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Abstract

This research aims to 1) analyze the opinion level and the relationship between brand equity and loyalty
in the purchase of Baba clothing and the batik sarong of brand D’s corner, and 2) investigate brand equity affected
the purchase loyalty of brand D’s corner. The research methodology was survey. The samples were 400 consumers
who lived in Phuket and bought or used to buy brand D’s corner Baba clothing and Batik sarong brand. The research
instrument was questionnaire. The data received were analyzed by descriptive statistics: frequency, percentage, means,
standard deviation, Pearson’s correlation coefficient and multiple regression analysis. The results showed that both
overall brand equity and overall loyalty were at the agreed level (X = 4.34 and 4.32). The relationship between
brand equity and loyalty in the purchase of brand D’s corner found that the overall relationship had a high level (r = .796)
of relevance and was in the same direction at Sig.01. Additionally, the brand equity had affected the purchase loyalty
of brand D’s comer. Multiple regression analysis in the standardized form was adjusted R’= 66.3%. This equation
indicated that all three phrases of brand equity were able to forecast the variation on purchase loyalty of brand D’s cor-
ner at 66.3 percent, the remaining of 33.7 percent which were due to other variables.
Keywords : Brand D’ s corner; Brand equity; Brand loyalty
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Awareness) N15t3eleans1AuAN (Brand Associations) LLazmﬁuifﬂmmW (Brand Perceived Quality) Falgan
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2) Wefnwmuduiusseniemnsaudtuenuinilumstendnfusidef s ifevefiamia
yuyuRdn S iionsvies e lneymumnauIaunsgLin

3) iefnwanAnTAudiidsadeanusnilunstendnfusidernuiussinvidevefamiaguunaniug
ilensvieaiealagyusumauiauasniAn

NSBUKUIANIUNISIY

fauUs9a5¢ (Independent Variables) faUsnu (dependent Variables)
AAIAIIEUAT (Brand Equity) ANUANARBNARAY D’s corner
1. M333nesducn (Brand Loyalty to D’s corner)
(Brand Awareness) 1. SgautuLiInUianela
2. mMagoulensnadum <> (Satisfaction Level)
(Brand Associations) 2. SEAUTULINAIIUTOU
3. MIsuinuaw (Liking Level)
(Brand Perceived Quality) 3. sgAUTuUaANKNITY

(Commitment Level)

WAUAINT 1 ATaULUIARTLUAITIY (Conceptual Framework)
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Jszmnsiiinuadall Ao gnénfiondoeglutmingifiniidenioinstondnsusidofinuituasiuifzrodiamia
yyundnfusiion1sviondierlneymumauiauasgin msienadlinsusuidaidesnnduiamiayuey
lallgvhmstufinadfsuaugnénitnetondnsuridinan fvussuanguiegalnlinisdwnangasimay
WINEIBE198T W.G. Cochran (faen 1ndadvaywn, 2549 : 25) fianuRanaialiiudesas 5 iszduanudesiu
Yovay 95 fatiu vwiAngusogiidiuanld fo S1uau 385 au LierrwazmnlumsUssdunadifodddoun
ndusageviavin 400 fegs FedeldirhunasimuiideulumunuasditeliiBidenfetwuuiizas (Purposive
Sampling) Audunguiesnsiiveuazinedonan eidina

wiasdioflilumsifendsiifuuuuaeunny smadeuruiissmsadaiion (Content Validity) uazanuaonados
sprheinguarasdmsideiudedniuiiadnstu (index of Item Objective Congruence : 10C) InidenTnayfmun
\nasiv A defiiAiuLIEINg 0.05-1.00 Fediviinmasnadesiuisouiulduarannsathlulily (Rovinell
and Hambleton, 1977 : 49-60) dwduAnauidesiu (Reliability) §ideldusuusaudladouvasumunudeoiausuus
Mfidmguazdiunmaseununmeiesiiofuussnnsiilaldnguiegnsdiuu 30 ya Anrsanainedulsyans
woan 199 ATEUUIA (Chronbach’s alpha coefficient) (faen 1w Tayw, 2550 : 33) IﬂﬁiﬂiLLﬂimﬁﬂL%gUwaﬁaLLé’a
nsSeuisunaeinsUsediy (@ Wugida, 2549) Igmanuidesiu (Reliability) veaedesiioitelnesiuwitu
0.70 sgluszduiinuiedeneuinsgs

