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ABSTRACT

The expansion of the café industry in Thailand during the last few years
demonstrates that the coffee shop industry has seen rapid growth. However,
Café shop entrepreneurs must understand the behavior of today's consumers.
This research paper explores the impact of brand charisma and brand resonance
on perceived value and purchase intention toward the Café Amazon brand in
Thailand. The study contributes to the existing literature by combining Self
congruity theory and perceived value theory, futher investigating the
moderating influence of consumer characteristics and bandwagon effect on the
relationship between perceived value and purchase intention toward Café

Amazon brand.

The empirical study has collected 318 data based on the consumers of
Café Amazon in Thailand through questionnaire survey. The study aims to
examine the influence of marketing mix, brand resonance, brand charisma, and
perceived value on purchase intention. It evaluates the moderating effects of
demographic consumption status and the bandwagon effect on the relationship

between perceived value and purchase intention. Findings indicate that
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marketing mix directly impacts brand charisma, perceived value, and brand
resonance. Well-designed products, strategic pricing, effective promotion, and
thoughtful distribution contribute to brand charisma. Marketing mix also
influences perceived value, which is critical for customer satisfaction, loyalty,
and purchase intention. Brand resonance is influenced by marketing mix,
shaping brand identity and establishing a strong relationship with the audience.
Brand charisma positively relates to brand resonance, enhancing emotional
attachment and brand recommendation. However, brand charisma's direct
impact on perceived value is weaker compared to marketing mix and brand
resonance. Building emotional connections enhances brand resonance and
perceived value. Perceived value directly impacts purchase intention, as high
value increases the likelithood of future purchases. Gender, age, and education
moderate the relationship between perceived value and purchase intention, with
individual preferences and factors like income and lifestyle playing a role. The
bandwagon effect positively moderates the relationship, influencing consumer
behavior. The study integrates self-congruity theory, brand resonance theory,
and perceived value theory, providing a comprehensive framework. Managers
should focus on brand charisma and resonance, tailor strategies to demographic
consumption status, and recognize consumer heterogeneity. This study offers

valuable insights for understanding purchase intention in marketing.

Keywords: Brand charisma, brand resonance, perceived value, purchase

intention, bandwagon effect
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CHAPTER ONE

INTRODUCTION

1.1Research background and motivations

The four P's of marketing including, product, price, place, and promotion
can have a significant impact on brand charisma. Charisma refers to the ability
of'a brand to attract and captivate customers through its personality, values, and
emotional appeal. According to Kotler and Keller (2016) the four P's of
marketing are the building elements of a brand's marketing formula. Each of
the four Ps can be used to influence brand charisma in the following ways. The
product is the core of the company and has a large influence on brand appeal.
A well-designed, high-quality product that fulfills customers' wants and desires
can establish a powerful emotional link with customers. For instance, Apple’s
sleek and inventive goods have contributed to a feeling of excitement and
loyalty among its customers. Price can be used to generate a feeling of
exclusivity and appeal for a brand. High prices are frequently used by luxury
companies to generate a feeling of exclusivity and distinction. The expensive
price of a Rolex watch adds to its perceived value and prestige. The place of a
product's sale can influence its perceived value and desirability. Brands that are
only available in exclusive or prestigious locations can create a sense of
exclusivity and desirability. Designer labels such as Louis Vuitton and Gucci,
for example, are frequently exclusively accessible at high-end department
shops, providing a sense of exclusivity and luxury. Promotion, the way a brand
promotes itself can influence its charisma. Strong and consistent messaging that

resonates with the target audience can increase a brand's charisma.

Sirgy (1982) suggested that advertising that creates an emotional

connection with customers can increase brand charisma. Self-congruity theory



suggests that consumers prefer brands that align with their self-concept or self-
image. The Four Ps of Marketing (product, price, place, and promotion) can
influence brand charisma by creating a sense of self-congruity between the

brand and its customers (Muniz and O'Guinn, 2001).

In addition to existing study, more research might be undertaken to
investigate the relationship between the marketing mix elements and brand
charisma. For instance, the impact of cultural factors: the concept of brand
charisma may vary across different cultures, and it would be interesting to
explore how cultural factors influence the relationship between marketing mix
elements and brand charisma (Esfahani and Pourdehghan, 2017; Mohamad and
Yusoff, 2015). However, the existing research mentioned above, most studied
the relationship between Four Ps of Marketing and Brand Charisma toward
Luxury brand. Hence, our study aims to explore this relationship in depth

toward Café business.

Additionally, The Four Ps of marketing may have a significant impact
on brand resonance, which is the degree to which buyers sense a strong,
psychological relationship with a brand. Keller (1993) developed this notion in
his Brand Resonance Model, which details how brand can create strong
relationships with customers through developing brand resonance. According
to Keller (1993) the product is the foundation of brand building, and it should
deliver on the brand's promise while also addressing the customers' needs and
wants. A high-quality product can lead to customer satisfaction and loyalty,
which can aid in the development of brand resonance. According to Yoo and
Donthu (2001) perceived quality, a major feature of the product has a positive
influence on brand equity. Price strategy can also have an impact on brand
resonance. Keller (2022) noted that buyers often associate price with quality

and prestige. A high-priced product can create a sense of exclusivity and



quality, which can boost brand resonance. However, the price approach should
be consistent with the brand's positioning and target demographic. Kim (2005)
discovered that customer loyalty increased when prices were perceived as fair
and reasonable. Promotion includes all forms of communication used to
promote the brand, such as advertising, sales promotions, and public relations.
The correct advertising plan may assist increase brand awareness and establish
a positive image in customers' thoughts. According to Keller (2022) promotion
should be consistent with the brand's image and message and targeted to the
proper audience. Yoo and Donthu (2001) found that brand awareness, a key
aspect of promotion, had a positive influence on brand equity. The distribution
channels used to get the product to the customer can also impact brand
resonance. A good distribution network can help ensure that the product is
available when and where customers need it, which can help build brand
resonance. Customers' views of a brand may also be influenced by the location
and style of retail locations. Kim (2005) found that location convenience had a
positive effect influence on consumer loyalty. However, the above studies have
a significant correlation between Four Ps of marketing and Brand Resonance.
Yet, this issue has not yet been examined in Thailand. Hence, our study aims

to explore this relationship in depth toward Café business.

Furthermore, marketing mix, brand resonance, and brand charisma can
all influence perceived value in different ways. Here is an explanation of how
each factor can impact perceived value: First, the Marketing Mix can impact
perceived value in a variety of ways. For example, a high-quality product may
be viewed as having better value than a lower-quality one, even though the
price is higher. A well-thought-out price plan that includes promotions,
discounts, or bundling can also boost perceived value. Similarly, effective

promotion and distribution can make the product more accessible and visible,



thereby increasing its perceived value. According to Kotler et al. (2010)
perceived value was a key driver of customer satisfaction and loyalty. Second,
Brand resonance can impact perceived value by creating an emotional
connection between the brand and the consumer. Customers that have a strong
emotional connection to a brand may be prepared to pay more for it. Brand
resonance may also increase perceived value by enhancing the perceived
quality of the product. Keller (1993) noted that brand resonance is one of the

key components of customer-based brand equity.

Lastly, Brand charisma refers to the brand's ability to inspire and attract
customers based on its values, personality, and charisma. A brand with high
charisma can enhance perceived value by creating a sense of uniqueness and
exclusivity. Customers may perceive the brand as more valuable because it is
associated with positive emotions and a unique identity. According to
Grohmann et al. (2016) brand charisma can enhance perceived value by
creating a "halo effect" that extends to the product or service. One way to
further strengthen the relationship between the Four Ps of marketing, Brand
Resonance, Brand Charisma, and Perceived Value is by creating positive
emotional experiences for customers. Emotional experiences can enhance
perceived value by creating a deeper connection between the customer and the
brand. For instance, providing exceptional customer service can create positive
emotional experiences for customers. Brands can achieve this by training
employees to be friendly, responsive, and helpful. A study by Homburg et al.
(2009) found that customer service had a significant impact on customer
satisfaction and loyalty. Brands with a distinct personality can create good
emotional experiences by resonating with customers' beliefs and emotions.
Brands can develop a personality via marketing messaging, packaging, and

other techniques. Aaker (1997) discovered that brand personality was



connected to brand loyalty. Therefore, our study aims to

explore for these three relationships in depth influence perceived value.

Additionally, the bandwagon effect refers to the tendency of people to
adopt the beliefs or behaviors of a group simply because others are doing it. In
the context of consumer behavior, this means that individuals factors may be
more likely to purchase a product if they perceive it to be popular or in high
demand (Cialdini, 2009). Lwin et al. (2007) examined how the moderating
effect of bandwagon on the relationship between perceived value, price, and
purchase intention for a new mobile phone service. The results showed that
bandwagon effect moderated the relationship between perceived value and
purchase intention. Especially, bandwagon can amplify the effect of perceived
value on purchase intention when the product was perceived as popular or in
high demand. Kim and Park (2017) investigated how the bandwagon effect, as
a type of social identification, moderated the relationship between perceived
value and purchase intention for luxury fashion products. The findings showed
that the bandwagon effect played a significant role in the relationship between
perceived value and purchase intention, with higher levels of social
identification leading to a stronger relationship. Han and Kim (2020) examined
how the bandwagon effect influenced the relationship between perceived value
and purchase intention for online shopping. The results showed that the
bandwagon effect moderated the relationship between perceived value and
purchase intention, with a stronger effect when the product was perceived as
popular among a large group of consumers. Hence, our study aims to explore

this relationship in depth.

