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Abstract

This research aimed to study brand image, brand expectation, and brand loyalty that influenced
consumer's purchase decision on water sedge bag: Chaksarn by using the questionnaire to collect data from
400 consumers of Chaksarn brand, water sedge bag who have repurchased at least 2 times or more, utilizing
Taro Yamane's calculation formula with the confidence level of 99%. The data were then analyzed using
multiple regression analysis. The results of this research indicated that most consumers were female (93.25%),
between the age of 41 - 50 years (50.00%), had a career as a company employee (39.75%), held a bachelor's
degree (50.50%), married (56.50%), gained monthly income of 80,001 baht or more (35.00%), and the price
range of bags they previously purchased per time was between 2,000 - 7,000 baht (77.75%). Overall, consumers
were of the opinion that brand image, brand expectation, and brand loyalty affected their decision to purchase
Chaksarn brand at the statistical significance level of 0.05. However, when considering individual item analysis,
it was revealed that only some factors had an effect on consumer's purchasing decisions, which was likely due
to diverse personal attitudes among consumers. Therefore, the Chaksarn brand should develop their brand
image that communicate with better clarity. This will affect the expectations of consumers further, including
creating a bond between brands and consumers in order to develop into a high level of brand loyalty.
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Table 1 Results of data analysis of the brand image of the Chaksarn brand in each aspect that affects consumers'

purchasing decisions

Unstandardized Standardized Collinearity
tems Coefficients Coefficients Statistics
B Std. Beta t Sig
Error
Constant 2.545 0.490 5.199 0.000
Attribute
1. Have beautiful and modern design -0.003 0.063 -0.003 -0.050 0.960
2. There are many different formats 0.125 0.044 0.148 2.831 0.005*
3. Local plant material (water sedge) is used ~ 0.012 0.077 0.007 0.152 0.879
as the main material for making bags
4. The wisdom of weaving reed mats has  -0.220 0.084 -0.131 -2.628 0.009*
been applied to various patterns
Benefits
5. Can be used in a variety of occasions 0.037 0.048 0.046 0.770 0.442
6. Suitable for packing various items 0.115 0.044 0.158 2579 0.010%
7. It is convenient to use and carry -0.069 0.049 -0.094 -1.413 0.158
8. Can be easily maintained 0.004 0.037 0.007 0.120 0.905
Values
9. Can create an impression when using 0.294 0.072 0.255 4.054 0.000*
10. Use it and feel proud -0.083 0.059 -0.074 -1.391 0.165
11. Use it and feel dignified -0.027 0.042 -0.036 -0.625 0.532
12. The quality is worth the price paid 0.063 0.056 0.080 1.116 0.265
13. It clearly reflects the tastes of users 0.047 0.058 0.049 0.817 0.415
User
14. The user is a person with good taste -0.042 0.051 -0.059 -0.821 0.412
15. The user is a confident person -0.099 0.052 -0.131 -1.906 0.057
16. Users are smart people who choose 0.157 0.047 0.252 3.356 0.001*
wisely
17. The user is elegant and classy 0.026 0.036 0.048 0.733 0.464
18. The user is modern and like fashion 0.074 0.045 0.105 1.654 0.099
19. Users are people who present their 0.036 0.046 0.039 0.769 0.442

Thai identity through the use of bags

R = 0.571, R? = 0.326, Adjusted R? = 0.292, F = 9.664, *p<0.05.
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(p=0.408) uazsoaivungusraumnzaniunisioluludise (p=0.076) Lidwasonssnduladonsuididennuusus
Chaksarn 993U3lan uandlifiiui E:J:U%Iﬂﬂ%‘i”m@QjLLﬁ?’j’]ﬂi&ﬂLﬂﬂLﬁ@ﬂﬂ WUSUA Chaksarn ududussunnunduici
Feamsdaasuyadnanuazeavivalie Jsuusuduidudningazdnagaiieguds fuslanddlildlinnuddyiu
Bosrnununiy anuasaanldeu mszdusundudududildauanumngauveddenia Aeudrsiinnuaivais
Felalldiduindesduaiusaivesdudd yonandinseidndenn wusus Chaksam uinzsuildnuazanizlusiuay
dzenn uazAULTauuanansiusenly swﬁﬁaqwé’ﬂﬁwmmﬂLﬁaﬂﬂLLawﬂfﬁ’JLLﬁﬁdeﬂ'au%’Nﬁmmwumu dau
N15UTNITUAINITUNY Lﬁmmﬂﬂﬂﬁ;ﬂ’mmﬁuﬁ Chaksamn Felsilafin1susnsnaenisvieeg1adaiay (Chaksam, 2020)
ﬁ“jﬁhia'awaﬁiamsé’mﬁuh%@mmﬁﬁim wiluauIARAIMINLUTUATNTIANITUSN TIN5V Aedeliuslaniin
mmgﬂﬂ’uﬁ’ULLmuééﬁdﬂiwddLﬁ%ﬂﬁlﬁmmmﬁﬂﬁﬁamﬁué’ﬂﬁmﬂ?iqs'ﬁyu fauanslu Table 2

