participants.
3.3 Research Instrument and Content Validity

3.3.1 Exploring published articles and journals from www sciencedirect.com
which related to luxury bags, consumer-based brand equity and brand purchase
intention, together with guidance from an advisor.

3.3.2 Creating questionnaire form which selected from articles and journals to
get approval from an advisor.

3.3.3 Pass completed questionnaire form to 2 experts in the luxury brands
industry, Mr. Thitithep Sae-jeang, Celine Thailand, Sales Associate, and Miss Nongsai
Giordano, Louis Vuitton Thailand, Client advisor gave the advices to be more precise.

After that, finalizing questionnaire referred to comments from the experts including

an advisors guidance.

3.34 Launching 40 people testing of questionnaires. Next step was to conduct
the reliability test of each variable in individual factor by using Cronbach's Alpha
Coefficient. Value of Cronbach's Alpha was between 0Jal11, higher value means
higher reliability and closely related of a section.

3.35 Analysis of the reliability test was executed for 40 people testing of

questionnaires in order to ensure the grouping of question and the consistency of each

factor were aligned with theories of study.
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From instruments mentioned above, the questionnaire form that created from

related principles could be divided into three parts with total fifty questions.
Part 1 Consist of 9 questions which were 6 closed-ended response questions

about demographic and general information such as Gender, Age, Status, Level of

education, Monthly income and Professional status. Another 3 questions were about
respondent's purchasing behavior e g. How often do you purchase a new bag? How

much can you afford to buy a bags? and What is your most favorite brand?

Part 2 Closed-ended response questions about «Factor Positively Influencing

Brand Purchase Intention towards Luxury Bags of Consumers in Sukhumvit Area of

Bangkok ~

The purpose was to gain the attitude toward questions of each variable consist of:

Brand Awareness 4 Questions
Perceive Quality 4 Questions
Brand Image 4 Questions
Brand Associations 4 Questions
Brand Fondness 4 Questions
Brand Attitude 4 Questions
Consumer Brand Identification 4 Questions
Consumer-based Brand Equity 4 Questions

Brand Purchase Intention 4 Questions
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This part was evaluated from interval scale by using a five-point scales ranking

from 1 dowest agreeable level)to 5 (Highest agreeable level).

Part 3 Open-ended response question for participants to recommend other

factors that might affect future intentions to use the services at fitness studios.

3.4 Testing Research Instrument

The researcher examined the validity and appropriateness of each question

with 3 experts using an Index of item-Objective Congruence: IOC. After revised

questionnaires align with experts recommend, the 40 people testing of questionnaires

were collected. The Cronbach's Alpha Coefficient of each factor was computed, result

value was between 0.668-0.950 which exceed 0.65 regarding the suggested level

(Nunnally, 1978).

Table 3.1: Cronbach's Alpha Coefficient of 40 people testing of questionnaires

Questionnaire n =40 n =243
Variable Factor _
Brand Awareness (BA) 895 861
Perceived Quality PQ) 818 865
Brand Image (Bl 851 877
Brand Associations (BAS) 875 851
Brand Fondness (BF) 842 839
Brand Attitude (BAT) 858 845
Consumer Brand Identification (CBI) 928 920
Consumer-based Brand Equity (CBE) 795 882
Independent Factor _
Brand Purchase Intention (BPI) 945 896
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The researcher used factor analysis technique to investigate construct validity

as well as analyzed factor loading value of each factor. However, factor loading value
result should exceed 0.3 to ensure the reliable component of questions (Kline, 2002).

Factor analysis was conducted based on these factors: Brand Awareness (BA),
Perceived Quality (PQ), Brand Image (BI), Brand Associations (BAS), Brand Fondness
(BF), Brand Attitude (BAT), Consumer Brand Identification (CBI), Consumer-based
Brand Equity (CBE)and Brand Purchase Intention (BPl)at n =243.

Table 3.2: Factor Analysis of factor positively influencing brand purchase intention

towards luxury bags of consumers in Sukhumvit area of Bangkok

atn -243.
BA PQ Bl BAS BF | BAT | CBlI | CBE | BPI
BA1 | 0.752
BA2 | 0.784
BA3 | 0699
BA4 | 0649
PQ1 0411
PQ2 0538
PQ3 0437
PQ4 0493

(Continued)
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Table 3.2 (Continued): Factor Analysis of factor positively influencing brand purchase

intention towards luxury bags of consumers in Sukhumvit area
of Bangkok at n =243

HB

SS

Sl

ST

AC

0Q

PQ

FI

Bll

0.391

BI2

0427

BI3

0.604

Bl4

0.751

BAS1

0.701

BAS2

0.503

BAS3

0442

BAS4

0.576

BF1

0.547

BF2

0.509

BF3

0.553

BF4

0.500

BAT1

0.665

BAT2

0.739

BAT3

0676

BAT4

0.525

(Continued)
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Table 3.2 (Continued): Factor Analysis of factor positively influencing brand purchase

intention towards luxury bags of consumers in Sukhumvit area

of Bangkok at n =243

HB

SS

Sl

ST

AC

oQ

PQ

Fl

CBIl

0.776

CBI2

0.742

CBI3

0.805

CBl4

0711

CBE1l

0.641

CBE2

0.718

CBE3

0.645

CBE4

0.635

BPI1

0.610

BPI2

0.573

BPI3

0.621

BPI4

0.522

3.5 Statistics for Data Analysis

The questionnaires data were analyzed using statistical analysis software

named SPSS version 23 by using Statistical Significant level of .01.
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Descriptive statistics analysis such as demographic, general information and

respondent's purchasing behavior were measured by using Frequency and Percentage;

whereas the scale ranking as brand awareness, perceived quality, brand image, brand

associations, brand fondness, brand attitude, consumer brand identification, consumer-
based brand equity and brand purchase intention were measured by using Mean x)
and Standard Deviation (S.D). Furthermore, Pearson's Correlation Coefficient and

