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MARKETING STRATEGIES AND BRAND EQUITY DEVELOPMENT TOWARD
PURCHASE INTENTIONS OF COMMUNITIES PRODUCTS IN KHLONG
LUANG DISTRICT, PATHUM THANI PROVINCE

Sinittra Suksawat!’

Abstract

This research is a quantitative research which the objectives are: 1) to study the
purchasing behavior of community products in Khlong Luang District, Pathum Thani Province;
2) to study the influence of marketing strategies on the intention to purchase community
products in Khlong Luang District, Pathum Thani Province; 3) to study the influence of
marketing strategies on the value of community products in Khlong Luang District, Pathum
Thani Province; and 4) to study the influence of community brand values on the intention to
purchase products in Khlong Luang District, Pathum Thani Province. The sample group
consisted of 400 customers aged 20 years and above who had purchased community products
in Pathum Thani Province. The results of the research on purchasing behavior of community
products in Khlong Luang District, Pathum Thani Province found that most customers prefer
to purchase community products in the food category. The reasons for purchasing are
convenient transportation/near home, and they prefer to purchase through the community
store. They mainly make purchase decisions by themselves. The average purchase cost per
time is approximately 301-500 baht and the average purchase period is 4-5 months/time. The
results of the hypothesis testing found that marketing strategies, namely product, price,
distribution channel, and promotion, affected purchase intention and brand equity, whereas
brand equity in terms of brand loyalty and brand association affects to purchase intention of

community products at a statistical significance level of 0.05.
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Unstandardized Standardized

Model Coefficients Coefficients t Sig.
b Std. Error Beta
(Constant) 0.183 0.283 0.649 0.517
AUNARS U 0.389 0.081 0.247 4.817 0.000
AIUTIAY 0.620 0.087 0.450 7.096 0.000
AUYBINNNITING MUY 0.212 0.085 0.151 2.508 0.013
ATUNTALETHAITNATN 0.248 0.068 0.193 3.654 0.000

R = 0.668% R? = 0.446, Adjusted R = 0.440, F = 79.513, Sig = 0.000
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Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 0.338 0.027 1.633 0.103
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Model Coefficients Coefficients t Sig.
B Std. Error Beta
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