Table 2 Results of data analysis of the brand expectation of the Chaksarn brand in each aspect that affects

consumers' purchasing decisions

Unstandardized Standardized Collinearity
tems Coefficients Coefficients Statistics
B Std. Beta t Sig
Error

Constant 2417 0.404 5977 0.000
1. Must be convenient to use, not difficult 0.116 0.069 0.111 1.674 0.095
or complicated

2. There must be a price level appropriate 0.131 0.071 0.123 1.842 0.066
to the functionality used

3. Must have a beautiful, modern style 0.018 0.063 0.016 0.277 0.782
4. Must have good after-sales service -0.024 0.053 -0.027 -0.453 0.650
5. Must promote the user's personality 0.120 0.057 0.131 2.108 0.036*
6. Must be durable for use -0.065 0.079 -0.048 -0.829 0.408
7. Must be of the appropriate size and 0.144 0.081 0.105 1.779 0.076

shape for carrying to various places

R = 0.328, R? = 0.107, Adjusted R® = 0.092, F = 6.741, *p<0.05.

anusniluamAudinsadndennuusus Chaksarn fidsnasanisdadulatovasduslng
arufnilunsaudnssdndennuusus Chaksan fidwmasonisinauladevesiuslag Wefinsabusede
wuin SansBuduardensziddonn wusus Chaksam uiinasiinansnrisenuilngdifisaiu (p=0.000) wazduide
sz denn wusus Chaksam agUszdn 5&LLﬂ‘i’]ﬂ”lﬁ]&ﬂ@jﬁﬂ’i’lm‘i’]ﬁuﬁﬂgulﬁﬂﬁ@EJ (p=0.000) danaranisinaulede
nsziddenn LUsUs Chaksarn vesffuslna uandliiiiuin fuilnadeuisdanudnfidensdudiidesainguilnalsid
nMaAsunlamginssuniste wlveinansussuilndidssiundednamnindndes Fagjuilandanufnfinensn
dudluseduisudy viedunquifiveunsidudiogausiasa (fiends of the brand) na1afe 1unguiuilaai
auveuluasiduiiegiwiada liiazduanureulunsesnuuy sudnvalvesnsidudt Uszaunisallunislddudi
Tnsdnlvgjaniendestvarsuainionuidnyniuifuilnafvonsnaudduy (Aaker, 1991) usidosinauinily
nsdudndedldsraznarlunsdiauuiu usuusud Chaksam fedailed 2018 Fefaradsnldliuutn sefuuusud
seiulaniifiuseifou Salingugnififanudnfigs n1siiuusud Chaksamn agfifuslnaluseduiuntesmsndudi
(brand advocacy) Fadululfenn dufufsmsiiuaruduiussorsuoiiowduusmentitiuguilng awiilhian
noANs9LN159081 (Gomez et. al., 2006) dmsuteduq liun $angilaideldldnsziindenn uusud Chaksam (p=
0.525) FureunmAudnzididenn wusud Chaksam lilanasias (p=0.515) Buiazuuziidulidenldnsziinde
AN WUTUA Chaksamn (p=0.969) Aanugansvesnseidudonn wusus Chaksam iJudsesh (p=0.241) LLazLﬁ'aﬁQ’Su
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wadanszidonn wusud Chaksarmn Tuneiilald agldudeiui (p=0.134) lidmanensdndulagonsuidndenniusud

v '
= o =

Chaksarn 98ei{uslana wansliiuinduilaadsluilifianudninensiduinfugean Wesainnisadrsanudnfsens
duiludegiudosordovansdedodunietes Sadudesniiesyinlifuslaafamnuinfasioundu (reflective
loyalty) SdeLﬁmmﬂmmgﬂﬁuLLazﬁﬂuﬂaﬁﬁﬁﬁﬁiamﬁuﬁw luslaaiangAnssuanudinfsingg iy M15NAABTD
nstedn nsvensulunEnsaet feu wusus Chaksam mmzﬁmﬁﬁ'}ﬁﬁmiiuLﬁaa%fwmmﬁuﬁuéﬁ’uﬁﬁim Wioldk
Ananuidete Wertu fvauafia LLasgﬂﬁuﬁ’ULLUium‘uﬂﬂﬁﬁua}uﬂmaLﬂUﬂfij'ﬁmmQﬂﬂ’uaiam’l%uﬁw (committed
customer) Na@1AD Lﬂuﬂduﬁﬁﬂawuﬁﬂﬁﬁiamﬁuﬁwmmﬁqm scz?;qLfluﬂaq'uﬁﬁmmL%aﬁwiamﬁuﬁmaxﬁmmmﬂqmﬂ
AURTIEUAT Lﬁaﬁmﬁ%aﬂajuqﬂﬁwnduﬁﬂnﬁnszLuxﬁwﬁ’uqﬂﬁmfjugwia (Aaker, 1991) fananslu Table 3