Multiple Regression analysis were used for Inferential statistical analysis to evaluate

independent variable.
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CHAPTER 4

RESEARCH RESULTS

The aim of this research is to explore factor positively influencing brand

purchase intention towards luxury bags of consumers in Sukhumvit area of Bangkok.

The data was collected from 243 respondents by the survey questionnaire, and then

the data analysis completed by SPSS version 23. The Cronbach's Alpha Coefficient of
each factor was computed which had the result value between 0.709-0.946 as table 3.1,
meaning that all alpha coefficient passed the suggested level (Nunnally, 1978) and had

proven to be reliable.

4.1 Summary of Demographic Data
243 respondents consisted of 67.9% females and 32.1% males, with the age
between 18-24 years old which calculated as 42.8%. Almost all were singles or 74.9% of

the total sample and the majority of the population had bachelor degree accounted for

50.2%. Most of the respondents or about 38.7% were working in private companies,

with the largest group of income range was less than and equal to 50,000 baht with

ratio 54.3%. Participants who purchased a new bag in 1-5 times per year at 73.7%. The

percentage of respondents who could afford to buy a bag in less than 50,000 baht as

58.8%, in which the highest frequency. Participants who had favorable in Louis

Vuitton brand at 34.2%, Chanel brand at 23.9%, and Balenciaga brand at 13.2%
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4.2 Results of Research Variables

The analysis of the correlation between independent variable and the

dependent variable using Pearson's Correlation Coefficient of brand awareness,

perceive quality, brand image, brand associations, brand fondness, brand attitude,

consumer brand identification, and consumer-based brand equity that positively

influencing brand purchase intention towards luxury bags of consumers in Sukhumvit

area of Bangkok.
Table 4.1: Analysis of correlation between independent variable and the dependent
variable using Pearson's Correlation Coefficient.

(Descriptive Statistic)

Mean SD. N
Brand Awareness 3.9146 69395 243
Perceived Quality 40453 66066 243
Brand Image 41132 66808 243
Brand Associations 39712 66393 243
Brand Fondness 40206 64450 243
Brand Attitude 40350 63091 243
Consumer Brand Identification 40144 77092 243
Consumer-based Brand Equity 40556 71906 243
Brand Purchase Intention 4.0494 74108 243




Table 4.2: Analysis of correlation between independent variable and the dependent variable using Pearson's Correlation Coefficient

of brand awareness, perceived quality, brand image, brand associations, brand fondness, brand attitude, consumer brand

identification, and consumer-based brand equity that positively influencing brand purchase intention towards luxury bags of

consumers in Sukhumvit area of Bangkok.

Variable BA PQ Bl BAS BF BAT CBI CBE BPI
Brand Awareness (BA) 1
Perceived Quality (PQ) 702+ 1
Brand Image Bl 713+ 129++ 1
Brand Associations (BAS) 628+ | 713+ | 766+ 1
Brand Fondness (BF) 609+ | 722+ | T34= | 714 1
Brand Attitude (BAT) 614 (345 07+ 649+ 765+ 1

= Correlation is significant at the .01 level

144



Table 4.2continued): Analysis of correlation between independent variable and the dependent variable using Pearson-s Correlation

Coefficient of brand awareness, perceived quality, brand image, brand associations, brand fondness, brand attitude,

consumer brand identification, and consumer-based brand equity that positively influencing brand purchase intention towards

luxury bags of consumers in Sukhumvit area of Bangkok.

Consumer Brand Identification (CBI) 530 616+ 632+ 632+ 625+ | 613+ 1
Consumer-based Brand Equity (CBE) 601+ 707 120+ 565%+ | 669 | 722+ | 694w 1
Brand Purchase Intention (BPI) 660+ 708+ 125+ 662+ B671x | 667+ | 718+ | 797+

T4
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According to table 4.2, Hypothesis can explain as the following

Hypothesis 1, brand awareness had a positive relationship toward brand

purchase intention or not. The analysis revealed that brand awareness had a positive
relationship toward brand purchase intention (Pearson's Correlation =0.660) at .01
significant level.

Hypothesis 2, perceived quality had a positive relationship toward brand

purchase intention or not. The analysis revealed that perceive quality had a positive
relationship toward brand purchase intentions (Pearson’s Correlation =0.708) at .01
significant level.

Hypothesis 3, brand image had a positive relationship toward brand purchase

intention or not. The analysis revealed that brand image had a positive relationship
toward brand purchase intention (Pearson’s Correlation =0.725) at .05 significant level.

