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Abstract

The objective of this study was to study the brand image and brand equity affecting the decision to purchase
imported goods from the Hokkaido region in Thailand. Data were collected using a convenient random sampling
method by distributing questionnaires in paper and online to 400 Thai consumers who buy imported products from
the Hokkaido region. The statistics used for data analysis were frequency, mean, standard deviation, percentage, and
multiple regression analysis.

The research results revealed that the brand equity in terms of perceived quality, and brand awareness and the
brand image in terms of culture, attributes, and benefits affected purchasing decisions with a 57.0 percent predictive
power with a statistically significant level of 0.01. On the other hands, the brand image in terms of value and
personality and brand value in relation to the brand and the trademark aspect did not affect the purchase decision.
Therefore, the Hokkaido Government Representative Office and the Hokkaido International Trade and Industry
Promotion Association or related agencies should specify the strategies to increase consumer awareness, such as
presenting the origins of products from various prefectures in the Hokkaido region for acquiring the Hokkaido export
brand and also specify strategies to promote the Hokkaido export brand to make Thai consumers more familiar
with the Hokkaido export brand for increasing circulation of imported products from the Hokkaido region in

Thailand.

Keywords: Brand image, Brand value, Purchase decision
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Hokkaido symbol mark for export.
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ANAAIIEUA X SD.  ulawa dudu
\S0amnemsi 378 0747 @ 1
AuNsTuIAMNW 377 0739 @ 2
fuanuidenlosfunsduin 353 0748 g 3
AUNTIINATIAUAY 346 0683 @ 4

AR 3.63 0.654 g9

MMl 2 sEFumIRRTuANA RS ALA AT MeY
Tusesivgs IaeflsziumnuAniiusnuiasesmnensigga
(3.78) uazsnunssinnsdudilsesunnudaiuiign
(3.46)

daudl 3 nsrTadeUAINITLINLIsUNAYEIT LU T
SK 5¥11319 -0.452 §13 0.331 waz A1 KU 3IA1581ing -0.924
£14.0.798 S99 UsHANNLINKIMULUNG AeUsINglu
AN5197 3 wazidlenTiaaouAMuANFNTUsve IR LY
dasznuin fudsdanudunusliiu 0.90 FshifAadgm
fraudsiinnudunusiues (multicollinearity) YonaNTU
devimamaaeuanuduiusiadunuinfuy sdasyndh

o o 6

fnnuduiusegildedAgiszau 0.01 Ay fauus

v a

dasznnidauantalunsiilildlunsivssilagldada
mia@maﬁlL%qwn@,mmﬁmﬁw“lﬁ (Hair, Black, Babin, &

Anderson, 2010)
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A a ¢ o
AN 3 WEAANANTTATIEVAILUT

mwanuwaluarauAvansdudideeangiinazenlnladinasenisindulatedudianginig

Uadn ganlnlaluuszndlne
Mean Median S.D. SK KU

mwanwalnsdudideeanginiageninla

AuRnaNtR 3.63 3.66 0.640 0.145 -0.435
muanUsleyl 3.69 3.66 0.678 0.249 -0.650
FuANA 3.73 3.66 0.609 0331 -0.551
AuTmusIIU 3.82 4.00 0.705 -0.452 0.343
FuyARNAMN 3.93 4.00 0.617 -0.160 0.002
AuA1vaIRTIEuAdseangiiniageninla

AUNIFINATIEUA 3.46 333 683 -0.167 0.798
sunnudenleafunsidudn 353 3.66 0.748 0.210 -0.179
Aunssuinmm 377 4.00 0.739 0.053 -0.924
suAzemNgnsAn 3.78 4.00 0.747 -0.135 -0.518

daufl 4 n1snsivasuAuauUAveIiIuYs warn1s  giiniageninladwasenisdndulavedudainginiagen

vpgavaNyAgIuAINENYallazANAIYBIRIIdud1deen  Inla Tulssmelng dasieazBenlunsnan uanuanall

A1919% 4 - memamﬁmaauamgﬁgm

fauuswennsal b SE B t Sig
NSTUIAUAIN (Xg) 0.375 0.050 0.389 3.841 0.000**
N533NATIAUA (Xo) 0.201 0.057 0.192 7.485 0.000%**
TausTsu (X, 0.209 0.043 0.207 3.539 0.000**
AauandR (X,) 0.267 0.055 0.240 4.916 0.000**
AnUsElevl (X)) 0.149 0.056 0.142 4.812 0.000**
FAsii 0613 0.160 2.680
F = 104.501**
R? = 0.570

Adjust R? = 0.565

5 <001

HANINAARBUANNATIL WU AuUTAMAINIIAUAY  uussawiunensalifuduainiduiosay 2.6 (B = 0.207, t

1 Y% 2 o ¢l = v o cal = v v o A
AunssudRann (Xo) Wuduumensalignaadianly = 3.539) fuuswernsaifignaadanluaunisidusuiua

aunisidudausn arunsanensallasesar 45.8 (B =
0.389, t = 3.842) GT’JLLUﬁWHWﬂSEﬁﬁQﬂaQL"ﬁ’mﬂuﬁuﬂ’lﬂ%u
Sustuaeafie Fun1s§dnnsiaudn (x,) dudsits 2 dauds
Safumensaliuduainidufesas 6.1 (B = 0.192, t =
7.485) fuusnennsalignasdunluaunisdudusvan

Ao NMWANWAATIAUAINILINUGTIN (X,) AWUINT 3 6
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Ao nndnuainsdudndunaaudd (X)) dauusis 4 &
wssaufunennsaliuduanidudosas 1.7 (B = 0.240, t
- 4.916) uazfuusnensalfnanvhefigndadhaluanns
fio amdnuainsAud duansslend (x,) aiuusis 5
FuUsanunsas A uALt uanfusesas 0.8 (B = 0.142,

3

t = 4.812) n1sfndandiulinensaliangauazsenda
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nsdudrdseangiiningantnla A1uTausIse (X,) A1y
AaudR (X)) uagmunamusslen (X)) dwadenisindula
Fodudvosfuslaa nsdiAnvidudiaingiiniasenlnla
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Sagay 57.00 AALT (Y) WINAU 1.048 @11U150d5198UNS
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¥
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