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Abstract

This research aims to examine The Influence of Brand Coolness on Brand Engagement
and Brand Love, with Brand Experience as a Moderator: A Case Study of Nike Sneakers among
Generation Z Consumers in Chonburi Province. Employing a survey research design, the study
collected data from a sample of 300 individuals who had previously purchased Nike sneakers.
A questionnaire was used as the data collection instrument, and descriptive statistics were
applied for data analysis. The findings reveal that brand coolness is positively correlated with
brand engagement, brand experience, and brand love. This study highlights the role of brand
coolness in the context of Nike sneakers and provides strategic insights for sneaker business

operators in enhancing brand image to foster consumer attachment and brand love.
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Table 1: Questions Used to Measure Variables in the Study

Questions on Brand Coolness Source

Popular

Q1 You think that Nike sneakers are widely favored by the majority. Barreto, Loureiro,

Q2 You think that Nike sneakers are broadly accepted. and Rubio et al. [30]
Q3 You think that Nike sneakers have a distinctive style when recalled.
Q4 You think that Nike sneakers are popular. putt. B
Q5 You frequently see people wearing Nike sneakers. Barreto et al. [30]
Iconic
Q1 You think that Nike sneakers are a symbol of sneakers.
Q2 You think that Nike sneakers represent sneaker culture.
Q3  You think that Nike sneakers stand out significantly in the sneaker Butt. [31]

industry.
Q4  You think that Nike sneakers are timeless in the sneaker industry.
Q5 You think that Nike is the number one sneaker brand in the world.

Aesthetic

Q1 You think that Nike sneakers are aesthetically pleasing.
Q2 You think that Nike sneakers are captivating.

Q3 You think that Nike sneakers have consistently maintained the
) ) ] Barreto et al. [30]
brand’s identity and uniqueness.

Q4  You think that Nike sneakers have an exceptionally attractive design.

Q5 You think that Nike sneakers are highly appealing.
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Table 1: Questions Used to Measure Variables in the Study (Continued)

Questions on Brand Engagement Source

Q1 You frequently browse Nike sneakers.

Q2 You feel that the Nike sneaker brand is connected to your identity.  Rather, Teheen,
Q3 Ifyouare interested in Nike sneakers, you seek additional information. ~ and Parrey. [32]
Q4 You look forward to purchasing Nike sneakers during sales periods.

Q5 You prefer Nike sneakers over other sneaker brands. Sprott et al. [17]

Questions on Brand Experience

Q1 Seeing Nike sneakers enhances your impression of the brand.

Q2 You feel comfortable when wearing Nike sneakers. Ishida and Tayler.
Q3 You feel good when purchasing Nike sneakers. (33]

Q4 You think that Nike sneakers align with your lifestyle.

Q5 When considering purchasing sneakers, Nike is the first brand that Kim and Chao. [34]

comes to mind.

Questions on Brand Love

Q1 You think that Nike sneakers bring you happiness. Carroll and Ahuvia.
Q2 You are passionate about the Nike sneaker brand. (25]
Q3 You love Nike sneakers. Kostritsa, Liebl, and

Beinhaver et al. [35]
Q4 You think that Nike sneakers are the perfect sneaker brand. Bea and Kim. [36]
Q5 You think that Nike sneakers reflect your personality.
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Table 2: Purchasing Decision Behavior for Sneaker (n = 300)

Data Received Through Channels Quantity Percentage
Facebook 57 19
TikTok 71 23.7
Instagram 112 37.3
X (Twitter) 11 3.7
Website Nike 49 16.3

Frequency of Purchase per Pair

Less than 3 months per pair 68 22.7
3 — 6 months per pair 32 10.7
7 - 9 months per pair 26 8.7
10 - 12 months per pair 67 223
2 years per pair 55 18.3
More than 2 years per pair 52 17.3
Expense per Pair
Less than 5,000 THB 171 57.0
5,001 - 10,000 THB 115 38.3
10,001 - 15,000 THB 11 3.7
15,001 - 20,000 THB 3 1.0
visPA Parichart Journal The Influence of Brand Coolness on Brand Engagement and Brand Love,
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Table 2: Purchasing Decision Behavior for Sneaker (n = 300) (Continued)

Retail Channel Quantity Percentage
Nike Shop 144 48
JD Sport 41 13.7
Super Sport a7 15.7
Carnival 20 6.7
Online retail stores 48 16.0

Purpose of Purchase

For shopping in malls 11 3.7
For casual outings 100 33.3
For attending school/work 99 33.0
For every outdoor activity 90 30.0