Furthermore, Koo et al. (2015) explored the moderating effect of
demographic consumption status on the relationship between perceived value

and purchase intention. According to the authors, perceived value has a strong



positive influence on purchase intention, however this connection varies
depending on customer demographics. They argue that demographic
consumption status (i.e., income and education level) can moderate this
relationship. The study examines the moderating influence of demographic
consumption status using data from a survey of 250 South Korean consumers
and hierarchical regression analysis. According to the findings, income level
moderates the perceived value-purchase intention relationship, while education
level does not. The authors suggest that these findings have importance
significance for marketers, as they highlight the need to consider the
heterogeneity of consumers in developing and implementing marketing
strategies. Targeting high-income consumers with premium items, for example,
may be more effective in increasing perceived value and buy intention. Koo et
al. (2015) proposed that future studies should explore other demographic
factors that may moderate this relationship, such as age, gender, and
occupation. Furthermore, the authors recommend that future research look into
the role of other situational factors, such as the type of product or service being
offered and the context in which the purchase decision is made, as these may
have an impact on the relationship between perceived value and purchase

intention. Hence, our study aims to explore this relationship in depth.

1.2 Research objectives

According to the above discussions, this study intends to use Café
Amazon in Thailand as a case to understand the antecedents, mediators and
moderating of purchase intention toward Café Amazon service. The research

objectives of this study are as follows:

1.To study the factors affecting Purchase Intention of Cafe Amazon Brand in
Thailand, including marketing mix, brand charisma, brand resonance and

perceived value.



2.To understand the mediation effect of brand charisma and brand resonance
for the influence of the marketing mix on perceived value toward Cafe

Amazon Brand.

3.To identify the moderating effect of Demographic Consumption status and
Bandwagon effect for the influence of perceived value toward Café Amazon

Brand on purchase intention.

1.3 Research contribution

This dissertation contributes to the literature in some ways by combining
self-congruity theory, perceived value theory, theory of Bandwagon effect and
theory of brand Resonance. First, this study looked at Brand Charisma and
Brand Resonance on Perceived Value and Purchase Intention at the same time.
Second, this research adds to the existing body of literature about Brand
Charisma, Brand Resonance, Perceived Value, Purchase Intention and
Bandwagon. Third, this study investigates the mediation effect of brand
charisma and brand resonance for influence of the marketing mix on perceived
value. Last but not least, this study sheds some light on two moderating
variables: Demographic Consumption status and Bandwagon effect, both of

which moderate the effects of purchase intention.

1.4 Research structure
This dissertation contains of six chapters, and the summary for each

chapter is as follows:

Chapter one labeled the research background and motivation, research
objectives, research contribution, research project and scope of the study and

research procedure.



Chapter two presented the coffee consumption market in Thailand, the
literature review, including the evaluation of the theoretical formation, the

definition of research variables and hypothesis development.

Chapter three discussed the development of research hypotheses, study design,
and methods. In addition, the research model was given in this chapter. The
research design was described, which included a questionnaire survey. Data
collection procedure and data analysis procedure of each research methods are

presented.

Chapter four presented the empirical results of the hypotheses testing
questionnaire survey. This chapter also included descriptive analysis,

measurement scale reliability and validity, and hypothesis testing.

Chapter five presented the study’s conclusion and suggestions. A summary and
conclusions of the research outcomes were offered. The research contributions;
academic and practical implications; limitation and the future directions were

also presented in this chapter.

1.5 Research project and scope of the study
Based on the above research objectives, the authors developed the scope

and project of the current study as shown in Table 1-1.

Table 1 - 1 The scope of this study

Items Scope of the study

Types of the | The literature reviews that were used to develop the
study research hypotheses and framework. To collect
empirical data, questionnaires and construct measures
are utilized, as well as to test hypotheses and draw

conclusions




Key issue The current study focuses on identify the moderating
effect of Demographic Consumption status and
Bandwagon effect for the influence of perceived value
toward Café Amazon Brand on purchase intention and
to study the factors affecting Purchase Intention of Cafe
Amazon Brand in Thailand, including marketing mix,
brand charisma, brand resonance and perceived value.

Dependent Purchase Intention

variables

Independent Marketing Stimuli, Brand Charisma, Brand Resonance,

variables Perceived Value, Demographic Consumption Status,
Bandwagon Effect

Moderating Demographic Consumption Status and Bandwagon

variables Effect

Underlying Perceived Value Theory, Theory of Bandwagon Effect

theory and Theory of Brand Resonance

Testing The customers who using Cafe Amazon service in

location and Thailand

sample

Analyzed unit | Individual level

Time frame Cross-sectional study

Research Survey: SPSS 22.0 and PLS-SEM 3.0 were used for

instruments theory inference, primary data, and analytical
approaches

Source: This study.




Figure 1 - 1 The flow chart

Source: This Study.



CHAPTER TWO

LITERATURE REVIEW

2.1 The coffee consumption market in Thailand

Nowadays, cafes or shops that serve both food and beverages under
unique, distinctive decorations or have a beautiful atmosphere are very popular.
The popularity of cafés has resulted in an increasing number of cafés open and
the competition for this type of café continues to increase. According to
Wongnai platform (2019), a website that provides search service for restaurants
that is highly popular in Thailand, found that there were 5,360 new cafes
opened in 2018, increasing from the previous year to 8.1 percent, and cafe-style
restaurants ranked number 1 in the category of popular new restaurants for four

consecutive years.

The evolution in coffee distribution started with a coffee cart that we
have seen before. There are bags of boiled coffee, which are then poured with
sugar and milk and stirred together and served with deep-fried dough stick.
They belonged to each other and had a round table and chairs. Often seen in
fresh markets, crowded places, etc., the appearance is simple, focusing on
selling products rather than selling appearance. Over the past several years, the
growth rate of the coffee shop business has continued until many people are
interested in investing in this business (Tatongjai, 2012). Since the coffee shop
business is still widely open, however, as with any business, there are risks in
the cafe business as well. Although it is a growing business, as long as coffee
still creates aesthetics for people who love to drink, doing business according
to the entrepreneurial trend may not be as successful as expected. Those who

intend to invest in this business should study further information.
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Overview of the cafe business during the past years, the cafe business
has seen a rapid growth rate. Market Info and Communication Co., Ltd. (2008),
the main reason may be due to the business of major fresh coffee shops from
abroad to invest in this business, such as Starbucks, etc. Such conditions created
a lot of excitement in the coffee shop industry. At the same time, the popularity
of drinking coffee among Thai people began to change from the original. Thai
people prefer to drink coffee in bags sold from carts. At present, Thai people
have turned to popular cafes. The shop is decorated to be elegant, modern,

comfortable, and has a pleasant atmosphere for drinking more coffee.

In today's society, which is in a hurry or does not spend much time in the
morning, people who work have to eat fast-food in the morning, the cafe is
another reason for the service, which provides fast service and meets the needs
of people of all ages, including tourists. People who come to the city use the
service more widely in business. Some cafes may have facilities to provide
services such as working seats, internet Wi-Fi service, and a store that
emphasizes a pleasant atmosphere. It is good that consumers who come to use
the service will see that the cafe is a place to temporarily relax. As mentioned
above, consumption at cafes nowadays is very popular. If looking at the growth
rate of the general fresh coffee shop, we may clearly see that in places where
there are many workers or residents, often there will be cafe shops, such as in
the gas station, government office, educational institutions, hospitals, and
shopping mall. Each bazaar with different facilities is decorated in a different
atmosphere to make it unique in order to attract customers or people passing

by. interested in using the service (Tatongjai, 2012).

Cafe business 1n 2021, it 1s still possible to be successful, although there
is quite a lot of competition in the cafe business because it has been reborn a

lot. This business is easy to make and profitable, but those who do it must have
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the right attitude, really knows how to do business and understands the behavior
of today's consumers, how they need it, the appropriateness of the price, and
the quality of the coffee. Coffee brands, locations, and cafe shop entrepreneurs

must learn to run a cafe shop business in depth (Chatrivisit, 2017).

According to Coffee Affection Website, although Thailand is typically a
tea-drinking country, the country boasts a thriving coffee sector, the Covid
epidemic and accompanying lockdowns and limited movements have impacted
sales and growth, the market is likely to catch up again and outperform pre-
Covid levels. The Thai coffee market is worth little more than 104 billion bath.
Thailand's population is at 70 million, which is slightly less than Vietnam's 97
million but more than double Malaysia's 32 million. In 2022, the population in
Thailand will be responsible for 111 billion bath in coffee market sales. The
United States has the greatest coffee market revenue, with 330 million
individuals generating 2.9 billion bath in the same period. Coffee consumption
in Thailand doubled between 2009 and 2019, Thailand has long preferred tea
over coffee, owing to the fact that tea is an important element of the Buddhist
culture, and the majority of Thai’s practice Buddhism. While tea is still a more
common beverage than coffee, coffee is gaining popularity. In 2019, the
population of Thailand consumed the equivalent of 1.4 million bags of coffee.
This figure was just 0.7 million in 2009, approximately half the amount. With
predicted rises in the instant coffee market and thousands of new coffee shops
opening, it is not surprised that the Thai coffee industry would see significant
revenue growth. In fact, the market is predicted to increase at an annual rate of

11.99% through 2025.

