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Abstract

Purpose - This study aims to examine the influence of perceived brand equity and brand
image on consumers’ purchasing decisions toward community products, using Nongmon
Bamboo Rice in Chonburi as a case study.

Design/Methodology/Approach - This study employed a quantitative research approach.
Data were collected by using online questionnaire. A convenience sampling was applied. The
data were analyzed using multiple regression analysis, with the statistical significance level set
at .05.

Findings - Most respondents were female (72.50%), aged 18-24 years (83.50%), students
(72.50%), had an income of less than or equal to 15,000 Baht (54.00%), and were single
(91.75%). Most respondents purchased Khao Lam Nongmon occasionally (71.25%) and mainly
purchased it as a souvenir (27.25%). Perceived brand equity and brand image positively
influenced consumers’ purchase decisions toward Nongmon Khao Lam at the .05 statistical
significance level. These variables could jointly account for purchase decisions at 53.0%
(R2 = 0.530). Perceived brand equity had the strongest influence (B = 0.575), followed by
brand image (3 = 0.206).

Research limitations - The sample of this study mainly consisted of students aged 18 - 24 years,
and the data were collected through an online questionnaire Bamboo Rlu Beneralizability. As
a result, generalizability to other groups of population (GenBxy) must be handled with case.
Managerial implications - Entrepreneurs of Bamboo Rice Nongmon should focus on improving
product quality, strengthening brand uniqueness, and developing a credible, modern, and
locally distinctive brand image. These strategies can enhance competitiveness, encourage
consumer loyalty, and support the sustainable growth of community-based businesses.
Originality/value - This study contributes to the literature on community product marketing
by integrating perceived brand equity and brand image with consumers’ purchase decisions
in the context of Bamboo Rice Nongmon, a distinctive local product of Chonburi Province.
The findings provide practical insights for developing marketing strategies that enhance brand

value and competitiveness among local community products.

Keywords: Perceived Brand Equity, Brand Image, Purchase Decision, Community Product,

Bamboo Rice Nongmon
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M157199 2 ARAELEYANA A1EUTBRULLINTEIY kaZTEAUALARTILYDINALSIBEY (s0)

dayaduusnnanuy X sD  szAuAdY
ARty

fruanudeuleansidud (Cronbach’s Alpha=0.717)

1. vinaauiindanandneiilddndnvainsrvonliflifuendnual 436 077 wnilgn
ARAEHnfst UL Y

2. mnAuiiinfawansusivuruiiodsndmiavays 4.17  0.79 11N
RPN PV QPR LERELY

3. mnaaiinfandnSausiiuansdedndnvaivesyuvusin ingau 420  0.79 1N
535U RAMIL NIV IAIUVIUDIUU

4. mnaaiinfandnSausiviesduildsunmsnanivanyanaiil 428 077  andian
Joidssnazindsinvanmosy

5. mnauindawdnduanvesinainvays auvzdnfstnvay 429 079  wnfign
MUBINY

33 4.05 058 110

AUAMUANARDATIAUA (Cronbach’s Alpha=0.730)

1. arudilaagnduinie $rivanumuesay Tueunag 411  0.84 1N

2. aniazuuzi vianuvuesin Tifuaunsan 419  0.77 1N

3. Arutfiazife Srvanumuesay AeluuifinmAuddy 4.01  0.84 1N

4. arudsaziie Frvanumuasay uhasdeiaunsty 391 092 10

5. ilenunduaayinaasiedivanunue e dnadiuiuey 410 0.84 Tl

594 4.06 058 gl

fun1siuinmanuains@ud (Cronbach’s Alpha = 0.704) 424 053w niign

1. fmvanumuosuu fussydusiduiendnwal (Attribute) 4.19 082 1N

2. $rmvenuvuesuy damdnwaiitnandszsiuanauge 429 075  wniige
(Attribute)

3. rmanumuesiy finmdnuaifiasyion3ddislugavy Benefit & 426 081 wndian
Value)

4. fravanamueu finmdnvaiiuidede (Personality) 427 080 il

5. $rvanuviuesuu Samdnwaiildlagiuilaa (Personality) 423 078  1niign

drunisindulededudn (Cronbach’s Alpha = 0.705) 4.16 0.55 1T

1. pudndnlate drivanuvues esndesnisaes 411 087 1N
AR

2. prusindulade Frvanumuesiy Wesnniduvestudeves 426 080 il
JmInvays

3. pausinAulade dravanumuesiy elinafiaumnauna 4.14  0.78 Tl

4. lainagdsls audnauladetvanunuesy 4.10  0.81 Wl

5. aruifsnsdndulatio Fravanumuosn Tundsialy 4.20 0.84 1N
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91N997 2 HamFlasgiteya nuin saTmssiuemAnusetadedunwdnyal
adudlungusedis egluszduanniign sledslassiusindu (X = 4.24 SD. = 0.53) a5
seiuauAniudenisiaduladedivanumuesnlungudiedts ogluseduun fradslnes
Wiy (X = 4.16 SD. = 0.55) masausziumudaiiunetadesmumssuinudnsidun aglussauun
fAnedslaesiuwiiu (X = 4.13 SD. = 0.45)

