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ABSTRACT
The objective of this research was to study brand experience that affected the

perception of Italian restaurant brand values. The samples used in this study were 400
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consumers who had eaten at Italian restaurants. An online questionnaire was used as a data
collection tool. The statistical significance level was set at .05 level. The results showed that
consumers with different monthly incomes had different perceptions of Italian restaurant
brand values. The variables of gender, age, occupation and educational level were different.
There was no different perception of Italian restaurant brand values. The brand experiences
included relation dimension, sensory dimension, emotional dimension, behavioral dimension
and relation dimension, all of which had influenced the perception of Italian restaurant
brand values. Intellectual dimension factor had no influence on the perception of Italian
restaurant brand values.

Keywords: Brand Experience, Perception of Brand Values, Italian Restaurant.
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3. SEAUNISAN®N Awareness)

2. M3TUIAUNNUUTUA (Perceived

Uszaun1salfauusun Quality)

. . _ _ 3. AMUANALUTUA (Brand Values)
1. auUsyamduNg (Sensory Dimension) )

2. &wensual (Emotional Dimension) 4. ANUeNlggUsUA (Brand Association)

5. AuAnNARBILUTUA (Brand Loyalty)

3. AuNgANIY (Behavioral Dimension)
(Aaker, 1997, pp. 347-356)

4. suaiiayay (Intellectual Dimension)

5. AUANNFURUS (Relation Dimension)

(Brakus, Schmitt& Zarantonello, 2009, pp. 52-68;

Nysveen, Oklevik & Pedersen, 2018, pp. 2908-
2924)
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mimmaammmwﬁwmsmﬂ'wmmL%aﬁu (Reliability) SloldFuuuuasunumeunduin

¢ 1 o

30 YAKAD AIEN1TAATIERAFUUTEEANTYRIABUUIA (Cronbach's Alpha Coefficient) Tagldinaua
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1nesedt 1 nuhgfuslaadnilvgliszdunnundiuvresussaunsaldenusud Tasseg
Tusgduiiiuse Wefinnsansiedu wuinegluszduiiusneedsds Ae sudsvamdudia (Sensory
Dimension) a¢lusefuiiudie Ae A1ue1sual (Emotional Dimension) kagf1uAMMUEUTUT
(Relation Dimension) aglusgiuLiiumieUiunas fie AungAnssy (Behavioral Dimension) wag

pualeyg (Intellectual Dimension) AUEAU

NIANTIVINTATUNN ¥aU3 | 146



Ud‘ A =

UM 19 atudl 2 Whsunaiay 89 Sunaw 2565

M157 2 AladgLarANTeRuUNINTIINYRINTSUSAMALUTUATIUEINTBR LAY

NSUSAMALUTUASIUDIMNTBR LAY X S SEAUAIUARLITY
1. AunTEVindawusua (Brand Awareness) 389 0.68 WiuAe
2. M3TUsAMAMLUTUA (Perceived Quality) 351 0.66 Rallet
3. AUANAILUTUA (Brand Values) 3.67  0.67 Wiuse
4. pandealoauusus (Brand Association) 397  0.60 Wiuse
5. AMUANARBWUITUA (Brand Loyalty) 392 0.69 WAuAIY
T 379 052 WUy

v 1 L3

91915797 2 nuiguilaedlnglfszduanuAnifureanissuinudnususiue s
dnndou Tnesameglussiuiiiuse iefiansansedu nuieglussduiiuie Ae amnudonles
WUFUA (Brand Association) A21UANARBLUTUA (Brand Loyalty) A2 1uATERINALUTUA (Brand
Awareness) AMUANAILUTUA (Brand Values) uagn135USAMAINLUTUA (Perceived Quality)

AUAIAU

M1591 3 LUSEUIBUANULANAT9YRINTTSUSAMAMUTUATINEIMNTBA ALY TILUNATLDNE

219

nsTuRMAILUTUR 21-30 U 31400 41-509 51600 61 Tauly

SMUBITINLEYU (n= 45) (n=86) (n=105) (n=114) (n=50)