According to Café Amazon website, Café Amazon was founded in 2002
from the vision of executives of PTT (Public) Company Limited who are aware

of opportunities to enhance marketing competency of PTT gas station. As a
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result, the concept was set to be the business in PTT gas station which generates
income to PTT gas station and meet the lifestyle of consumers and travelers.
“Café Amazon” brand awareness stems from the idea that Brazil is the
birthplace of coffee and the home of the Amazon forest, the world's best natural
rainforest, brimming with the wonders of amazing nature, plants, trees, streams,
and wildlife. It also serves as a source of clean air. Such concept is applied to
create a coffee shop with shady atmosphere surrounded by trees and water.
Throughout the years, Café Amazon has been developed to be the meeting area
and recreation for travelers. It is decorated in green tones, creating a natural
picture via the use of gardens and fountains to create a comfortable, soothing,
and shaded ambiance. Café Amazon has a distinct character, similar to an Oasis
for tourists. With its distinct and rich taste of coffee, it becomes the slogan,

"Taste of Nature".

According to World Branding Forum, Café Amazon is well-known for
its distinctively rich flavor of its own original blend, which has won the hearts
of millions of consumers. It painstakingly picked coffee beans from chosen
coffee farms around Thailand and delicately roasted them in its own roasting
equipment on the Amazon Inspiring Campus. It not only creates excellent
scents and a pleasantly distinct flavor available only at Café Amazon, but it also
ensures that every cup of coffee delivered to all clients is of the highest quality.
Café Amazon is entirely devoted to building a sustainable business with all
stakeholders, concentrating not only on profitability but also on adding value
to people and the environment. For example, the Community Coffee Sourcing
project instructs local farmers on how to cultivate quality coffee beans and
purchases them at a fair price. It also gives professional possibilities and
encourages living equity through the Café Amazon for Chance initiative, which

assists the underprivileged, such as the elderly and deaf, in becoming baristas.
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The Circular Living concept shop promotes environmental consciousness in its
stores by employing biodegradable and upcycling products. Nowadays, it
operates over 3,700 stores in 11 countries, including Thailand, Cambodia, Laos,
Myanmar, Vietnam, the Philippines, Malaysia, Singapore, Oman, China, and
Japan, with plans to continue extending its worldwide footprint in the coming
years. Café Amazon is always on the lookout for new ways to deliver everyday
refreshment and enjoyment to people all across the world. Based on the
discussion, this study intends to identify factors affecting Purchase Intention in
Thailand, including marketing mix, brand charisma, brand resonance and
perceived value. In particular, hence study focus on Cafe Amazon brand as a

case to test on research model.

2.2 Theoretical background
2.2.1 Self congruity theory

Self-Congruity Theory proposes that consumers prefer brands that have
an image congruent with their own self-concept, leading to a positive attitude
towards the brand and increased purchase intention (Sirgy et al. 1991).
According to these authors, self-congruity occurs when there is a match
between the consumer's self-image and the image of the brand or product. The
degree of congruity can influence consumer behavior and affect their
purchasing decisions. These authors suggest that companies can use Self-
Congruity Theory to develop effective branding and advertising strategies. By
understanding their target audience's self-concept, companies can tailor their
marketing messages to create a sense of congruity with their brand or product.
Since its introduction, Self-Congruity Theory has been widely researched and
applied in various fields, including marketing, advertising, and consumer
psychology. In this study, Self-Congruity Theory was used to explain the

influence of Marketing mix on Brand Charisma.
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2.2.2 Perceived value theory

Zeithaml (1988) defines consumer perceived value as the customer's
awareness of the quality of the product and the usefulness of that product or
service from the thought processing of what has been received, know the
benefits of product and how much is the overall utility from that product? This
can be said to be an element of “taking” and “giving” that product or service.
Characteristics of using or outstanding value that are different from other
products by comparing customer expectations with the real benefits of the
product that can stimulate motivation to make a purchase decision, consisting
of the Perceive Value, that is, the difference that arises from using the service
and consumer expectations, if the service received better than what customers

expected, it will lead to further purchasing decisions.

Schiffman and Kanuk (2000) defined "perception" as a way for
individuals to interpret and evaluate stimuli and express according to different
meanings. In general, the process of perceiving an individual arises from a
Sensation and which is arise from the Exposure, which responds to those
stimuli such as images, sounds, smells, tastes, touches through various organs
of the body, including the eyes, ears, nose, mouth and skin. It will result in

passing through the brain to interpret.

The concept of value perception has been around since 1988 and has been
developed over time by Hartnett (1998) this author defined it as the
organization has different strengths, it depends on how much the organization
can deliver the value of the products and services that meet the needs of the
customers. These different values create competitiveness in different industries.
The perception of consumer value is the overall value of the consumer's product
usability in terms of comparing what the customer receives (Give) and what the

customer loses (Get) whether it's worth it or not. If that product or service more
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valuable than what customers lose, customers will get to know the value of that
product and service (Zeithaml, 1988), and perceived value is not only one-
sided, there are many more aspects and more complex than simply measuring
quality and price (Sweeney and Soutar, 2001). There are 5 dimensions that
consumers perceive, which affect the perception of utility and affect the
purchase decision, including: Functional Value, Social Value, Emotional
Value, Epistemic Value and Condition Value. This study focuses on the
Emotional Value. Emotional value is a component of perceived value that refers
to the feelings and emotions that a product or service evokes in its customers.
It is often described as the intangible benefit that a customer derives from using
a product or service. Emotional value can be derived from a variety of factors
such as the design, brand reputation, user experience, and customer service.
According to Vargo and Lusch (2016), emotional value can be seen as a co-
creation of value between the provider and the customer. This means that
customers co-create value by deriving emotional value from the product or
service, while the provider co-creates value by designing and delivering a
product or service that meets the emotional needs of the customer. In addition,
emotional value can also be seen as a way to differentiate products or services
from competitors. Companies that are able to provide a strong emotional
connection with their customers are more likely to retain their customers and

create loyal brand advocates.

Sweeney and Soutar (2001) briefly summarized the differences between
perceived value and satisfaction. The perceived value is different from
satisfaction, where the perception of value can occur at every step of the
purchase process from the pre-purchase stage. Satisfaction is a long-term

processing and will occur after purchase. Thus, the perception of value can be
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created without having to purchase the product or use the service, while

satisfaction depends on the experience of using the product or service.

According to Heide and Olsen (2018), in a comparative study between
the importance of food quality benefits and the importance of food reputation
benefits of each consumer group, he said the study highlighted significant
differences between premium consumers who focused on food quality (i.e.
good taste, good food quality, and quality). It's healthy food nutritionally
adequate) and emotional (i.e. exciting feeling, wonderful, fun to eat). Compared
to luxury-seeking consumers, there is a focus on clearly different. The luxury-
seeking consumer group looks for the reputation of food quality (i.e. reputation,
more awesome, more experienced), uniqueness (i.e. special, unique, rare) and
social value (i.e. make you reputation, know well by social people), where
luxury consumer groups may focus on marketing about praise or social status.
As for premium consumers, being able to accept higher prices, this could be a
profitable opportunity for entrepreneur as these customers are able to accept

higher prices.

According to Emika and Campanat (2020) perceptions that positively
affect the decision to use products or services come from perceived emotional
value, for example, that consumers use the product to encourage them to live
happily, perceived social value, such as using that product to impress others on
themselves, perceived value in terms of price, such as saving the cost of
traveling to a restaurant by yourself and perceived functional value, such as
nutritional supplements and enables consumers to stay healthy. In terms of
restaurant service business, what is indispensable in terms of service is staff in
the restaurant that acts as the first line in creating an impression to consumers

who come to use the service. In this study, perceived value theory who used to
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explain the influence of marketing mix, brand charisma, brand resonance and

purchase intention on consumer perceived value.

2.2.3 The theory of bandwagon effect

The phrase "bandwagon effect" refers to the phenomena of public
opinion impinging on itself (also known as the contagion effect). People join
what they believe to be current or predicted majorities or dominant positions in
society in their political preferences and viewpoints. It means that success
fosters success, and alternatives that look to have widespread popular support
are likely to gain even more traction. As a result, perceived public opinion takes
on the characteristics of a self-fulfilling prophecy. The bandwagon effect is one
of numerous proposed expressions of impersonal influence effects on
individuals' attitudes, beliefs, or actions that derive from these people'
impressions of the attitudes, views, or behaviors of anonymous groups beyond
their personal contact zone (Mutz, 1998). The bandwagon effect is defined by
Leibenstein (1950) as the extent to which the demand for a commodity is
increased due to the fact that others are also consuming the same commodity,
while the snob effect is defined as the extent to which the demand for a
consumer good is decreased due to the fact that others are also consuming the

same commodity.

On an individual level, one may be influenced by the general inclination
to follow a relative majority within networks, because this majority may
communicate that something is good, implying that it should be beneficial for
oneself (Go and Jung, 2014; Sundar, 2008). This causes a bandwagon effect,
which may disrupt individual information assessment, leading to a different
conclusion, or even reverse the initial desire to conduct differently (Correia and

Kozak, 2012; Kim and Sundar, 2014; Kim and Gambino, 2016).
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On an organizational level, the bandwagon effect refers to the adoption
of management methods or technology because a large number of others have
done so, putting pressure on compliance (Abrahamson and Rosenkopf, 1993;
Nicolai et al., 2010). For instance, if industry standards are newly established
as a result of innovation, firms may be required to follow them despite private
knowledge indicating a better solution (Swanson and Ramiller, 2004). Popular
management approaches may impose comparable adoption pressure to show
legitimacy and conformance with trends (Cabral et al., 2014; Staw and Epstein,
2000). Nevertheless, because adoption may incur expenses and restrict future
performance returns related to trends, this might potentially result in decreasing

performance advantages for businesses (Andonova et al., 2013)

The existing research is quite confused concerning the structures
involved in bandwagon effects, which have been documented in consumer
demand theory, innovation dissemination, and even voting behavior. We know
much too little about the 'why' and 'when' bandwagon effects arise, and
especially how they grow, despite their significant consequences on
organizational transformation (Abrahamson and Rosenkopf, 1997; McNamara
et al., 2008) and individual behavior (Cai and Wyer, 2015). Understanding the
bandwagon effect has considerable research and practice potential when
applied to new venture contexts, because sparking excess demand and
propagation of new technologies while embracing bandwagon tendencies may
signal credibility and legitimacy. As a result, they inherently relate to new
venture value creation. Yet, bandwagons can be costly for new investments.
This is because the uncertain environment increases the ambiguity of trend-
related results. Implementing some of the " in vogue " practices today can be

expensive and not durable. In this study, Bandwagon Effect theory was used to
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explain the influence of moderator for the relationship between perceived value

and purchase intention.