A1519N 3 WARINANITILASIEAAILUTDATENLBNSWasaa L UIAU an1nualrn1sdnaulade
(Purchase Decision) LHu@ausanu

Correlation

Awareness  Quality  Associations Loyalty Images Purchase
Decision
Awareness 1
Quality 0.425** 1
Associations 0.315** 0.339** 1
Loyalty 0.438** 0.463** 0.319** 1
Images 0.312** 0.435%* 0.320%* 0.428%* 1
Purchase 0.457** 0.453** 0.300** 0.570** 0.495** 1

Decision

*UydPnednanseau .05

<

1NN 3 nudn Jadesunisiuinuaveansidudi fiuszneuludie nsmsendniug
#318UAT (Brand Awareness) SAndaszansavdusius wintu 0.457 mefuinaunmdudi (Perceived
Quality) fAduussanSanduius widu 0.453 aruidenlesns1dud (Brand Associations) S
Fuussansanduiug wiadu 0.300 Ausniisiens dudn (Brand Loyalty) fiaduussandandusius
WU 0.570 wazamanuweivewmsAuAT (Brand Images) fifdulszansanduius wihdu 0.495

NANINARDURNNRAFIY

MnMsinTeiitonasouauuigiutuasldmalinsgiaumnnaesnyan Tngagrns
naaevludosdunouinanusnldiinslinsevaunsonnssnyaulivield denimaaeusi
Durbin Watson Uag Variance Inflation Factor (VIF) asiageusiiusauagdedldduiusiuiesiaag
vhnsneaeuaLuAgIusionsiinTsinaneennguld damanismaaeunuin R Square fidviiy
0.530 Gsannsneduredanisindulateondnfurigusuvesfuilng nedifiny Framarunusy
Tudmiavays Amnuissmsdunisweinsalldfsosay 53 wagilan Durbin Watson windy 1.866
Afen0gsening 15 - 2.5 Ssdeidulsutazdududaszandu uenanidlovhnsinsest dn VIF

i
A5EINg 2.161-1.608 Fslounin 10 ldiAaUgmianduius (Senariddhikrai, 2020) Aeiun15398d
FEnansanedeUALNAIULAENITIATIEaneeTINAN LA
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A151991 4 tadefdaarenisdnaulate (Hervualinisanauladadusiudsany)

mssnaulede b Std. B t p-value Tolerance VIF
Error
(AnAsi) 0.363 0.181 2007 0.045
mﬁui@mﬂ'waﬂ 0.701 0.056 0.575 12556 <0.001* 0.564 1.772
AIIEUAT

ANANYAIVINTIAUAT 0.212 0.047 0.206 4.489  <0.001* 0.564 1.772
R = 0.728%R?=0.530, AdjustR? = 0.527, F = 223.412, P = <0.001*

o w a

*NipdrAgnsadanszau .05

NANT197 4 HaMIVRERUANNAFIUNUIY MIuAnAmTAuf LA mdnYaing 1 AuA
fnadsuandensinauladondnsasigururesfuslan nadny Fravarunussuy Sviavays
g ilfuddymeadfiszsu 05 Tnefulsndesausasauiuneinsaimsinduladelsdosas 53.0
(R? = 0.530) upglrduszansavduiuswmaaiiniu 0.728

v 1

slefisandduuszavsonnosnasgiu wui msudauAnsaudddvinanenisiaduls
‘%@Nmﬁ?jﬂ (B = 0.575, p < 0.001) sesRENARNNENYAIRIIEUA (B = 0.206, p < 0.001) uanslsk
w1 minduslaafinsdudauanduduasnmdnvainnaudiiiatu swdaalinisiadulede
Frvanmuosmuiivtumlude
aumanensalluguazuuuivannsadeuldded
Y = 0363 + 0.701Xq + 0.212X5

lag? X; Mg MITUIANAINTIAUA kaE X, MNeBe AnanvalnsIaue

aAUs18NaNISIYY

sunAgiuil 1 dunsidnesaudn (Brand Awareness) Siavswarantsiaduladendnias
YYLVIUIIAA NIdiAnY) Uravanuvues Sminvays

wudh F1un1s3¥nasaudn (Brand Awareness) fidvisnaentsindulodondn fasiquyy
vosffuslan nsdldnw Frvaruvuesuu fminways wuin MssuinuAns AU deszneusie
msnsevinduindud msufnunwdud amudeulesmedui anudnddensndud was
amdnualnsaud favdnasenisiaduladendnfasiqurueaited fymeadaiszdu 05
nan1sAnwiidenndestuuitenes sumad suydianats uay Wysuite NININAUNA (2563) ULiae