Hypothesis 4, brand associations had a positive relationship toward brand

purchase intention or not. The analysis revealed that brand associations had a positive
relationship toward brand purchase intention (Pearson's Correlation =0.662) at .05
significant level.

Hypothesis 5, brand fondness had a positive relationship toward brand

purchase intention or not. The analysis revealed that brand fondness had a positive
relationship toward brand purchase intention (Pearson's Correlation =0.671)at .01

significant level.
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Hypothesis 6, brand attitude had a positive relationship toward brand purchase
intention or not. The analysis revealed that brand attitude had a positive relationship
toward brand purchase intention (Pearson's Correlation =0.667)at .01 significant level.

Hypothesis 7, consumer brand identification had a positive relationship toward

brand purchase intention or not. The analysis revealed that consumer brand
identification had a positive relationship toward brand purchase intention (Pearson's
Correlation =0.718) at .01 significant level.

Hypothesis 8, consumer-based brand equity had a positive relationship toward
brand purchase intention or not. The analysis revealed that consumer-based brand
equity had a positive relationship toward brand purchase intention (Pearson's

Correlation =0.797)at .01 significant level.

4.3 Results of Hypothesis Testing
Table 4.3: Analysis of variance ANOVA) of brand awareness, perceived quality,

brand image, brand associations, brand fondness, brand attitude, consumer

brand identification, and consumer-based brand equity that positively

influencing brand purchase intention towards luxury bags of consumers in

Sukhumvit area of Bangkok.

Sum of Mean
Model
Squares df Square = Sig.
Regression 97.443 8 12.180 80.368 000
1 Residual 35.465 234 152
Total 132907 242
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From table 4.3 above, ANOVA analysis confirmed that independent factor

comprised of brand awareness, perceived quality, brand image, brand associations,

brand fondness, brand attitude, consumer brand identification, and consumer-based

brand equity had influence on brand purchase intention factor because Sig. of the

equation equaled 0.000 at .01 significant level.

Table 4.4: Multiple Regression Analysis of brand awareness, perceived quality,

brand image, brand associations, brand fondness, brand attitude, consumer

brand identification, and consumer-based brand equity that positively

influencing luxury brand bag purchase intention of consumers in

Sukhumvit area of Bangkok.

Dependent Variable : Brand Purchase Intention, R =0.856250, R?-0.733163,

Constant@)=-0.099644

Std
Independent Variables B \ T Sig | Tolerance | VIE
Error
(Constant, 178 -558 577
Brand Awareness (BA) 147+ 056 2820 005 418 2393
Perceived Quality (PQ) 089 069 1445 150 298 3.355
Brand Image Bl 105 073 1598 111 264 3784

(Continued)
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Table 4.4Continued): Multiple Regression Analysis of brand awareness, perceived

quality,brand image, brand associations, brand fondness, brand

attitude, consumer brand identification, and consumer-based

brand equity that positively influencing luxury brand bag

purchase intention of consumers in Sukhumvit area of Bangkok.

(Continued)Dependent Variable : Brand Purchase Intention, R -0.856250, R?-

0.733163, Constant@) =-0.099644

Std
Independent Variables B T Sig | Tolerance | VIE
Error

Brand Associations (BAS) 007 066 119 905 325 3.074
Brand Fondness (BF) 055 070 910 364 308 3.244
Brand Attitude BAT) -036 072 -584 560 304 3.291
Consumer Brand 224+ 049 4438 .000 447 2237
Identification (CBI)
Consumer-based Brand .399#x 061 6.758 000 328 3051
Equity (CBE)

=gignificant at the 01 level
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From table 4.4, Multiple Regression Analysis results could be defined that
three independent variables, which were brand awareness (Sig =0.005), consumer
brand identification (Sig =0.000), and consumer-based brand equity (Sig =0.000) could
be as the predictors for brand purchase intention. On the other hand, there were

another five independent variables that had no positively impact on the brand

purchase intentions which were brand associations (Sig =0.905), brand attitude (Sig

-0.560), brand fondness (Sig = 0.364), perceived quality (Sig =0.150), and brand image

(Sig =0.111). Thus, these five independent variables were not a significant predictor of

brand purchase intention.

The most predictive independent variables were consumer-based brand equity
(B =0.399), consumer brand identification (3 = 0.224), and brand awareness (3 =0.147).
As a result, consumer-based brand equity, consumer brand identification, and brand

awareness could be shown the positively impacting on brand purchase intention of

luxury bags at 73.3%. The rest 26.7+ were influenced by other variables which were not

in used in this research. The standard error was £0.178 by the following equation

Y (Brand Purchase Intention)=-0.100 + 0.399 (Consumer-based brand equity) +

0.224 (Consumer brand identification)+ 0.147 (Brand awareness)
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From this equation
If consumer-based brand equity value increased by 1 point whiles other factors
remained, future intentions would be increased by 0.399 points.

If consumer brand identification value increased by 1 point whiles other

factors remained, future intentions would be increased by 0.224 points.

If brand awareness value increased by 1 point whiles other factors remained,

future intentions would be increased by 0.147 points.

From table 4.4 used to test the following hypothesis.