2.2.4 The theory of brand resonance

Brand resonance pertains to the ultimate relationship that customers
apprehend to told a brand as well as the spread to which the consumer feels "in
sync" with a given brand (Keller, 2003). With suitable brand resonance,
customers express a high level of devotion to the brand, such that they actively
seek ways to interact with the brand and share their experiences with others.
Businesses that can build brand resonance should harvest a host of benefits or
values, such as higher price premiums and more efficient and successful
marketing strategies (Keller, 2003). Essentially, brand resonance is the ultimate
and final relationship between a brand and a consumer, in which loyalty is play

an important part (Keller, 2002).

The level of relationship that a consumer has with a brand may be defined
by the quantity of action that the consumer takes toward the brand as well as
the strength of the relationship that the customer has with various users of the
brand. A customer with a high action and activity level with the brand is one
that uses the brand regularly or participates in numerous activities directed at
the brand. Even a customer who is constantly connecting with other brand
consumers, engaging in brand tales, and assisting in the usage of the brand is
classified as having a high degree of intensity on the part of the brand. However,
brand resonance, duplicates the degree or depth of the psychological bond that
customers have with the brand, as well as the amount of activity triggered by
the loyalty mechanism. Since they have innately high levels of interest and
activity, the highlighted product or service categories may allow for increased

resonance. According to Kellers (2001) brand pyramid model, the resonance
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may be formed as a pyramid diagram known as the resonance pyramid model,

which 1s shown below:

4. What about you and me?
(Relationships)
Resonance

3. What about you?

(Response) Feelings

2. What are you?

(Meaning) Performance Imagery

1. Who are you?
(Identity) Salience

Figure 2 - 1 Customer-Based Brand Equity (CBBE) Model

Source: Keller’s brand equity model, also known as the customer-based

brand equity (CBBE) Model (adapted from Keller, 2019)

The Keller Model (Keller, 2019) is well-known, and its pyramid structure

includes the following steps:

1. Salience occupies the bottom rung of the pyramid. Salience simply refers
to how visible a brand is to a client. Brand salience is concerned with a
customer's knowledge of a branded product or service. Similarly, when
a client decides to buy from a brand, salience refers to how it is clear that
they can remember factors such as values.

2. Performance section is one of the two quadrants on the second rung of
the pyramid. On a fundamental level, performance in this context relates

to how well a brand serves the demands of its customers. It is a measure
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of efficiency that involves the products or services and how well they
assist consumers in overcoming challenges.

. Imagery sits on the second rung of the pyramid, alongside 'performance,’
and is a component of the 'what are you?' stage. In this model, imagery
relates to how a buyer sees a brand. For instance, when it comes to the
Starbucks brand, we might think of the green Siren logo or coffee.

. Judgments is located on the third rung of the resonance pyramid, which
is divided into two quadrants. In this context, judgments relate to a
collection of ideas and conclusions made by a customer regarding a
brand's product or service. Customers' perceptions of a product's quality
and potential to surpass other brands' products are referred to as
judgments.

. Feelings shares the third rung with the judgments, putting them in the
model's 'what about you?' stage. Feelings, at least in this context, refer to
the level of connection clients have to a brand.

. Resonance stage is the absolute top of the pyramid. Each area below has

contributed to this goal: strong bond between brand and consumer.

To optimize brand resonance, both the intensity and activity levels of

loyalty connections must be raised. As a result, brand resonance encompasses

brand loyalty, the purpose of which is to develop strong ties with customers and

then sustain those relationships over time, which is known as consumer

relationship management with a consumer perspective of connecting sensor

ground. As a result, brand loyalty is a crucial activity to create the resonance

that customers have for a brand and the level to which the consumer feels in

sync with a trusted brand. In this study, brand resonance theory was used to

explain the influence of marketing mix effect on brand resonance and brans

charisma effect on brand resonance.
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2.3 Definitions of constructs

2.3.1 Marketing mix

The 4P's Marketing Mix is defined as a marketing tool used in strategic
planning to achieve business goals and a tool used to meet customer needs.
Kotler and Keller (2012) gave the meaning that “It is a business activity that
allows goods and services to move from producers to users or consumers.
Seeking, analyzing, exploring to push products to users or consumers is a tool
to open channels for customers to purchase and continually”. Kitpraprutkul
(2015) defined the marketing mix as “It is a tool or factor that can be controlled
to meet the needs and satisfaction of targeted consumer groups or to stimulate
the target group of consumers to want to buy goods and services”, which
marketing ingredients (4P's) are marketing stimuli that affect the purchase

decision process, can be divided as follows:

1. Products

Products refers to what a company or organization creates and presents
for sale to cause interest by consumption that can make consumers satisfied
(Armstrong and Kotler, 2009) for use in the production of other products or in
business practices or refers to goods or services that the purchaser of goods or
services where the buyer goes for use in the production of services or operations
for the business, or even if the product is the only element in the marketing mix
but it is important that there are many more details to consider such as Produce

Variety, Brand Name, Quality, Warranties and Returns.

2. Pricing

Pricing refers to the amount that must be paid in order to obtain the
desired product or service. Or maybe it's all the value that the customer
perceives to benefit from using it. That product or service is worth the money

spent must be appropriate to the competitive position of the goods and generate
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a reasonable profit margin to the entity, or the amount charged for the goods or
services, or the sum of the value the buyer exchanges in order to obtain the
benefit (Armstrong and Kotler, 2009). Pricing is very important to the business.
Businesses cannot set their own prices as they like. Price consideration must
determine production costs, competition conditions, expected profit
competitor's price Therefore, the entity must select the appropriate strategy in
pricing the goods and services. Key points to consider regarding prices are List

Price, Discounts, Allowances, Payment Period and Credit Terms.

3. Place (Distribution channel)

Distribution channels refer to the channels for the sale of goods or
services, including how to bring that product or service to consumers in order
to keep up with demand. which has criteria to consider who the target group is
and which channel should distribute products or services to consumers in order
to be most suitable (THbusinessinfo, 2015). Sereerat et al. (1998) stated that
choosing a business location is very important, especially in the service
business because the location chosen by the business will determine the group
of customers who will come to use the service. Therefore, the property should
cover the area to serve as many target groups as possible. However, the
importance of location will be different depending on the nature of each type

of business.

4. Promotion

Promotion refers to a tool used to communicate between sellers and
consumers that will lead to a strong emotional bond with consumers
(Ananchokpathama, 2015). The expected result of the business in executing its
marketing strategy is that the business will be able to gain a higher market share
in the minds of customers compared to its competitors or be a communication

activity to the target market in order to educate, persuade or it is a reminder of
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the necessity of the target market towards a brand and product or service,
advertising, promotion or communications tools are used to satisfy the brand or
service idea to individuals by inducing demand to reminisce in the product, it
is expected to influence feelings, beliefs and purchasing behavior. The
definition of this construct is a guideline and it is essential in our research, as it
enables us to gather specific information about marketing mix to use for set the

questionnaires and achieve our research goals.

2.3.2 Brand charisma

Smothers (1993) was the first to assert that brands, like personalities,
might have charismatic features and engage in the same behaviors and
characteristics as charismatic human leaders. He classified charisma as "the
characteristic that may be given to individuals, actions, maps, organizations,
symbols, and material items because of their link to ultimate, fundamental,

vital, or determining powers”.

Customers validate brand charisma as a social structure. Consumers that
buy charismatic brands feel that they are of high quality (Hatch and Schultz,
2013). Lee et al. (2015) described the four essential elements of a charismatic
brand in proper communication, power and consumer domination,
attractiveness, honesty, and trustworthiness of the brand. Charismatic
businesses emotionally connect with their customers and have a significant
impact on their self-esteem, self-efficacy, brand recognition, and social identity
(Towler, 2003). In other words, charisma influences client behavior as well.
Consumers are naturally more drawn to companies with greater personality.
Because the presence of emotions leads to sales, all businesses want to be seen
next to charismatic brands to compete with them, and firms must always aim to

develop an emotional connection between their brand or brands and customers.
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Additionally, the characteristics of charisma consist of visionary,
articulate, ethical, unconventional, trusted, admired, attractive, powerful and
dominant, sophisticated, magical and artistic. A visionary is brand that is
innovative, forward-thinking, and has a clear sense of purpose that goes beyond
making profits. A visionary brand inspires its customers to believe in its vision
and values (Keller, 2003). Articulate is brand that communicates its message
clearly, effectively, and in a compelling manner. An articulate brand is able to
connect with its audience and convey its values and personality through its
marketing, advertising, and other communications (Aaker,1997). Ethical is
brand that is honest, transparent, and operates with integrity. An ethical brand
takes responsibility for its actions and seeks to make a positive impact on
society and the environment (Sen and Bhattacharya, 2001). Unconventional is
brand that challenges norms and conventions and takes a fresh approach to its
products, services, and marketing. An unconventional brand is innovative and
daring, and it stands out from its competitors (Holt, 2004). Trusted is brand that
is reliable, dependable, and has a strong reputation for quality and excellence.
A trusted brand is seen as a safe and secure choice by its customers (Hoeffler

and Keller, 2003).