X s X so X s X so X sp

L anumsendndauusun 3.87  0.83 3.86 061 386 0.66 397 061 381 081 0.656 .623
(Brand Awareness)

2. ﬂﬂi%l‘uiﬂEUﬂTWLL‘Uiuﬁ 347 084 362 071 344 065 354 062 342 051 1249 .289
(Perceived Quality)

3. ﬂ’J’]iJé:ﬁJﬁ’]LLUiuﬁ 363 0.83 367 063 358 066 373 062 374 071 0.787 .534
(Brand Values)

4. ﬂ’J’]ﬂJL%@iJI?NLLUiuﬁ 396 0.72 4.00 057 395 054 399 054 393 080 0.203 .937
(Brand Association)

5. ANUANAABLUTUA 397 0.86 392 060 384 069 396 062 394 080 0534 .711
(Brand Loyalty)

39U 378 071 381 047 373 051 384 049 377 054 059 .666

*p<.05
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159 5 @UN1sanneeNYAnUTEaUNTAleLUTUANUNITTUIAMALUTUAS L MITERILEEY

iy mmeszalin Msudaunm avwdudl  avandenles  AnuAndise
Uszaunsnine . ) ) . ) ) lngsu
) faluTUe LUSUA WUTU WUSUA WUsUA
WUTUA
B p B p B p B p B p B p
AASH 0413 .066 1.453 .000 0.896 .000 0.649 .001 1.050 .000 0.892 .000

X1 gulsgamduda 0.220%* 000 -0.025 .721 0.145* 019 0.442* 000 0.302* .000 0.217* .000

X2 ANua15He

X3 fungAnIsu

X4 suarieyayn

0.353* .000 0.218* .000 0.065 .175 0.060 .133 -0.066 .186 0.126* .000
0.042 352 0.134* 010 0.133* .004 -0.011 772 0.289* .000 0.117* .000
-0.006 .900 0.132* .014 0.084 073 0.036 .351 -0.036 .463 0.042 .181

X5 puAnuduius  0.284* 000 0.116 .053 0.343* 000 0.324* 000 0.297* .000 0.273* .000

R Square 0.444 0.244 0.432 0.518 0.416 0.584
Adjusted R Square  0.437 0.235 0.425 0.511 0.408 0.579
Std error of the 0.512 0.585 0.512 0.425 0.533 0.343
Estimate (SE)
F 62.835 25.479 59.998 84.525 56.064 110.671
p 000 000 000 000 000 000
*p<.05
nensadt 5 annsadouduaunislidsd
Yoy = 0.892 + 0.217 (X)) + 0.126 (X,) + 0.117 (X5) + 0.273 (Xs)
Y, = 0.413 + 0.220 (X,) + 0.353 (X,) + 0.284 (Xs)
Y, = 1853 + 0.218 (X,) + 0.134 (X5) + 0.132 (X,)
Ys; = 0.896 + 0.145 (X;) + 0.133 (X5) + 0.343 (Xs)
Y, = 0.649 + 0.442 (X,) + 0.324 (Xs)
Yy = 1.050 + 0.302 (X;) + 0.289 (X5) + 0.297 (Xs)
o Yy = NSUTAMANLUTUATIUDIMNTBN LAY
Y, = MIFUIANAMUTUATILMITDNNGEY AUAUATENTINAMUTUA (Brand
Awareness)
Y, = MITUIANAUTUATILEMNTENNTEY AIUNITTUTAMNAMKUTUA (Perceived
Quality)
Y5 = MIFUIANAUTUATILDMITDANTEY ATUAIUANAIMUTUA (Brand Values)
Y4 = MsSudansuusuA e msandou fumnuidenleausus (Brand Association)
Y5 = NMITUIANAUTUATILEMNTEAEEY AuALANARBLUTEA (Brand Loyalty)
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Usgaun1salsanusua A aruaduduius (Relation Dimension) Audssanduda
(Sensory Dimension) AMua15ual (Emotional Dimension) Waga1ung@Anssy (Behavioral

¥ 1 13 L2 L3
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