afmllumsiieseideyautadu 2 ssam ldun adfdmssannusznouse n1swanuaseud (Frequency)
Afouag (Percentage) Aladg (Mean) dnuideaunannsg1u (Standard Deviation : SD) oSuUneNANISANYITEAU
AuAniuvesiiuslnafiflenuimsndud uazanuAnaensdum fvuanisuanumneAtaaeidu 5 sz
(Yo fi3dzenn, 2545) way adRdadnsdeusznaumem ey ssansanduiudiiesdu (Pearson’s
Correlation Coefficient : r) a5ungHaN1IANYIANNFURUSIENINAMARIEUATUAIUANASEATIEUAT AnuA
AMuINEAsEAUAMdITUSRIAmandLRUSOY 5 Seau (BWes wnndwk, 2543 1 72) uaznITIATIZRENNTS
annaenyt (Multiple Regression Analysis) a‘ﬁmamamiﬁwmmmmw?{uﬁ'}ﬁdamasiammﬁﬂﬁsiamﬁuﬁﬁ 1ng
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ANUANTUSTEN IS TAUNNE (I\/\uthcotlmearlty) fiAnAuduiusliiv 0.80 (g7 Uivawﬁi'ﬁauﬁ 2543) iite
mlmmswmmsmaaamwmwwumau (StepW|se MuLtlple Regre55|on Analy5|s) WemenuduRusszaing
Fuusay $1uau 1 fuds fusulsdasydud 2 faudstuly Wensiuadudsuisfazannsayindnsudsuils
161 (gws Lneassal, 2551)

NaN15338

mngiteyaiiiluresrounuuasumuisnun 400 au wuth ndushegsalugdumavda Gesay 55)
flong 51-60 U (Sovay 21.25) Terdwdudisivnis (Fovaz 18.25) fisnaldsieiiiou 15,001-30,000 uv (3eeay 27.75)
wazdinsfnwluszaulsanns (Sovas 41)

sEAuAuAniuvesuslnaiifidonudnnaudl aruindlumstenandaurifoduiiuasdifizvas
FemnayuvuranfuiiiensisuilsalagyurumAUIauAsLAn

mAnngisriuanuAniuresiuslaafifinonmnsaudvemdnsusideruiv ke iy D’s comer
wuin Teesaudienuiiusneeglussduiiuse (X =4.34, SD. = .799) Tnefunsidnnsiaui smunsidesles
P3AUM wagFunsiuinuamilanudniueglusefuiiusieg famnssi 1

A13el 1 seAupuAniuvesustnaniinenuAnduAvesmanduideiuiiiwasinuude D’s comer

v

ANAINTIAUAYBIRARA I ERRN U La AU X S.D. JERU
D’s corner

AIUNTFINATIAUA 4.35 783 LiuAg
Frumsdonloansdu 4.41 793 Wiueey
AUN1TSUIAMNIN 4.27 821 NaTe
574 434 799 LAUAQE

]
=

mseseisziuauAniureiustnafifidennuinfsenisvendndueideiiuiiuasdidy D’s comer
nulnesmeglussAuiiiuiieg (X =4.32, SD. = .756) lagssAutuuiinnufisnelaseAutuurninutey wa
seAuTuwisnugnity SanuAniueglusediuiiuiig fAwnsei 2

1%

o LY a =3 Y a Aa v al & a v & A v + £ 6V 5
N394 2 3zm‘ummﬂmmwmQ‘UﬂmmmammmmmamwamamwmLaammmuasmmmz D’s corner

mnufnirensdenanAneTdefiuntuar i X S.D. SZAU
D’s corner

fusyiutuwiuiionele 434 770 Winee
Fuseiufuuisavey 430 754 WiLee
®1u3umU%ULL1NWﬂ§JNﬂW‘u 4.32 .743 WiuseY

PRt 432 756 WuAQe
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AuduiusseninaamuArasdudiuanusnilunisdenansnuaideduiiuazfiunizvasismne
yuyunansusiilonsiaiisalasyusumauIauasgLin

mMaATzimuduTuSsErise s Audfueusnilumstenanfasidefwiduasiiid D’s comer
WU AaeesAui i uduiusiuanudnilunsdendnsasidernuiiuazi gy D's comer fissfuiloddny
N13adATITZAU 01 (Sig.2-tailed = .000) Fapng797l 3

(%

M990 3 anuduiussEninuAnAumMiuANuAnlunPendndusideinuiuaziU sy D’scomer

v
v *

ANAINTITUAT ANMUANALUNsTaNAnduaidakuUazinUfe D’s corner

Pearson Correlation SEAUANUFUNUS

AUNI3INATIEUA 663 Uunan
AunsTeuleansIdum T20%* 6N
AUNTTUIAMAIN 490%* Uunang
ANARIIFAUAlAYTIY T96** 6N

Y

N9 3 euduiudssieeumnsAudsueusnFlunstendnsusidofuuuasid iy D's
comer Wefinnsansgiumnudsiug wuishumsideslesnaudiianuduiusiuausnilusedugs (=.720)
50900 Ao FunsiEnnsAud (r=663) wardunssudamnmm (r=490) Taers 2 du Tanudiudiuan
fndlusgauUunang

AT Audiidsadennuindlunisdendnsusidatinuuiuasiunfizuasiamiegurundngioue
ien1siaaiiielasyusumAuIaLATIAn

nslesginnudutusvesnnensauiiidemadonnudnilunistonnfausideduniiwasinunge s
corner ANMTIATIRANLFUTUSTENIUUTIU (Multicollinearity) H3dednauladndiulsdasel duus Ae
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