Admired: is a brand that is respected and admired by its customers and
stakeholders. An admired brand is seen as a leader in its industry and is valued
for its expertise, innovation, and excellence (Fournier and Alvarez, 2013).
Attractive is brand that is visually appealing, stylish, and attractive to its target
audience. An attractive brand has a strong visual identity and communicates its
personality and values through its design and aesthetics (Berthon and Hulbert,
2003). Powerful and Dominant is a brand that is dominant in its industry and
has a strong market position. A powerful and dominant brand has a strong

reputation for excellence, expertise, and innovation (Aaker, 1996).
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Sophisticated is a brand that is stylish, refined, and appeals to customers with
discerning tastes. A sophisticated brand is seen as elegant, cultured, and
luxurious (Batra and Ahtola, 1990). Magical and Artistic is a brand that has a

strong emotional appeal and connects with its customers.

Brand charisma refers to the ability of a brand to evoke strong emotional
connections and loyalty among its customers and stakeholders. In recent years,
the concept of brand charisma has been increasingly emphasized in marketing
literature, as companies strive to differentiate themselves in competitive
markets and build deeper relationships with their customers. One notable
definition of brand charisma comes from the work of Han et al. (2010) who
describe it as "a psychological state that reflects consumers' emotional
attachment to a brand, their perception of the brand as having human-like
qualities, and their willingness to engage in brand-related social interactions."
Another influential perspective on brand charisma comes from Vargo and
Lusch (2016) who argue that it arises from a brand's ability to create value
through co-creation with customers. According to this view, brand charisma is
not simply a matter of conveying a compelling image or personality, but also
of actively involving customers in the process of brand-building and
innovation. In general, the concept of brand charisma highlights the importance
of emotional engagement and human connection in modern marketing, and
underscores the potential benefits of building strong and meaningful
relationships with customers. The definition of this construct is a guideline and
it is essential in our research, as it enables us to gather specific information
about brand charisma to use for set the questionnaires and achieve our research

goals.
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2.3.3 Brand resonance

Brand resonance refers to the process of developing long-term customer
connections and explains the many phases at which customers interact with a
brand (Raut and Brito, 2014). Keller (2013) defines brand resonance as the
highest level of brand equity, characterized by a deep and enduring emotional
connection between the brand and its customers. Similarly, Rindfleisch et al.
(2006) define brand resonance as "the level to which a customer creates strong
behavioral, psychological, and social relationships with the brands consumes".
As a result, brand resonance may be defined as the strength of a consumer's
psychological link with a brand and the level of activity created by this loyalty.
Brand resonance is a concept that has continued to evolve and gain importance
in recent years, as marketers have recognized the need to build strong emotional
connections with customers in order to create long-term brand loyalty and
sustainable competitive advantage. According to the American Marketing
Association (2021), brand resonance is "the ultimate level of brand relationship,
where customers feel a deep psychological bond with the brand". Building
brand resonance requires a deep understanding of customers' needs, desires,
and values, as well as the ability to deliver a consistently positive and engaging
brand experience across all touchpoints. The definition of this construct is a
guideline and it is essential in our research, as it enables us to gather specific
information about brand resonance to use for set the questionnaires and achieve

our research goals.

2.3.4 Perceived value

Perceived value means the assessment of the overall use and properties
of goods and services. It is an influence that creates customer satisfaction that
which further facilitate customer behavior and purchasing decisions. Therefore,

the recognition of value is one of the important components of doing business
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because the recognition of value will lead to customer engagement with the
continuous use of products and services. It also creates long-term competitive
advantages (Kim et al., 2006; Moliner et al., 2007; Parasuraman, 1997;
Wooddruff, 1997). In addition, perceived value also means perceived benefits
and the feeling of satisfaction with what they get from the product or service,
which also influences the trust and long-term relationship between the
organization and the customer as well (Kotler and Keller, 2009). This is
consistent with (Vries and Carlson, 2014) who found that the target group of
consumers with higher value perception behavior tends to have more
participation and engagement with that product or service channel than
consumers with no perceived value. In this study perceived value is defined as
the worth or benefit that a customer believes they will receive from a product
or service. The definition of this construct is a guideline and it is essential in
our research, as it enables us to gather specific information about perceived

value to use for set the questionnaires and achieve our research goals.

2.3.5 Bandwagon effect

The bandwagon effect defines the processes of product and service
acceptance, behavior and attitudes, or innovation and management practices
within networks as a consequence of signs from past adopters in the existing
environment. Individuals may be influenced by the general inclination to follow
a relative majority within networks, because this majority may communicate
that something is good, implying that it should be beneficial for oneself (Go et
al., 2014; Sundar, 2008). The bandwagon effect is one of numerous proposed
expressions of "impersonal influence" effects on individuals' attitudes, beliefs,
or actions resulting from these people' impressions about the attitudes, views,
or behaviors of anonymous groups beyond their personal contact zone (Mutz,

1998). This causes a bandwagon effect, which may disrupt individual
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information assessment, leading to a different conclusion, or even reverse the
initial desire to conduct differently (Correia and Kozak, 2012; Kim and Sundar,

2014; Kim and Gambino, 2016).

On an organizational level, the bandwagon effect refers to the adoption
of management methods or technology because a large number of others have
done so, putting pressure on compliance (Abrahamson and Rosenkopf, 1993;
Nicolai et al., 2010). This bandwagon effect is referred to a phenomenon in
which people tend to adopt a particular behavior or belief because others are
doing the same. It is a form of social influence that can occur when people are
uncertain about what to do or believe and look to others for guidance. Another
area of research has focused on the role of brand popularity in creating a
bandwagon effect. For example, a study by Sun et al. (2019) found that people
were more likely to purchase a product if they believed that it was popular
among other consumers, even if they had no personal experience with the
product themselves. The study also found that the bandwagon effect was
stronger for products that were perceived as being more important, such as
luxury goods or technology products. Finally, some recent research has
explored the potential downsides of the bandwagon effect. For example, a study
by Song and Schwarz (2019) found that people were more likely to conform to
group norms, even if those norms were objectively incorrect or harmful. The
study also found that the bandwagon effect was stronger for people who had a
higher need for social acceptance. In general, the bandwagon effect remains an
important area of study for social psychologists, marketers, and other
researchers interested in understanding how people make decisions and form
beliefs. The definition of this construct is a guideline and it is essential in our
research, as it enables us to gather specific information about bandwagon effect

to use for set the questionnaires and achieve our research goals.

31



2.3.6 Purchase intention

Dodds et al. (1991) hypothesized that purchasers' buying intentions
represent their desire to buy. The association between purchasers' perceptions
of value and their propensity to buy is favorable. Intentions, according to
Blackwell et al. (2001) are subjective assessments about how we will behave
in the future. Buying intentions indicate what we believe we will buy.
Moreover, purchasing intent refers to a consumer's intention to buy a product
or use a service provider (Shao et al., 2004). Previous research has established
the relationship between service quality and purchase intent (Bitner, 1990;
Boulding et al., 1993). Moreover, Kwun and Oh (2004) demonstrated the
significance of customer value (e.g., brand, price, and risk impacts) as a strong
predictor of purchase intentions in both pre- and post-dining decision processes.
As a result, both greater service quality and higher consumer value will result

in larger purchase intentions.

There are several forms of consumer intents. Apart from purchase
intentions, Blackwell et al. (2001) demonstrated purchase intentions, which
represent whether we intend to buy the same product or brand again. Repeat
purchase behavior is closely related to the concept of brand loyalty. Consumers
buy comparable things from similar merchants on a regular basis, and most

purchases are a sequence of occurrences rather than a single isolated event.

In recent years, researchers have explored the role of brand image in
creating purchase and purchase intentions. A study by Liu et al. (2021) found
that brand image has a significant impact on both purchase intentions, with
positive brand image increasing the likelihood that a consumer will buy a
product and become a repeat customer. Finally, research has also explored the
role of customer satisfaction in creating purchase intentions. The definition of

this construct is a guideline and it is essential in our research, as it enables us
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to gather specific information about purchase intention to use for set the

questionnaires and achieve our research goals.

2.3.7 Demographic consumption status

Demographic consumption status (DCS) refers to the pattern of
consumption of goods and services by individuals based on their socio-
economic characteristics such as age, gender, income, education, and
occupation. Katona (1951) identified that income is an important determinant
of consumption behavior. Later, Engel et al. (2001) proposed the concept of
consumer behavior, which emphasized the importance of demographic
characteristics in shaping consumption patterns. (DCS) is a framework used to
categorize consumers based on their socio-economic characteristics such as
age, gender, income, education, and occupation. These variables have been
shown to be significant predictors of consumer behavior and consumption
patterns. Age is a key factor in DCS, as it has been found to influence consumer
behavior and consumption patterns. Younger consumers tend to be more
technology-savvy and are more likely to engage in online shopping and social
media marketing. In contrast, older consumers may be more loyal to traditional

brick-and-mortar stores and have different product preferences.