Hypothesis 9, by using Multiple Regression Analysis. The result showed that,
consumer-based brand equity, consumer brand identification, and brand awareness
had positive influence on future intentions at statistically significant level of .01; but

on the perceived quality, brand image, brand associations, brand fondness, and brand

attitude had no positive influence on brand purchase intention at .01 statistic
significant.

In statistics, Multicollinearity is a circumstance of a very high relationship

among the independent variables (StatisticSolutions, 2017). High multicollinearity

indicated the high degree of correlation between independent variables which might

be caused the deviation from the true value. Likewise, multicollinearity should not

occur as it could lead to incorrect interpreting of multiple regression results.
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Multicollinearity can be examined by Variance Inflation Factor (VIF) value or
Tolerance value. Variance Inflation Factor (VIF) value should not exceed 4 and
Tolerance value should exceed 0.2 (O-Brien, 2007).

The result from table 4.4 showed that Tolerance value of each independent
variables exceeded 0.2 with the less Tolerance was 0.264. Furthermore, Variance
Inflation Factor (VIF)value of each independent variables values not over than 4 with
the highest value was 3.784. All in all, there had no multicollinearity among the
independent variables.

4.4 Summary of Hypothesis Testing
Result of Multiple Regression Analysis found that consumer-based brand

equity, consumer identification and brand awareness had positively influencing luxury
brand bag purchase intention of consumers in Sukhumvit area of Bangkok at

statistical significant level of .01, whereas perceived quality, brand image, brand

associations, brand fondness, and brand attitude had no positive impact on brand

purchase intention to luxury bags of customers in Bangkok as Figure 4.1 below



Brand Awareness

H1: 3 =0.147+, r =0461

Perceived Quality

H2: B -0.089, r -0.708

Brand Image

H3:B-0.105, r-0.725

Brand Associations

Brand Purchase Intention

H4.3-0.007, r -0.662

Brand Fondness

H5. B -0.055, r-0671

Brand Attitude

H6: B --0.036, r -0.667

Consumer Brand Identification

H7.p -0224+, r-0.718

Consumer-based Brand Equity

H8: B =0.399+, r =0.797

=significant at the 01 level

» Positive influence
——————— * No positive influence

Figure 4.1: Result of Multiple Regression Analysis from conceptual model of

the research.
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CHAPTER 5

DISCUSSION

The purpose of this study was to describe the factors positively influencing of
brand awareness, perceived quality, brand image, brand associations, brand fondness,

brand attitude, consumer brand identification, and consumer-based brand equity

toward brand purchase intention to luxury brand bag of consumers in Sukhumvit area

of Bangkok. A quantitative research method was used for this research through
questionnaires surveys to collecting data.

The populations were collected from 243 respondents of people who can

afford to buy luxury brand bag and live in Sukhumvit area of Bangkok. The data

analysis completed by SPSS version 23, the results could be concluded as the

following.

5.1 Research Findings and Conclusion

The most of respondents were females at the age of 18-24 years old, almost all
were single and had bachelor degree. The majority were working in private company
with the range of income less than and equal to 50,000 baht. The most of respondents
were purchased a new bag in 1-5 times per year, they could afford to buy a bag in less

than 50,000 baht and the most favorite luxury brands was Louis Vuitton.
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Regarding the analysis results based on hypothesis could be summarized that

there was three accepted hypothesis as follow: consumer-based brand equity (3 =0.399)
consumer brand identification (3 = 0.224)and brand awareness (3 =0.147).
As a result, could be concluded consumer-based brand equity, consumer

brand identification, and brand awareness had positively influencing to brand

purchase intention at statistically significant level of 01.

In addition, these three factors were explained the positively impacting on

brand purchase intention of luxury bags at 73.3«. The rest 26.7% were influenced by
other variables which were not in used in this research. Furthermore, the result of
Variance Inflation Factor (VIF)value was not exceed 4 that means there had no
multicollinearity among the independent variables. The standard error was +0.178 by

the following equation

Y (Brand Purchase Intention)--0.100 +0.399 (Consumer-based brand equity) +

0.224 (Consumer brand identification)+ 0.147 (Brand awareness)

5.2 Discussion

The research was designed to examine the factor positively influencing brand
purchase intention towards luxury bags of consumers in Sukhumvit area of Bangkok;
which including of brand awareness, perceived quality, brand image, brand

associations, brand fondness, brand attitude, consumer brand identification, consumer-

based brand equity. The 243 respondents were recruited to complete the survey with
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questionnaire method. Then analyzed the data by SPSS program and found the

interesting points as the following.

Hypothesis 1, brand awareness has a positive relationship with brand purchase

intention or not. The result from Pearson' Correlation analysis displayed that brand
awareness factor had a positive relationship with brand purchase intention at .01
significant levels which accepted hypothesis. Brand awareness had significantly to

brand purchase intention because customers gave their precedence in their first

impression in the brands. They could remember, recall, and perceive the image of the
brands, especially in luxury brands. Customers would see the whole image of the

brands before deciding to purchase on products or services so the brands who had
good characteristics and uniqueness that brand would gain more attention from the

customer (Liu et al., 2017). Brand awareness would be remembered by advertising

which was the best way that the brands could connect to consumers by making it easy

to remember by making a campaign or charity (Han et al.,, 2015).

