1
=Y

answavasnwaneal 115505 ANUSNNHABLUTUA LAZUTIRNUINVDILUTUA

a o Y a dy sg Y 1
VWI’ICL%Lﬂﬂﬂ'Ti‘UE]"?I’]?JENE‘\!U'ﬂﬂﬂﬂﬂu%ﬂ‘lﬂgﬂiuw@‘iL‘VI‘WSJ‘VI’]‘IJWS

The influence of brand image, brand awareness, brand love and
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in Bangkok

n1ud AU’ , suUNgR WANNILATES?

UnAnuuTayaln vdngasusmsssiaumUudin uingrqensaunm’,
919156U529101AIVINTAAA AUTUINITTIND A Inendengainn’

Karn Kitbumrung!, Thanakit Vongmahasetha?

Graduate Student,

Master of Business Administration, Bangkok University',

Marketing Department, School of Business Administration, Bangkok University”

E-mail: karn.kitb@bumail.net?, E-mail: thanakit.v@bu.ac.th?
Received: February 1, 2024; Revised: November 29, 2024; Accepted: December 27, 2024

UnAnEa

fonuszasmitoifie  Anvdadeiiddvinadenmanduindet wosuilnemusliyn  uawile
A NS eI @viEnavesnmanyal NsuTUUTUA N1sSuiamen msfuianuselend anwsn
fifidouusud uazussyfasivouusud fumstotwosfusTnamualayrludsminnganm wnues nay
feegns o fuslnaefesiumualynlumngannumiuns 1 378 au l635msguiet auuulally
Anunasdu (non probability sampling) Huuuaeumuidursosiolunaifusiunadeya Jieses
Toyalnglvadifdmssunuaznisannesdammingldlusunsud5agy ianmsinseidoyadiuunraves
nauseganud ddlvgidumemds Tongeglugas 31-40 U seiumsAinunUBaaes owduminnu
Uit selseidion 20,001-30,000 Uw MMFATzideyamuduSvestadeiiiaviwasioms
nduinodn wuitladedunmwdnuel Lifiviwasomsndumntedivesiulnaysildynlungamn

o

uas Uadeanumsiuiana msduiaaselon] nmssuiuusun anusniidsenusus uazussysiaeives

[ '
a a A o o w S W

WUTUR ABVENATIUINABNSNAULN BTl ed At Aniszay 0.01

AdnAsy: vuulayn, N15eT

Wi 24 : PsETIVINTaNIANan TugALAnyenTuwRIUSEmAlNe (dEaen.)



ABSTRACT

The objectives of this research were (1) to examine factors influencing the repurchases
of bubble milk tea of consumers in Bangkok, (2) to study the relationship between the
influence of brand image, brand awareness, perceived value, perceived benefits, brand love,
packaging and the repurchases of bubble milk tea of consumers in Bangkok. The sample used
in this study consisted of 378 consumers of bubble milk tea in Bangkok. Statistics for data
analysis were descriptive and multiple regression analysis by using statistical software
programs. The results found that most of the samples were female. age between 31-40 years,
bachelor's degree, company employees with income between 20,001 - 30,000 baht. From
analysis of the relationship of factors influencing the repurchase of consumers in Bangkok, it
found that brand image did not have influence on the repurchases of bubble milk tea of
consumers in Bangkok, with the statistical significance level of 0.05. Brand perceived value,
brand perceived benefits, brand awareness, brand love, and brand packaging have positive
effect on repurchases of bubble milk tea of consumers in Bangkok, with the statistical

significance level of 0.01.

KEYWORDS: Bubble milk tea, Repurchase
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yA= 1.125 + .021(Brand Image) + .141(Brand Perceived Value) + .235(Brand Perceived

Benefits) +.090(Brand Awareness) +.147(Brand Love) +.121(Brand Packaging) ; R* = 0.281
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Brand Perceived
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Brand Awareness

B =.090,r =.310**

Brand Love

B =.147,r = .346**

Brand Packaging

B =.121,r =.304**
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