Gender 1s another important factor in DCS, as research has shown that
males and females have different purchasing habits and product preferences.
Income is a critical variable in DCS, as it is a significant predictor of consumer
behavior and expenditure patterns. Consumers with higher income tend to
spend more on luxury products and premium brands, while lower-income
consumers tend to prioritize value and price when making purchasing
decisions. Education is also an essential factor in DCS, as it has been found to
influence consumer behavior and product preferences. Highly educated

consumers tend to be more aware of environmental and social issues and are
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more likely to buy eco-friendly products. Occupation is another important
factor in DCS, as it has been found to influence consumer behavior and
preferences. For example, professionals and managers may be more likely to
purchase high-end products and luxury brands, while manual laborers may
prioritize durability and functionality in their purchasing decisions (Hoyer and

Maclnnis, 2010).

More recently, scholars such as Belk et al. (2019) have focused on the
role of demographic factors in shaping consumers' identity and self-expression
through consumption. They argue that demographic consumption status is an
important aspect of identity and social status, and can influence individuals'
attitudes and behaviors towards consumption. In this study Demographic
consumption status refers to an individual's consumption habits depending on
socioeconomic criteria, and it is a major influence of their identity, social status,
and consumption behaviors. The definition of this construct is a guideline and
it is essential in our research, as it enables us to gather specific information
about demographic consumption status to use for set the questionnaires and

achieve our research goals.

2.4 Hypotheses development
2.4.1 The influence of marketing mix to brand charisma, perceived value and
brand resonance.

There is a direct relationship between marketing mix and brand charisma.
Effective implementation of the marketing mix can increase the charisma of a
brand, which in turn leads to increased brand loyalty and customer satisfaction.
For instance, a well-designed product, competitive pricing, and effective
promotion can create a positive perception of the brand, leading to increased
customer loyalty and engagement. Research shows that the marketing mix and

brand charisma are interdependent, and their combination can lead to a

34



competitive advantage for firms. In a study conducted by Kim and Ko (2012),
the authors found that the marketing mix elements of product, price, and
promotion significantly influenced the charisma of a brand. They also found
that brand charisma positively affected customer loyalty, which subsequently
led to higher sales and profitability. Another study by Lu et al. (2015) who
found that brand charisma positively impacted the perceived value of a product,

which influenced purchase intention.

The self-congruity theory suggests that consumers choose brands that
reflect their self-image and values, and perceive these brands as congruent with
their self-concept (Sirgy et al., 2006). The marketing mix 4P can influence
brand charisma by shaping the brand image and identity and communicating its
values and personality to the target audience. The product design, features, and
packaging can create a sense of uniqueness and differentiation, while the price
can signal the brand status and quality. The promotion mix can communicate
the brand values, personality, and identity, and the place or distribution strategy
can affect the brand perceived exclusivity or accessibility (Ruiz et al., 2018).

Based on the above explanation, the current research proposes that:
Hypothesis H1: Marketing mix is positively related to brand charisma.

In a study by Dodds et al. (1991), the authors found that the marketing
mix elements of price and quality had a significant impact on the perceived
value of a product. The study also showed that the perceived value of a product
was a critical determinant of customer satisfaction and purchase intention.
Another study by Han and Kim (2011) found that the marketing mix elements
of product and promotion had a significant impact on perceived value. The
study also showed that perceived value played a critical role in customer loyalty
and repeat purchase intentions. In conclusion, the marketing mix and perceived

value are closely related concepts that have a direct effect on each other.
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Effective implementation of the marketing mix can increase the perceived
value of a product, which can lead to higher customer satisfaction, loyalty, and

purchase intention.

The perceived value theory suggests that consumers evaluate the worth
and benefits of a product or service based on their perceived cost, quality, and
utility (Dodds et al.,1991). The marketing mix 4P (product, price, promotion,
and place) can influence perceived value by affecting the consumer's perception
of cost, quality, and utility. The product design, features, and packaging can
influence perceived quality and utility, while the price can influence perceived
cost and value. The promotion mix can communicate the product's benefits,
features, and advantages, and the place or distribution strategy can provide
convenience, accessibility, and service (Kim et al., 2019). Based on the above

explanation, the current research proposes that:
Hypothesis H2: Marketing mix is positively related to perceived value.

There is a direct relationship between the marketing mix and brand
resonance. The effective implementation of the marketing mix elements can
create a strong brand resonance, which leads to increased customer loyalty,
engagement, and profitability. Research shows that the marketing mix elements
of product, price, place, and promotion are critical factors in building brand
resonance. For example, a well-designed product that meets the needs of
customers, competitive pricing, convenient distribution channels, and effective
promotion can all contribute to the creation of a strong brand resonance. In a
study by Cho and Cheon (2019), the authors found that the marketing mix
elements of product, price, and promotion had a significant impact on brand
resonance. The study also showed that brand resonance had a positive effect on
customer loyalty and word-of-mouth communication. Another study by Alam

et al. (2020) found that the marketing mix elements of product, price, place,
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and promotion had a significant impact on brand resonance. The study also
revealed that brand resonance had a positive effect on customer loyalty and
brand advocacy. Finally, Al-Dmour et al. (2021) found that the marketing mix
elements of product, price, place, and promotion had a significant impact on
brand resonance. The study also showed that brand resonance had a positive

effect on customer loyalty, brand trust, and purchase intention.

Brand resonance theory suggests that a strong emotional connection with
customers creates brand loyalty, attachment, and engagement. The marketing
mix 4Ps can influence brand resonance by creating a strong brand identity,
image, and personality, and by establishing a strong relationship with the target
audience. Product design, features, and packaging can influence brand identity
and image; price can influence brand image and personality; the promotion mix
can create brand awareness, interest, and engagement; and place or distribution
strategy can build customer loyalty and advocacy (Hsieh and Chang, 2019).

Based on the above explanation, the current research proposes that:
Hypothesis H3: Marketing mix is positively related to brand resonance.

2.4.2 The interrelationship between brand charisma, brand resonance and
perceived valued.

According to a study by Schepers et al. (2011) brand charisma positively
influences brand resonance by enhancing brand personality and brand identity,
which in turn increase consumers' emotional attachment to the brand.
Furthermore, the same study found that brand resonance also has a positive
effect on brand charisma, as consumers who feel a strong emotional connection
with a brand are more likely to recommend the brand to others and share
positive experiences, thereby enhancing the brand's reputation and
attractiveness. Research has shown that brand charisma and brand resonance

are closely related, with brand charisma playing a crucial role in the
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development of brand resonance. A study by Lee et al. (2021) investigated the
impact of brand charisma on brand resonance in the context of luxury fashion
brands. The results showed that brand charisma significantly influences brand
resonance through the mediating effect of brand image and brand personality.
In conclusion, brand charisma and brand resonance are important concepts in
branding that are interrelated and can have a direct impact on each other. Brands
can leverage their charisma to enhance resonance, and vice versa, by focusing
on activities that enhance brand personality, identity, and emotional connection

with consumers.

The brand resonance model theory suggests that brand charisma can
influence brand resonance by creating a strong emotional connection with
customers and increasing brand identity, meaning, responses, and relationships.
Brand identity refers to the brand's personality, values, and attributes; brand
meaning refers to the benefits and values that customers associate with the
brand; brand responses refer to how customers react to the brand, and brand
relationships refer to the overall customer experience and loyalty towards the
brand (Jo et al., 2019). Based on the above explanation, the current research

proposes that:
Hypothesis H4: Brand charisma are positively related to brand resonance.

Research has shown that brand charisma and perceived value are closely
related, with brand charisma playing a crucial role in the development of
perceived value. According to Han et al. (2019) brand charisma positively
influences perceived value by enhancing brand awareness and brand image,
which in turn increase consumers' willingness to pay a premium price for the
brand. Furthermore, the same study found that perceived value also has a
positive effect on brand charisma, as consumers who perceive high value from

a brand are more likely to recommend the brand to others and have a more
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positive perception of the brand overall. A study by Chen et al. (2021) showed
that brand charisma and perceived value have a strong interrelationship, with
each concept influencing the other. Brand charisma has a positive effect on
perceived value through the mediating role of brand trust. When consumers
perceive a brand to be charismatic, they are more likely to trust the brand and
perceive it as offering high value for its price. Brand charisma and perceived
value are two important concepts in branding that are interrelated and can have
a direct effect on each other. Brands can leverage their charisma to enhance
perceived value, and vice versa, by focusing on activities that enhance brand

trust, reputation, and perceived benefits.

Perceived value theory suggests that brand charisma can influence
perceived value by creating a perception of uniqueness, excellence, and
differentiation that exceeds customers' expectations and justifies the price they
pay for the product or service (Chen and Shih, 2018). Brand charisma can
enhance perceived value by providing a sense of pleasure, excitement, and
satisfaction to customers and by creating a perception of social status and
prestige (Cunha et al., 2019). Based on the above explanation, the current

research proposes that:
Hypothesis H5: Brand charisma are positively related to perceived value.

A study by Kim et al. (2019) showed that brand resonance and perceived
value have a strong interrelationship, with each concept influencing the other.
This study also found that brand resonance has a positive effect on perceived
value through the mediating role of brand trust. When consumers feel a strong
emotional connection with a brand, they are more likely to trust the brand and
perceive it as offering high value for its price. Similarly, a study by Chen et al.
(2019) found that perceived value has a positive effect on brand resonance, as

consumers who perceive high value from a brand are more likely to feel a strong
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emotional connection with it and become loyal to the brand. Furthermore, the
same study also found that brand resonance also has a direct positive effect on
perceived value, as consumers who feel a strong emotional connection with a
brand are more likely to perceive it as offering high value for its price. In
conclusion, brand resonance and perceived value are two important concepts in
branding that are interrelated and can have a direct effect on each other. Brands
can leverage their resonance to enhance perceived value, and vice versa, by
focusing on activities that enhance brand trust, emotional connection, and

perceived benefits.