Table 3 Results of data analysis of the brand loyalty of the Chaksarn brand in each aspect that affects

consumers' purchasing decisions

Unstandardized Standardized Collinearity
tems Coefficients Coefficients Statistics
B Std. Beta t Sig
Error
Constant 2.490 0.219 11.385 0.000
1. You will still confirm your purchase. Even 0.169 0.033 0.271 5.144 0.000*
though there are similar products
2. You feel proud when you use it -0.037 0.058 -0.041 -0.637 0.525
3. You are happy to buy regularly. Although 0.176 0.042 0.260 4.194 0.000*
the price is slightly higher than other brands
4. Your fondness for the brand has not 0.034 0.052 0.049 0.652 0.515
decreased at all
5. You are happy to recommend others to 0.002 0.054 0.003 0.039 0.969
use
6. You follow brand news regularly 0.056 0.048 0.063 1.174 0.241
7.When others say bad things about a 0.050 0.033 0.085 1.500 0.134

brand You will immediately object

R = 0.561, R? = 0.314, Adjusted R? = 0.302, F = 25.679, *p<0.05.

mMudnwalnsdudn aruaanislunsdudi wazanusniluasidudinsadndennuusus Chaksamn fidewasie
nsinduledevasiiuslng

AMENEAINTAUAT AruAanTslunsEudn audnilunsidudn waznsinaulede wWothanfuanm
ALdUTUS T IuU SR ULAEfLUTALA BT AduUsEANE anduius e aile sy nudn fulsduiisznaudae
Adnealnsdud anuaentdlunsiaud anudnalunsiaudi wasdaudsany fe nisinauladedanudusiudiu
fananslu Table 4
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Table 4 Results of Pearson Correlation analysis of brand image, brand expectation, and brand loyalty influenced

consumer's purchase decision on water sedge bag: Chaksarn

Brand image Brand expectation Brand loyalty Purchase decision
Brand image 1 0.335** 0.460** 0.567**
Brand expectation 0.335%* 1 0.353%* 0.412%*
Brand loyalty 0.460** 0.353** 1 0.782**
Purchase decision 0.567** 0.412%* 0.782** 1

HaN13ANYIIINNITIATIENNTaAnBELTNTAN (Multiple Regression) Aauandly Table 5 wudn ameanual
As1AuA Auaenslunsdudn uazeusnilunsidudn dwarensinauladenssilndonnuusus Chaksam vas
Fuilnafisziutioddnmisada 0.05 wavaunswensainmsiaaulatensulndennuusus Chaksam vosffuslna 1o
ﬁﬁjﬁ]f{’l’anﬂﬁmﬁwammilﬁuﬁnﬁ

Y’ = by+ b Xy + boX, + .o+ bX,

Purchase decision = -0.432 + 0.307Brand image + 0.169Brand expectation + 0.593Brand loyalty

Table 5 Results of data analysis of brand image, brand expectation, and brand loyalty influenced consumer's

purchase decision on water sedge bag: Chaksarn

Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients
ltems
B Std. Beta t Sig  Tolerance VIF
Error
Constant -0.432  0.237 -1.820  0.070
1. Brand image 0.307 0.042 0.238 7.236  0.000* 0.788 1.269
2. Brand expectation 0.169 0.048 0.109 3.492 0.001* 0.876 1.142
3. Brand loyalty 0.593 0.031 0.634 19.097 0.000* 0.838 1.193

R = 0.822, R? = 0.676, Adjusted R? = 0.673, F = 275.042, *p<0.05.