[
Y a

wuin dauUsiumsidnanaudlddnadeandemsinduladeinuiafes wilunsdid fuslnad
sEAUNSTUiTIImaIrueIIuAButNEY Ineneuwuudeunudiulngiuinuidnndndueidu
08197 FsaenndasiuuuIAnTeY Kotler & Keller (2009) fiszyin msnszwtindmsndudngasaing
amuduesiazaulinga wlifuslneduuldudondendnfusiunnie

dunAgIud 2 Aunissudamnmaudn (Perceived Quality) Fdvswasanisdndulate
ARSIy IUYREUSLAA NSAANY TIvanumueiiy Jainvays

WU FrunsFuiaanindudn (Perceived Quality) fidvigwastonsdnavladendnsinusi
yuruvesuilan nsdAnuidnvaumussuy daiavays wuin danusdanandsvinaiduin
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5y .05 (B = 0.223, P-Value = 0.000) uazeeAAADITUNUITEVDY DANT WUNSUTIY WA
401318 Ysaayniinus (2566) Ineneunuuaauaiudiulngiiuin d1maiunueauudnisdngss
TQAUNIAMAIN doRRRBIIULIAAYBY Aaker (1991) TINATIIT MSTUIAMAMYILETIALARTIUIN

'
a

wesiiuanudeshy v Elnafeaulaeld ety dnfudnsnsidrmaumuoan s sumsussdui
farnuindefenasiinunmaudsaronisinaulatoesiedniau

sunAguil 3 sunsideulesmnuAniunsidudn (Brand Associations) F8vsnanenis
sinauladendnssiguruvesiuilan nadifinw drvanumussuu finvays

wuin sumsideslesanudniunsidudi (Brand Associations) laifidvanasenisindla
Fondnfasigumuvesuilng nsdifnudmvanumues Ymieay3 seiutedday 005 (B = 0.019,
P-Value = 0.663) eaenndosiuauidoves ofinn launsusy wag gnadd Usyaiwud (2566)
Hosmnngfnssunistodudrennsutudsteeandeuvmusintuey futladedusin aanm uag
ANuEzmn agalsna I;:JmamwuaaummﬁﬂmyjmmsaLﬁ?j'auiwi’hmmwuamuﬁumamﬁm%ﬁaﬂﬁu
vayslegednau aenadostuninfn Aaker (1991) findnin madeslesnsdudndudiumidy
nsadrequaesuTud udlunsdi Jadednandiliismefazndndunisdnaulateldogad
VEGRGEY

auuﬁgﬁuﬁ 4 Frupnuinanens1Aud (Brand Loyalty) Sidviswasensinduledenansest
YPIUYBIUILNA NSAANY TIvanumuesiy Jaminvays

WU ErumuAnRsensdusn Brand Loyalty) d8vsnaisunnsensinauladenansa
vy (B = 0.354, P-Value = 0.000) donndosiuauideves gom wuiiesdn uay wifing semmu
(2567) Tnefuslnaiidamufinelauaslindslususudindadulaten freuwuuasuniudalvg)
e aussuugihdiivanunusauliBu denndestuuuifn Aaker (1991) 1997 A
FIANAUNUNWNTNAN wazelilusuRansashugugnAlaluseezend denaliinainunuen
Lazfisgafm19gIne

auNAgIufl 5 nmdnwalns1dud (Brand Image) sunudnua (Attribute) T8vSnasie
nsindulatendnfusidavaiusuesiy Smiasays

WU A MENEAIRTIEUAT (Brand Image) AuRaEnualy (Attribute) 18nSwasienisinaula
Youdndneidnvarumuou Smiavays Aseduifedidny 05 (B = 0.220, P-value = 0.000)
donAneaiuIWIdeves g5an wandleadn uag wiling seatiu (2567) guslaadiulvgiuseiiiuii 417
vanuvussiuiamuduendnualuaziduduifiasviousinuvesdiuauauay AuuuAnues Kotler
(2000) iUsznaUsIe ALENAEMsnBnT Usslowidudi uazyadnnmesaud easenseiunssus
uazifiuyaf U AR Susivioany

suNAgIul 6 Mndnuning1dudn (Brand Image) FunaUselovilazamuen (Benefit and
Value) fiaviswastenssinaulatondnfauridrivanmussay fwiavays

WU MNANEANTIFUAT (Brand Image) AnuAnUselevdkarAmAl (Benefit and Value)

v @ o

fanswaransandulatendndneitrivaiuvuesy Jminvays Assautedidgy .05 B = 0.367,
P-Value = 0.000) aennaaaiuITeves a5 wanilesdn uag wiing seariu (2567) Hrauluudeuany
waat AN rue s lundndneiviesduniinuauasdetwendnualyuvy Fa9iua319n159nan

LALLESUNINANYAIYIFUA IUNAIAN DI ULAZ T NYID LA
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auNRgIudl 7 Mwdnwaing1dudn (Brand Image) fuyAAnAIwATIAUA (Personality)
fisvawasiomssinAuladendnfusidnovanumuesy Torinvays

WU MNENBAIATIFUAY (Brand Image) AuYANAIMATIAUAT (Personality) 8nSwa
AomIieaLlat oNaR S e AU JInvay3 ﬁisﬁuﬁfaéﬁm 05 (B = 0.421, P-Value = 0.000)
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