Hypothesis 2, perceived quality has a positive relationship with brand

purchase intention or not. The result from Pearson's Correlation analysis revealed that
perceived quality had no positive relationship with brand purchase intention at .01
significant levels which accepted hypothesis. According to the perceived quality of
consumers in luxury brands. Some of the consumers said that when they want to buy

products or services they usually buy roughly fashion especially the products that

might be sold out fast because it is fashion. The quality also the important factor that
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consumers considering in the purchase process but sometimes it was not the main

factor that drives the consumers to purchase (Foroudi et al., 2018).

Hypothesis 3, brand image has a positive relationship with brand purchase

intention or not. The result from Pearson's Correlation analysis revealed that brand
image had no positive relationship with brand purchase intention at .01 significant
levels which accepted hypothesis. The brand image was an element in brand
awareness. Because in the present day brand image is the first thing that comes to

mind of customers and it based on what they see from the brand such as advertising so

it was the factor that consumers would decide to purchase products or services. The

brand image represented what the brand was and showed the uniqueness of brands or

different things of brands compared with other brands. Moreover, the brand image

could provide a lifestyle, for example, classy and elegant and some respondents had
positive thinking about products that match with the image that could express their

personal characteristics (Foroudi et al., 2018).

Hypothesis 4, brand associations has a positive relationship with brand

purchase intention or not. The result from Pearson's Correlation analysis revealed that
brand associations had no positive relationship with brand purchase intentions at .01
significant levels which accepted hypothesis. Brand associations could be described as
trustfulness, goodness, and attractiveness with products or services of the brands.

Supported by the respondents in the research that the consumers never get any
problems from the brand even if they got the problem brands will always have a good

solution to the customer which make consumers trust in the brand and the consumers
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continue to repurchased products or services (Foroudi et al., 2018). This statement
showed that consumers had trustfulness with the brands.

Hypothesis 5, brand fondness has a positive relationship with brand purchase

intention or not. The result from Pearson's Correlation analysis revealed that brand
associations had no positive relationship with brand purchase intentions at .01
significant levels which accepted hypothesis. However, brand fondness had related to

personal good emotion of consumers to brands and also related to the brand image

which happened before consumers decided to make a purchase (Foroudi et al., 2018).

Brand fondness could be described as satisfaction, the results that happened when
others look at consumers when they use the products or services, and also when

consumers satisfied in products or services they may introduced the brands to others.

Some of the researchers concluded brand fondness usually the first priority when they

considered buying products or services. Brand fondness would be switched to the
position of the first priority of consumers with brand awareness and brand image.

Hypothesis 6, brand attitude has a positive relationship with brand purchase

intention or not. The result from Pearson's Correlation analysis revealed that brand
attitude had no positive relationship with brand purchase intentions at .01 significant
levels which accepted hypothesis. In terms of brand attitude related directly to

consumer’s behavior by having a good thinking and good impression toward the

brands. To say that if the customers had a positive feeling with the brands, they could

buy the products or services at a high price then the brands could get benefits from
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this point (Augusto & Torres, 2018). In other words, the brand attitude had a
relationship with another factor and it could drive another factor to be stronger.

Hypothesis 7, consumer brand identification has a positive relationship with

brand purchase intention or not. The result from Pearson’ Correlation analysis

displayed that brand awareness factor had a positive relationship with brand purchase

intention at 0.01 significant levels which accepted hypothesis. Consumer brand

identification had a relationship between brands and customers and it could cause

purchase intention which the brands could get profits from this point. Consumer brand

identification was the basic psychological process that could make a close relationship
to the customers and consumer brand identification was a mediator collaborate with

brand attitude and consumer-based brand equity (Augusto & Torres, 2018). It was an

important role to make credibility that fit with the lifestyle of consumers and it leads

to purchase intentions.
Hypothesis 8, consumer-based brand equity has a positive relationship with
brand purchase intention or not. The result from Pearson’ Correlation analysis

displayed that brand awareness factor had a positive relationship with brand purchase

intention at 0.01 significant levels which accepted hypothesis. In terms of consumer-

based brand equity had a lot of impact in brand purchase intention of consumers, it

came from many factors such as perceived quality, brand attitude, and brand equity. It

showed that the customers believed in the brands although there are other brands can

comparable but consumer still continued to repurchase (Liu et al., 2017).
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Hypothesis 9, the result from Multiple Regression Analysis showed that there
were two factors impacting brand purchase intention to luxury bags, which were

brand awareness, consumer brand identification and consumer-based brand equity at
statistically significant level of .01. The research suggested that brand awareness was

the strong point with the brand purchase intention of consumers which people could

remember the brands by a good point. Brand awareness connected to brand image and
brand attitude factors. The marketers should focus on this point especially to make the
brand unique and different style to other brands (Liu et al, 2017). Also, advertising

was very important that the brand could show uniqueness and difference to other
brands, the marketers could provide a good campaign, charity, and events, to attract

consumers and leads them to purchase with products or services (Han et al,, 2015).