Tnenansinudsfiugenndasiu Sooksri (2018) inuin muAIAWTsFiduA nMmdnvalns1dud anusng
Tuns1dudn denarensinduladouninisansosuiiontu suilunwsuawsdnualnsdudn auaianiduns
Aufn wazAnusnAlunsAudn dewasenisinauladenseidndennuusus Chaksam LRRCATRGT UONANLUUTUS
Chaksarn mssiauuasdsansnmdnuallidanudaaunnd iy wazaiqwa5nmmmmﬁwaqQ’U'ﬁﬂﬂﬁialﬂ PRPUIRIAR
N3aANURNIUTENIIRUTUATUUSLAA LﬁEﬂﬁlﬁmm5quwlﬂaﬂqmﬁﬂﬁﬁsﬁ’uqﬂﬁ

ayunanIsAnen

MsAnEnmEnvalnsIAudt AnuatnnTslunsdudn wazanusnilunsidudi Adeuadenisindulaie
szl ndonnuusus Chaksarn w8 uslan S'ﬁqmamsﬁﬂmﬁmmaamﬂé’mﬁ’ufﬁlqﬂizmﬁuazauuﬁgwuﬁﬁqﬁ”iﬂu
AmsImAmEnwalnsdud Anuaanslunsdud wazanusndlunsdudn dsmasenisinauladenseidndenn
WUUA Chaksarn va3fu3laa fiszdutpdfymeadn 0.05 uillefasandusedeiifisundeiidmanonisiniula
o éun fsunuuiivannvane Inslgidansmeidenninyssgndifuainaesiieg fanumsnzaslunisussgues
#1499 anunsaasseaszivladleldo dliduauaniv aanden desduaiuynadnnimuedfld fuslnadsasdudiy
sfeusinasiinansnrfisenulngdisaiu LLaz@uﬁ%@agﬁﬂizﬁi’ﬁdLLﬁﬁwm%Qdﬂ’iwmﬁuﬁﬁmﬁﬂﬁaa Faunusus
Chaksarn %miﬁ’wmLLaz%’ﬂmbL”ﬁdﬂmmwmmﬁuﬁw sudansdeansnndnvaiveswusug nslavanuszmduiug i
HuslaainamuAIveesuaiannsldduan waznsinnanssuaiinnuduiusiuluilan Lﬁaﬁﬂﬁﬁvﬁﬂmﬁmmm
ﬁﬂﬁiumﬁuﬁhﬁmﬂfmQ'LLSU'qﬁﬁmﬂ’mﬂumawmﬁﬁ’{uﬁaa6] ylikusuasiaulaaeiu LANAAINALYY Lavdinsag
IuslasumQ’U%Tﬂﬂﬁ]uﬁﬂﬂﬁﬂ'ﬁﬁmﬁﬂasﬁa%’f uaﬂmm'fé’fdmmmﬁﬂﬂﬂssqﬂmﬁ[,%w%ﬁiaaaﬂﬁm%’wrmwLquLLaxﬂaqwé
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N9N15AAA Litensasanmanealnsduduasnseduliiuilaaiinaudnalunsdua Wy nsdananssuiiey
dwiugnAuszdn msuimswaanisue Jusiu

¢ o Y
naUssleviviudou
Aideuveysemadtunanuilifnaysslovivivdeu

AnANTIuUIENA
YaUBUAMNUITIAUATUAININIVINTT UseirTeuuseana w.e. 2566 (p%sii 2) vesmaurmAluladnsLAYnS
an1tumeluladnszaomndndiaunmsaianse s ldnsatvayusudszanalunsiidenssi wezveveuan
ALATI wans fiofuasdvoausud Chaksarn Aldlinnuoyaszilunislitoya uadliléfuiessulatvos
WUTUALUNITINE N T UUARUATY

a1 ! I~ Y
ﬂ']'iﬁJﬁ'JUi’Jﬂﬂ‘l«!ﬂ']iL‘UEJUUVIﬂ’J']lI‘U'PNEdL‘UEJU
ANAATISY (Idea) wazansAgiu Avuslandnside Jamnside nseun1ide JeiFewaringuszasdnis

19y: Syandivy fuvas, weess Bmes. MUJURNTITY nsiidiusinlun1sesnuuu n1sneass N1sVAdaUIAIBle
T FFnsiudeya uay Criteria sonwuusuilauisive nsimuayszyng naudiegns n1sadaaseade nisifiu

1%

uswdeya uazmsliaszideya: Syaaniey funas, weess Faves. nsdaiudeya nisleszideya n1suusna

o a

Wiudoya JnsziuazuUsnatoya: Synaniuy dunas, nrss Faves. nM3Innginsalua n1swansnsiSeuiiisuiu

N

ToaguvisensAnNuIVTeNg vl WeuInn¥iansalnaniside nswssuiiisudeya nislivgufislunisinseiuas

o a

asunan1sIde: Syaandyy dunas, narss Bmed. Msidiusinlun1si@eu manuscript nanuaiassd winnssy
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Aelseivg: Syaanilvy Munas, nerss Hanes.
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