Perceived value theory suggests that brand resonance can influence
perceived value by creating a strong emotional connection with customers,
increasing their loyalty, and enhancing their perception of the brand's quality,
prestige, and relevance (Chang and Liu, 2016). Brand resonance can enhance
perceived value by providing customers with a unique and valuable experience
that exceeds their expectations and by creating a perception of exclusivity and
status that justifies the price they pay for the product or service (Lee et al.,

2021). Based on the above explanation, the current research proposes that:

Hypothesis H6: Brand resonance are positively related to perceived

value.

2.4.3 The influence of perceived value to purchase intention.

Research has shown that perceived value and purchase intention have a
strong interrelationship, with each concept influencing the other. A study by
Wu et al. (2018) found that perceived value has a positive effect on purchase
intention, as consumers who perceive high value from a product or service are
more likely to intend to purchase it. Similarly, the study by Kumar et al. (2020)
found that purchase intention has a positive effect on perceived value, as

consumers who intend to purchase a product or service are more likely to
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perceive it as valuable and beneficial. In summary, perceived value and
purchase intention are two important concepts in consumer behavior that are
interrelated and can have a direct effect on each other. Brands can leverage their
perceived value to enhance purchase intentions by focusing on activities that

enhance perceived benefits, satisfaction, and loyalty.

Perceived value theory suggests that perceived value is positively related
to purchase intention because customers are more likely to buy and repeat
purchase products or services that they perceive to offer a good value for the
price paid (Khalifa and Liu, 2007). Perceived value is based on the customer's
perception of the benefits received from the product or service compared to the
cost incurred, including monetary and non-monetary factors (Wang and Liu,

2016). Based on the above explanation, the current research proposes that:
Hypothesis H7: Perceived value is positively related to purchase intention.

2.4.4 The moderating effect of demographic consumption status and
bandwagon effect.

The moderating effect of demographic consumption status on the
relationship between perceived value and purchase intention has been widely
studied in marketing literature. Gender, age, education level, social status,
occupation, and salary are often examined as potential moderators. For
instance, a study by Chen and Chiu (2009) investigated the moderating effects
of gender and age on the relationship between perceived value and purchase
intention. The study found that perceived value had a stronger effect on
purchase intention for female and older consumers. Similarly, a study by Wang
et al. (2013) examined the moderating effects of education level and social
status on the relationship between perceived value and purchase intention. The
study found that perceived value had a stronger effect on purchase intention for

consumers with higher education levels and higher social status. In another
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study by Kim et al. (2016) investigated the moderating effects of occupation
and salary on the relationship between perceived value and purchase intention.
The study found that perceived value had a stronger effect on purchase intention
for consumers with higher occupation levels and higher salaries. Overall, these
studies suggested that demographic consumption status can strengthen the
positive relationship between perceived value and purchase intention.
Understanding these moderating effects can help marketers develop more

effective marketing strategies that are tailored to specific consumer groups.

The perceived value theory suggests that consumers form their
perceptions of a product or service's value based on the benefits it offers and
the costs required to obtain those benefits (Xie and Zhang, 2014). Brand
charisma can enhance the perceived value of a product or service by increasing
the benefits that consumers associate with the brand and reducing the perceived
costs associated with it. Demographic consumption status can moderate the
relationship between perceived value and purchase intention, and
understanding this relationship is crucial for marketers to tailor their marketing
strategies to different consumer segments (Nguyen, 2019). Based on the above

explanation, the current research proposes that:

Hypothesis H8: Demographic consumption status including (H8a) gender,
(H8b) age, (H8c) education level strengthens the positive relationship between

perceived value and purchase intention.

The Bandwagon effect is a well-known psychological phenomenon that
occurs when people tend to follow the behavior of others to conform or to avoid
feeling left out. In the context of consumer behavior, the Bandwagon effect may
play a moderating role in the relationship between perceived value and
purchase intention. Research has shown that the Bandwagon effect can

strengthen the positive relationship between perceived value and purchase
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intention. For instance, a study by Lee et al. (2015) found that the bandwagon
effect positively moderated the relationship between perceived value and
purchase intention for fashion products. The study suggested that consumers
are more likely to purchase fashion products when they perceive the product as
having high value and when they perceive that other are also purchasing the
product. Similarly, a study by Shen and Bissell (2016) found that the
bandwagon effect positively moderated the relationship between perceived
value and purchase intention for luxury products. The study suggested that
consumers are more likely to purchase luxury products when they perceive the
product as having high value and when they perceive that other are also
purchasing the product. These studies suggested that the bandwagon effect can
be an important moderating factor in the relationship between perceived value
and purchase intention, particularly for products that are subject to social
influence. Marketers can take advantage of the bandwagon effect by using
social proof or testimonials to signal that other are also purchasing or using the
product, which can reinforce the perceived value and increase purchase

intention.

The bandwagon effect theory suggests that consumers are more likely to
adopt a product or service if they believe that many other people are already
using it or have a positive attitude towards it (Chang and Tseng, 2020). This
effect can strengthen the positive relationship between perceived value and
purchase intention, as high perceived value leads to more positive attitudes,
which in turn creates a social pressure for consumers to conform and adopt the
product or service, leading to increased purchase intentions (Lin and Liao,

2019). Based on the above explanation, the current research proposes that:

Hypothesis H9: Bandwagon effect strengthens the positive relationship

between perceived value and purchase intention.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Research framework

The current study argued that marketing mix, brand charisma, and brand
resonance are all interrelated and have a significant impact on perceived value.
The perceived value will promote purchase intention, in consistent with the
above research hypotheses, this research developed a research framework as

shown in Figure 3-1
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Figure 3 - 1 The research framework

3.2 Constructs measurement

This study identified marketing mix, brand charisma, brand resonance
and perceived value as antecedents of purchase intention. Furthermore,
demographic consumption status and bandwagon effect are served as two
moderating variables that moderate the influence of perceived value and

purchase intention. Based on a literature review and the objective of this study,
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survey questionnaire items were created. The following constructions' research

1tems were created:

3.2.1 Marketing mix

Following Supaporn (2015), in this study, the marketing mix or 4Ps of
marketing is a set of tactics or tools used by firms to promote and sell their
products or services in the market. The four Ps stand for Product, Price, Place,
and Promotion. Together, these four elements form a cohesive marketing
strategy that helps firms to attract and retain customers and achieve their
business objectives. All measurement items were designed in seven-point
Likert scales from 1= strongly disagree to 7 = strongly agree. The questionnaire

items are as a follow:

Product
PD1: The taste of coffee and other beverages in term of fragrant, intense in

the Café Amazon is better than other competitor’s brands.

PD2: Containers and packaging in term of modern, eye-catching in Café

Amazon is better than other competitor’s brands.

PD3: The bakery for sale in Café Amazon shop is better than other

competitor’s brands.

PD4: Cleanliness with a certification mark in Café Amazon is better than

other competitor’s brands.

PD5: The variety of products to choose in Café Amazon is better than other

competitor’s brands.

Price
PR1: The price in Café Amazon is more reasonable for the product compared

to other competitor’s brands.

PR2: The price in Café Amazon is lower than compared to other competitor’s
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brands.

PR3:

The price in Café Amazon 1s more expensive in Café Amazon compared

to other competitor’s brands.

PR4:

There is more clearly labeled product price in Café¢ Amazon compared

to other competitor’s brands.

PRS:

There are many prices according to the size of the package in Café

Amazon compared to other competitor’s brands.

Place

PL1:

The location of Café Amazon is more convenience compared to other

competitor’s brands.

PL2:

There is ample and sufficient parking space of Caf¢ Amazon shop

compared to other competitor’s brands.

PL3:

The opening-closing time of the Café Amazon shop is more appropriate

compared to other competitor’s brands.

PLA4:

The area around the Café Amazon shop is more private compared to

other competitor’s brands.

PLS5:

The location of Café Amazon is safer compared to other competitor’s

brands.

Promotion

PM1

: Compared to other competitor’s brands there are more advertisements

and, public relations through various media in Café¢ Amazon.

PM2:

Compared to other competitor’s brands, the discount price in Café

Amazon is more attractive.

PM3:

Café Amazon has made a lot of activities to give away free gifts.

PM4:

Compared to other competitor’s brands there are more premium items,

in Café Amazon to exchange for purchase such as the Amazon’s glass.

PM5:

In Café Amazon, there is a membership system and accumulate.
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3.2.2 Brand charisma

In this study, brand charisma refers to the level of attractiveness and

likability that a brand has among its target audience. It is the ability of a brand

to evoke positive emotions and create a strong connection with its customers.

Following Liao (2020), this study designs brand charisma included ten factors:
(1) Visionary (2) Articulate (3) Ethical (4) Unconventional (5) Trusted (6)
Admired (7) Attractive (8) Powerful and Dominant (9) Sophisticated (10)

Magical and Artistic. All measurement items were designed in seven-point

Likert scales from 1= strongly disagree to 7 = strongly agree. The questionnaire

items are as a follow:

Visionary

VSI:

Compared to other competitor’s brand, Café Amazon brand has vision

for the future.

VS2:

Compared to other competitor’s brand, Café Amazon brand has lots of

positive energy.

VS3:

Compared to other competitor’s brand, Café Amazon brand

consistently generates more new ideas for the future.