Consumer brand identification was the basic psychological process that consumers

feel with the brands. Can identify the personal lifestyle and improve consumer's image

and it was the important thing to make a credibility from consumers to brands so
consumer brand identification had direct effect to brand purchase intention the

marketer should focus on the point (Augusto & Torres, 2018) and Consumer-based

brand equity had direct impact to brand purchase intention, connected by brand

attitude which marketers provided it. Positive thinking of consumers developed by

good quality, good image, and in everything to make consumers still repurchase in

brands.
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5.3 Recommendation for Managerial Implication

The results of this research may help luxury brand companies in the

investment decisions for future development in key factors of purchase intention. As

discussed above, the most positive influence in brand purchase intention of luxury

bags were brand awareness, consumer brand identification and consumer-based brand

equity.

5.3.1 Therefore, consumer-based brand equity was importantly described by
consumers. It was coming from brand attitude, so marketers should focused on the

point also by keeping the standard on point and take care on every problem of
consumers or gave good solution which is the best way of the consumers because
consumers look at brands with the whole picture if some was not good enough it may

make consumers trust less in the brands.

5.3.2 According to consumer brand identification had directly influences with
brand purchase intention of consumers. Consumer used products or services of brands

to show the style of them, to improve their personality, identified the characteristics,

express their image to look good. To say that, the brand should be continued to make
good products and services which leads consumers to trust in brands. Suggestion to

brand should developed the brands all the time to adapt with social value,

characteristics of consumers, habits of consumers, and etc. to increase the consumers

to purchase with brands.
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5.3.3 Brand awareness was a key factor which can increased consumers

because brand awareness was the first thing that consumer could see, hear, or feel

about. Especially in luxury brands, consumers expected the brands to be interesting. If

a brand had its uniqueness for example, good appearance on products and services,
the place which brands located are in the good position, quality of products and

services are good, also have a good services with consumers. Not only keep in
standard of brands but also should be developed in every steps of brands. These

factors were important and directly impact to brands and also leads consumers to

make a purchase and repurchase.

5.4 Recommendation for Future Research

This research mostly involved only participants who lived in Sukhumvit area

of Bangkok, the finding may not cover all potential populations. Moreover, some of
them may be only drop-in members resulting in inaccurate research. Therefore, future
research should be studied for larger-scale populations to increase a more

comprehensive understanding of positive factors that influence the customers

maintaining their purchase intention. Furthermore, the findings could be different in
another country or city. The factor which influenced could change to brand purchase
intention. Changes may occur from social values, living habits, thoughts, attitudes,

actions, and events of consumers. For this reason, it would be suggested that a future

study should research in another area to compare with the result.
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As a result, this study may educate a luxury industry or luxury company which

factors important to brand purchase intention. These factors had a positive impact
which are brand awareness, consumer brand identification, and consumer-based brand

equity, which company or industry can improve on these points as well as customer

engagement strategy in the future.
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BANGKOK UNIVERSITY

Questionnaire
Factor Positively Influencing Brand Purchase Intention towards Luxury Bags of

Consumers in Sukhumvit Area of Bangkok.

Instruction: Objective of this survey is to collected data for use in master of business
administration research, Bangkok University. The result of this research will be

benefit to luxury bags such as Hermes, Louis Vuitton, Gucci, Chanel, Prada, Christian

Dior, Burberry, Balenciaga, Valentino, and etc. In this regard, cooperation from the
respondents are needed. I, Preyanat Pattanapong, master's degree of business

administration student from Bangkok University thankfully for your cooperation.

Instruction: Please answer the following question and put v'in [ that matches you most.

1.Gender
0 1) Male O 2) Female
2.Age
0] 1)18-24 years old 0 2)25-34 years old

0 3)35-44 years old 01 4)45-54 years old



0 5) 55-60 years old

3. Status

1 1) Single I 2) Married

4. Level of education
O 1) Under Bachelor Degree

0] 3) Master Degree

1 5) Others, Please Specify ..........

5. Monthly income

1 1) Less than and equal to 50,000 baht

1 3)100,001-200,000 baht
[15)300,001-400,000 baht

0 7)500,001-600,000 baht

6. Professional Status
[ 1) State enterprise employee
0 3) Self-Employed
O 5) Housewives

O 7) Students

L1 8) Others, Please Specify ..........

L1 6) 61 years or older

[J 3) Divorced Widowed, Separated

[1 2) Bachelor Degree

L1 4) Doctorate Degree

01 2)50,001-100,000 baht
1 4)200,001-300,000 baht
1 6)400,001-500,000 baht

3 8) More than 600,001 baht

O 2) Private employee
O 4) Searching for job

O 6) Retired
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7.How often do you purchase a new bag?
1 1) 1.5 times per year
0 3)Once a month

L1 5 More than 4 times per month

8.How much can you afford to buy a bags?
O 1) less than 50,000 baht
[ 3) 100,001-200,000 baht
[15) 300,001-400,000 baht
O 7)500,001-600,000 baht

[0 9) more than 700,001 baht
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[J 2)6-10 times per year

L1 4)2-3 times per month

01 2) 50,001-100,000 baht
O 4) 200,001-300,000 baht
1 6) 400,001-500,000 baht

[18) 600,001-700,000 baht

9.What is your most favorite brand? ¢(you can answer only one)

O 1)Hermes
O 3)Chanel
O 5) Christian Dior

[0 7)Balenciaga

[19) Others, Please Specify ...