Reasons for Purchase

Durability and strength 38 12.7
Comfortable to wear 48 16.0
Modern design 80 26.7
Aesthetic appeal 87 29.0
Uniqueness 8 2.7

Brand preference 39 13.0
Total 300 100.0

Table 3: Correlation Coefficients of the Variables Used in the Study (n = 300) at the Statistical
Significance Level of 0.01

fiaus Brand Coolness Brand Engagement Brand Experience Brand Love
Brand Coolness 1
Brand Engagement 0.350" 1
Brand Experience 0.413" 0.824" 1
Brand Love 0.508" 0.508" 0.517" 1

“P < .01 (2-tailed)
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Table 4: Interpretation of Correlation Coefficient Values

Correlation Coefficient Interpretation of Relationship Levels
0.81 - 1.00 Highly correlated
0.51-0.80 Moderately correlated
0.21 - 0.50 Low correlation
0.01 - 0.20 Very low correlation

0.00 No correlation

Table 5: Results of Multiple Linear Regression Analysis of Brand Engagement

Variable B B t P - value
Constant 1.090 2.503 0.013
Brand Coolness 0.658 0.350 6.447 < 0.001

=0.350, = 0.122, Adjust
=0.119, F = 41.564, P
- value = < 0.001

q;' ' o A ' A ' Y I3
m15°9% 5 WU Yadeiidenanionisiidiusmiuduusus (Brand Engagement) 9091auLLe
v A a o & A 1 13 a o = a1
iU TapdifauUswensal A AUYIUBILUTUA (Brand Coolness) wagzdlfauysniu Ao n1sddiu
SufufuLUSUA (Brand Engagement) @adlArgunaniswennsal Andudesas 12.2% aAnumung
auditludndny 0.05 (P = 0.350, P - value = < 0.001) WerlugUaunisnensalld dal nsiidiusiu
AuAuuTUA (Brand Engagement) = 1.090 + 0.658 (Brand Coolness)

Table 6: Results of Multiple Linear Regression Analysis of Brand Love

Variable B B t P - value
Constant 2.125 11.672 < 0.001
Brand Engagement 0.469 0.508 10.118 < 0.001

= 0.508, = 0.258, Adjust = 0.256, F = 103.798, P - value = < 0.001

37971 6 wu Yadefidemanonnnudnlunusud (Brand Love) vasauiuedud lnesiduys
WenIal Ae NsdaUTIAUAULUTUA (Brand Engagement) Laziifianusniu As manusnlulusua
(Brand Love) Faiiingnnanisneinsal Anduiesas 25.8% emmnzauiidodidy 0.05 (B =
0.508, P - value = < 0.001) WeulugUaunsnensaild wah Awdalulusus (Brand Love) =
2.125 + 0.469 (Brand Engagement)

vis¥M Parichart Journal The Influence of Brand Coolness on Brand Engagement and Brand Love,
Vol. 39 No. 2 March-April 2026) with Brand Experience as a Moderator: A Case Study of Nike Sneakers..




Table 7: Direct Influence of Brand Coolness on Brand Engagement Under the Condition of

Brand Experience (Pick-a-Point Approach)

Brand Experience Effect SE t P-Value LLCI ULCI

-0.747 (Low Value) -0.112 0.074 -1.524 0.129 0.257 0.033
0.000 (Medium Value) 0.078 0.068 1.149 0.252 0.055 0.210

0.747 (High Value) 0.092 0.443
0.267
0.089
2.998
0.003

a5 7 wud dleuszaunisalfilésunnuusud (Brand Experience) Sifngh -0.747 1aid
udAyneadn Wenuunans 0.000 ifieddynieadn uasdleUstaunsalilasuannuusud
(Brand Experience) dlfings 0.747 wuinditudndsy wanedn Usvaunsaliiléuanuusus (Brand
Experience) \Wasuulasmuduiusseninemusivasuusus (Brand Coolness) uwagnsiidausau
fufULUTUA (Brand Engagement) aguldin Uszaunsalfiléifuannuusud (Brand Experience)
HnasioAUANRUSTEINIAYILULUTURA (Brand Coolness) wagn1silaiusauiufiuusus (Brand
Engagement) Lawwsﬁmquhﬁ?u

Table 8: Hypothesis Testing Results

Research Hypotheses P - value Empirical Results
The Effect of Brand Coolness on Brand Engagement < 0.001 Support
The Effect of Brand Engagement on Brand Love < 0.001 Support
The Effect of Brand Coolness on Brand Engagement with  0.003 Support

Brand Experience as a Moderator

Note: Statistically significant at the 0.05 level.
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