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1) funsdasudadnual 2) A1UNI5AI19ANNFNRUS 3) AuadiusInlodud1sUssing  uaz
4) fun1suiderdes arntuldiiiesdusznaui 4 du lUTnsedesdusenouidadudu nuieh
dudnvesiudsluesdussneulmiva 4 du fdudidynsadffisedu .01 wansi ssrusznou
anuduudsosuuudantugauAnuionsuiifisvairduianunsaddasaing uagnans
AAS1E0IAUTENO U IEUTUNUI Chi-square = 456.360, Degrees of Freedom = 376 Chi-
square/Degrees of Freedom = 1.214, RMSEA = 0.024, CFI = 0.993, TLI = 0.990, SRMR = 0.033
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Abstracts

The objectives of this research were to compose the Private Higher Education
Institutes Brand Strength Factor. The 383 samples were students in Private Higher Education
Institutes by simple random sampling. The Exploratory Factor Analysis is based on the
concepts related to brands of private higher education institutions in 5 aspects. They are
1) Reputation 2) Identity 3) Image 4) Satisfaction and 5) Loyalty. And found 4 new factors
had eigenvalues greater than 1 and could explain 68.177% of variance level. The new
factors were named as follows:1) identity promotion, 2) relationship building, 3) International
cooperation, and 4) reputation perception. Then, all 4 factors were confirmatory factory
analyzed and found that the variables weight value of the 4 new factors were statistically
significant at the .01 level. It is shown that the created factor is structurally correct. The
Confirmatory Factor Analysis was found that The Chi-square = 456.360, Degrees of Freedom=
376, Chi-square/Degrees of Freedom = 1.214, RMSEA = 0.024, CFl = 0.993, TLI = 0.990, SRMR

= 0.033. The above data was considered that it has consistency fitted with empirical data.

Keywords : Factors; Private Higher Education Institutes Brand Strength
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2. MTIATIEVDIAUIENDULTBUIU (Confirmatory Factor Analysis : CFA)

2.1 NM3n19deuALnsadelasiadne (Construct Validity) IngfiansanainAntinin
93AUsENBY (factor loading) vetuiazeidusznouinfitedfyn1sadafisedu .01 niely 413
HedAgynsadAuansinlunaosdusznauanudundwotusunandugaudnyiensuiin1unss
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2.2 MIRTRAUANNARAATRITUTBYAlTEINY Tnen15inseiasduseneu WEudy
PURUED (Second Order Confirmatory Factor Analysis) Jinaus1LAs189 el

1) Ala-uaaa$&uing (Chisquare statistic/Degrees of Freedom) Taeudnsialy &
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2) atiinszauaunaunauUIeuLisy (Comparative Fit Index : CFI) @il CFI 8l
AN 0.95 uansilumaaenaradiutoyalisusedng (Hu & Bentler, 1999)
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy
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Bartlett's Test of Sphericity Approx. Chi-Square  10974.628
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**qJgdrAgyn1eadanszau 0.01
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1.2 nan1sainesausznaunieatiaunudidgy (Principle Component Analysis: PCA) 14/
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29AUsznau A1 Eigenvalues S28A5YIANURYTUSIU
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3 1.571 4.762 64.715
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Whvnefilasau
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athemaiiies
1.6 aontuilTausssuednsivaausiuiy 0.758 0.024  31.993** 0.574
U A15TTIALEDINTSUASNIBYBITNANE
wazymaInguan1ty
1.7 aondudllasanis/Aanssudaasulay 0.862 0.016  52.599** 0.744
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4.3 aouifeidssiuiansay Wy i 0.736 0.028  26.660** 0.541
msaLngRududy
4.4 Foidvsves anntu/ ansiduiizdn 0.731 0028  25.768*  0.535
4.5 Feidoswes o3nsUR/ fuimsantu 0.660 0.033  19.733* 0.436
Huigan
4.6 Foidvsvesiindnutagiuduisin 0.707 0.030  23.633* 0.500

Chi-square = 456.360, Degrees of Freedom= 376, Chi-square/Degrees of Freedom =
1.214, CFl = 0.993, SRMR = 0.033, RMSEA = 0.024

PNAITT 4 NANITATIIFOUAIUATUTILATIAS19NUTN AN nTnesAUsEnau (Factor

. | 3 N v o W aaa [y ' 3 ¥ <
Loadlng) GUENLLG]EW@Qﬂﬂigﬂ@‘Ull‘UUﬁqﬂilJ‘V]’]flﬂﬂfﬂ‘Vligﬂ‘U .01 4@ lunanIAUIENaUAIILLTLLDS

YILUTUAANTTUALAN DN VUTAUATATILATIATIN UagRANIINTIIAUAINABAATDITUTDYE

Feuszdng lnen1siesiziesdusnaudsdudusuduassuennuiduniwsanusudanidugay

Anwenvunudn lwnalinnuaenndeinaunduiuteyadausedneduin Aa1sulaainel Chi

square/Degrees of Freedom = 1.214, Comparative Fit Index (CFl) = 0.993, Standardized Root
Mean Square Residual (SRMR) = 0.033, Root Mean Square Error of Approximate (RMSEA) =

0.024
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