[ 2) Louis Vuitton
[ 4)Prada
1 6) Burberry

O 8) Valentino

Please mark every question with only one v'in the box that most corresponds to

your comments.



«Luxury bags for example Hermes, Louis Vuitton, Gucci, Chanel, Prada,

Christian Dior, Burberry, Balenciaga, Valentino, and etc.

o1

Agreeable Level

Highest

)

High

@)

Moderate

€))

Low

2)

Lowest

)

Brand Awareness

1 | I am aware of luxury bags.
2 | | am familiar with luxury bags.
3 | When [ think of fashion items, luxury

bags is the one that come to mind.

| can recognize luxury bags more than

other competing brands.

Perceived Quality

1

Luxury bags have good quality.

Luxury bags are worth their prices.

The quality of luxury bags seem

coherent with their prices.

Luxury brands propose a large choices

of fashion items.

Brand Image

1

I like the luxury bags.
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Agreeable Level

Highest

)

High

@)

Moderate

€))

Low

2)

Lowest

)

I like the luxury brands compared to

other companies in the same sector.

Luxury bags has a differentiated

image from other bags brand.

The company’s logo enhances the

company’s image.

Brand Associations

1 | Luxury bags have an attractive logo.

2 | I like the company which makes
luxury bags.

3 | I trust the company which makes
luxury bags.

4 | 1 would feel proud to own luxury
bags.

Brand Fondness

1

I think other people like luxury bags.

| would be satisfied with owning

luxury bags.
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Agreeable Level

Highest

)

High

@)

Moderate

€))

Low

2)

Lowest

)

3 | I would recommend luxury bags to

others.

4 | Luxury bags reflect my personal

lifestyle.

Brand Attitude

1 | My attitude towards luxury bags are

good.

2 | | think luxury bags are favorable.

3 | I think luxury bags are pleasant.

4 | 1 think luxury bags are useful.

Consumer Brand Identification

1 | Luxury bags represent who I am.

2 | Luxury bags are a part of my sense of

who | am.

3 | Luxury bags help me express my

identity.

4 | | feel personally connected with

luxury bags.

Consumer-based Brand Equity
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Agreeable Level

Highest

)

High

@)

Moderate

€))

Low

2)

Lowest

)

If another brand-s products are not

different from luxury brands in
anyway, it seems smarter to buy

luxury brands.

I would be willing to pay higher price
for luxury bags over other similar

brands.

Even if there is another brand with
services as good as luxury brands, |

prefer to buy luxury brands.

| prefer to purchase from luxury
brands even if another brand

advertises a lower price.

Brand Purchase Intention

1 | If I have choose among brands, luxury
bags are definitely my choices.
2 | If I have to buy a fashion item, | plan

to buy luxury bags even though there
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Agreeable Level

Highest

)

High

@)

Moderate

€))

Low

2)

Lowest

)

are other brands as good as luxury

brands.

3 | If there is another brand as good as
luxury brands, I prefer to buy luxury

brands.

4 | I make my purchase selection of
luxury bags according to my favorite

brand name, regardless of prices.

Please recommend for other factors that might positively affect the purchase intention

towards luxury bags.

Thank you for your cooperation

Miss Preyanat Pattanapong

E-Mail: preyanat patt@bumail net
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4288/763 Aspire Rama4, Rama 4 Rd.
Prakanong, Khlongtoey

Bangkok 10110, Thailand

Email: preyanat pati@bumail net

March 17, 2018

Reference: Acceptance 10 be the Advisor in reviewing questionnaire items for the
research s a part of Independent Study of M.B.A student at Bangkok University

To Dr. Penjira Kanthawongs
Advisor, Bangkok University

1, Preyanat Pattanapong, a Master of Business Administration’s student majoring
in Business Administration (English Program) at Bangkok University is conducting a
research as a part of Independent Study titled, Factors positively influencing brand
purchasing intention towards luxury bags of consumers in Sukhumvit area, Bangkok.
Due to your expertise in research, T would like to ask you to review the questionnaire
items in terms of wordings and content validities by using Index of Item Objective
Congruence: IOC with +1 as comprehensible, O as uncertain, or -1 as

incomprehensible by the target group of this research. I greatly appreciated your kind

assistance.

Best Regards,

s L s ST
(Dr. Penjira Kanthawongs) (Preyanat Pattanapong)

Advisor Researcher
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AZBRTE3 Aspire Ramad, Fama 4 R,

Prafancng, Kilonghoey
Bangkok 101010, Thailand

Emil: preyanat pan@bamail net

March 17, 2018

Reference: Acceptance #o be the Advisor in reviewisg geestionnaire ivens for the
reseanch as a pant of Independent Study of M.B.A smdent at Basgdok University

To  Khun Thitithep See-Jeang

Sales Associate, Celine Thailand

1. Preyanat Pattanapong, 3 Master of Business Administration’s student majaring
in Business Adminizmaton | Faglish Program) al Bengkok University is conducting a
research as a pant of Irdependent Siudy titled, Factors positively influencing bmand
purchasing inseation wowards looury bags of consamers in Sukhumyit aren, Bangkok,
Due o your expemise in research, 1 would like to ask you to review the questionmaie
items in terms of wordings and content validites by using Imdex of Iem Objective
Congneence: [OC with 41 as gosprehensibie. O o= upceriain, or -] =
imcomprehensibie by the: target group of this research. 1 grestly apprecinted your kind

assistanoe.

Best Regards,

sipune JI . e N
( Thitithep Sae-Jeang) {Preyanat Patarapong)

Experi Researcher
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4288/763 Aspire Ramsd, Rama 4 Rd.

Prakanong, Khlongicey
Bangkok 10110, Thailand

Emall: preyanat, paitil bumail. net
March 17, 2018

Rederence: Accepiance o he the Advisor in reviewing questionnaine ilems for the
research as a part of Independent Suady of M.B.A student at Bangkok University

To  Khun Nongsai Giordano
Client Advisor, Louis Vuitbon Thailand

I, Preyamat Pattanapong, 8 Master of Business Administrations stodent majoring
in Business Administration (English Program) at Bangkok University s conducting a
research as a part of Independent Sty titled, Factors positively infloencing brand
purchasing intention wwards luxury bags of consumers in Sukbumvit arca, Bangkok.
Drue to your expertise in research, I would like to ask you to review the questionssine
itemis in terms of wordings and content validities by using Index of Fem Ohbjective
Congruence; 100 with £1 a5 comprebensible, O a4 gnceriain. or 2| as
incomprehensible by the target group of this research. 1 greatly apprecinted your kind

assiglance.

Beest Regards,
(Khun Nongsai Giordanao) (Preyanat Pattanapong)
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Factors Original | Adjusting | Adjusted | 19C C}ommer?ts Total
Eng.v. Eng.v. romthe |—
Thai v. expert |20t
Brand BAl:1am | BAl:lam | Ba1: vinu
Awareness (BA)| aware of | aware of 5%
(Han et al,, this brand. | luxury v
2015) bags. LNEINUY
nyziuy
TUAN3
BA2:1am | BA2:lam | ga2: vinu
familiar familiar g
with this with luxury
restaurant | bags. AINAULA
brand. vt
nyztiiy
TUAN]
BA3. BA3: When | Ba3: 1ila
When | I think of 2 4
thinkof | fashion | "0
fashion items, WA LN TU
items, X is | luxury bags L
one of the | are the one y
brands that | that come to ?‘%WELU%
come to mind. 29070
mind.
aula
(Liuetal, BA4.1can | BA4:l1can | BA4: vinuas
2017) recognize | recognize | < . o
the hotel luxury bags -
among othen more than LLﬂJngvL@
competing | other AR
brands competing .
brands. n3zbinky
THATHA
El'ue]
Perceived PQ1l: Xisa | PQL: PQ1:
uality (PQ) i .
Q y( Q quality Luxury N
(Foroudi et al,, | brand. bags have o
2018) good Iwanga
quality ATANING
PQ2: X PQ2: PQ2:
items are Luxury bags

nyz iy
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Factors OErrllqw\l/al Acéwst\llnq Adjusted | 10C C}(ﬁgnr;na?é[s Total
worth their | are worth | 53,6154
price. their prices. .
AWANAN
AUTIAN
PQ3:The |PQ3:The |pq3:
quality of | quality of AU
the luxury |
products of | bags seem | V&3
X seems co_herent_ A=
coherent | with their .
with their | prices. TUANIN
price. ANy
ROAARNDY
ALTIAN
PQ4: X PQ4 PQ4: Uy
proposes a | Luxury suded
large brands u
choice of | proposea | &WAN
_fashlon Iarg_es i
items. choice of Y.
fashion oliRan
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Brand Image BI1. like the| BI1: | like | BI1: vinw
Bh 4
_ brand. the luxury Boaraniley
(Foroudi et al., bags.
2018) nszituy
TUAN3
BI2:1 like | Bl2:1like | BI2: viu
the brand | the luxury
TaU
compared | brands
to other compared | n3ziuy
companies | to other_ sudnsia
in the companies | %
same in the same | tNEUNY
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UG aUA
agluszau

= >
LAEINY
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Factors Original | Adjusting | Adjusted | 1OC C}ommer?ts Total
Eng.v. Eng.v. . romthe |——
Thai v. expert points
(Liuetal, BI3: It has | BI3: Luxury| g3
2017, a bags has a o
differentiat | differentiate m::l,m:m
ed image | dimage INARIN
from other | from other | o o aeiid
hotel bag brands. .
brands. LANGNJ
nnIzLin
LUTUGAW
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logo logo 4
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company's | company: o
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image. image. .,
ANTNNIUN
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USENYR
NRG
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Associations | This brand | Luxury .
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Factors OErrllqw\l/al Acéwst\llnq Adjusted | 10C C}(ﬁgnr;nfr?;s Total
BASS: | BAS3:1 BAS3:
::rgrsr‘ltpt:r?y trustthe | 1819
which CO;r,l I;lany luuSuny
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luxury nyzsiuy
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Factors OErrllqw\l/al Acéwst\llnq Adjusted | 10C C}(ﬁgnr;n;?;s Total
— B Thaiv. expert points
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FINAIVDI
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are good. LLUW@T‘WE
BAT2 This | BAT2:1 | gaT2: vl
dbrand)is | think luxury ot
favorable. | bags are .
favorable | n3zttuy
m@‘%glﬂu
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