VS4:

Compared to another competitor’s brand, Café Amazon brand is more

dynamic.

VS5:

Compared to another competitor’s brand, Café Amazon brand is more

outgoing.

VSe:

Compared to another competitor’s brand, Café Amazon brand is more

innovative.

VS7:

Compared to another competitor’s brand, Café Amazon brand is more

ambitious.

VS8:

Compared to other competitor’s brand, Café Amazon brand is a creator

of trends
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Articulate
ARI1: Compared to other competitor’s brand, Café Amazon brand is more

expressive with its communication.

AR2: Compared to other competitor’s brand, Café Amazon brand is more

enthusiastic with its communication.

AR3: Compared to other competitor’s brand, Café Amazon brand is more

continuously connected with its customers at an emotional level.

AR4: Compared to other competitor’s brand, Café Amazon brand is more

optimistic with its communication.

ARS: Compared to other competitor’s brand, Café Amazon brand is more

engaging with its communication.

Ethical
ET1: Compared to other competitor’s brand, Café Amazon brand models

ethical standard.

ET2: Compared to another competitor’s brand, Café¢ Amazon brand considers

what is moral/ethical.

ET3: Compared to other competitor’s brand, Café Amazon brand goes

beyond company self-interest.

ET4: Compared to other competitor’s brand, Café Amazon brand raises
awareness of important environmental issues and takes corresponding

action.

Unconventional

UN1: Compared to other competitor’s brand, Caf¢ Amazon brand engages in

unconventional behavior to achieve its goals.

UN2: Compared to another competitor’s brand, Caf¢ Amazon brand is

outspoken.

UN3: Compared to other competitor’s brand, Café Amazon brand is
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achieving its goals by non-traditional means.

UN4: Compared to other competitor’s brand, Café¢ Amazon brand is known

for its provocative/controversial behavior.

UNS5: Compared to other competitor’s brand, Café Amazon brand surprises

customers.

UNG6: Compared to another competitor’s brand, Café Amazon brand is

fearless and daring.

Trusted
TR1: Compared to another competitor’s brand, Café Amazon brand is more

reliable.

TR2: Compared to another competitor’s brand, Café Amazon brand is highly

trusted one.

TR3: Compared to another competitor’s brand, Café Amazon brand is honest.

TR4: Compared to another competitor’s brand, Café Amazon brand is

sincere.

Admired
AD1: Compared to other competitor’s brand, Café Amazon brand attracts

great admiration.

AD2: Compared to other competitor’s brand, Café Amazon brand easily

grabs/attracts my attention.

AD3: Compared to other competitor’s brand, Café Amazon brand has

significant positive influence on other people.

AD4: Compared to another competitor’s brand, Café Amazon brand is

inspirational.

ADS: Compared to other competitor’s brand, Café Amazon brand has my

respect.

ADG6: Compared to another competitor’s brand, Café Amazon brand is
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passionate.

AD7: Compared to other competitor’s brand, Café Amazon brand is highly
talked about by others.

ADS: Compared to another competitor’s brand, Café Amazon brand is a role

model.

AD9: Compared to another competitor’s brand, Café Amazon brand is

influential.

Attractive
ATT1: Compared to another competitor’s brand, Caf¢ Amazon brand is

magnetically attractive.

ATT2: Compared to other competitor’s brand, Café¢ Amazon brand is

charming.

ATT3: Compared to other competitor’s brand, Café¢ Amazon brand is very
appealing.

ATT4: Compared to other competitor’s brand, Café Amazon brand is

beautiful.

ATTS: Compared to other competitor’s brand, Café¢ Amazon brand stands

out.

ATT6: Compared to other competitor’s brand, Café¢ Amazon brand attracts

but 1s not ostentatious.

Powerful and Dominant

PODI1: Compared to other competitor’s brand, Café Amazon brand is bold.

POD2: Compared to other competitor’s brand, Café¢ Amazon brand is strong.

POD3: Compared to other competitor’s brand, Café Amazon brand is

controlling.

POD4: Compared to other competitor’s brand, Café Amazon brand

exuberates power.
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PODS5: Compared to other competitor’s brand, Café Amazon brand displays

confidence.

POD6: Compared to other competitor’s brand, Café Amazon brand is a

market leader.

POD7: Compared to other competitor’s brand, Café Amazon brand is

assertive.

PODS: Compared to other competitor’s brand, Café Amazon brand is not a

follower.

Sophisticated

SO1: Café Amazon brand is elegant.

SO2: Café Amazon brand is classy.

SO3: Café¢ Amazon brand is trendy.

SO4: Café Amazon brand is sophisticated.

SOS5: Café Amazon brand has style.

Magical and Artistic

MAT1: Café Amazon brand is magical.

MAZ2: Café Amazon brand is exciting.

MA3: Café Amazon brand connects and delights.

MAA4: Café Amazon brand has something special.

MAS: Café Amazon brand is known for collaborating with artists.

MAG6: The products of Café Amazon brand represent everlasting pieces of

art.

MA7: Café Amazon brand loves and appreciates art.

MAR: Café Amazon brand is spell-binding.
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3.2.3 Brand resonance

Brand resonance is the ultimate level of customer-based brand equity
where customers feel a deep emotional connection with the brand and actively
seek out opportunities to interact with it. The five stages of CBBE are critical
for building strong brand equity, the ultimate goal of these stages is to achieve
brand resonance, which is the highest level of brand loyalty and emotional
connection with customers. The measurement items of brand resonance are
adopted from Rodrigo et al. (2019), this study designs brand resonance included
six factors: (1) Salience (2) Performance (3) Image (4) Judgment (5) Feeling
(6) Resonance. All measurement items were designed in seven-point Likert
scales from 1= strongly disagree to 7 = strongly agree. The questionnaire items

are as a follow:

Salience
SAT: I can recognize the Cafe Amazon's brand better than another Café

brand.

SA2: I can easily remember the brand and logo of Cafe Amazon.

SA3: The Cafe Amazon brand is easy to be recognized.

Performance

PE1: Comparing to the same category Cafe in Thailand, Cafe Amazon offers

the best services.

PE2: Comparing to the same category Cafe in Thailand, Cafe Amazon meets

my expectations.

PE3: Comparing to the same category Cafe in Thailand, Cafe Amazon

services are efficient.

PE4: Comparing to the same category Cafe in Thailand, Cafe Amazon

supplies my basic needs as a customer.
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Image

IM1: Cafe Amazon brand appearance is attractive.

IM2: Cafe Amazon brand has a good image.

IM3: People have a positive image of the Cafe Amazon brand.

Judgment

JU1: My overall opinion about Cafe Amazon is good.

JU2: I am pleased to be a customer of Cafe Amazon

JU3: Cafe Amazon is superior in comparison with others café brand by the

same category in Thailand

JU4: Cafe Amazon quality is good.

Feeling
FE1: I feel good when I go to Cafe Amazon.

FE2: Cafe Amazon makes me happy.

FE3: Visiting to Cafe Amazon is a pleasure.

Resonance
RE1: Even though there is another cheaper Cafe in Thailand, I prefer to go to

Cafe Amazon.

RE2: When I go any places in Thailand, I intent to visit at Cafe Amazon.

RE3: I am loyal to the Cafe Amazon. when I need to go to somewhere.

RE4: In Thailand Cafe Amazon is my first option.

3.2.4 Perceived value

Perceived value is the overall assessment that a customer makes about
the utility of a product or service based on the benefits it offers and the cost or
effort required to obtain it. The emotional aspect of perceived value refers to
the positive feelings and emotions that a customer experiences when they

believe that the product or service, they are purchasing provides them with a
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significant benefit or advantage. The measurement items of perceived value are
adopted from Suphanetirat (2017). All measurement items were designed in
seven-point Likert scales from 1= strongly disagree to 7 = strongly agree. The

questionnaire items are as a follow:

PVEI: I feel happy every time when I make a purchase Café¢ Amazon brand.

PVE2: I am excited when I decide to buy Café Amazon brand.

PVES3: I feel satisfied when I decide to buy Café Amazon brand.

PVEA4: Overall, I have a good feeling for purchasing Café Amazon brand.

3.2.5 Bandwagon effect

The bandwagon effect refers to the tendency of individuals to adopt or
conform to the beliefs, attitudes, and behaviors of a larger group. In other
words, people often conform to the popular opinion or trend, regardless of their
own individual beliefs or values. The bandwagon effect can be a powerful tool
in marketing and advertising, as it can create a sense of urgency and social proof
that can influence customers to make a purchase. The measurement items of
bandwagon effect are adopted from Shammout et al. (2022). All measurement
items were designed in seven-point Likert scales from 1= strongly disagree to

7 = strongly agree. The questionnaire items are as a follow:

BE1: Café Amazon is currently a very popular Cafe that everyone would

approve of its choice.

BE2: Cafe Amazon is recognized by many people.

BE3: Cafe Amazon is chosen by most people as a symbol of achievement.
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3.2.6 Purchase intention

Purchase intention refers to a consumer's intention or likelihood to buy a

product or service in the future, Purchase intention is important metrics for

understanding consumer behavior and predicting future sales.

measurement items of purchase intention is adopted from (Sweeney et al.,

2001; Zeithaml, 1988; Dholakia, 1999; Hoyer et al., 2001; Chandon et al.,

2000). All measurement items were designed in seven-point Likert scales from

1= strongly disagree to 7 = strongly agree. The questionnaire items are as a

follow:

Purchase intention

PI 1: I am likely to purchase the Amazon brand in the near future.

PI 2: T intend to buy Amazon brand’s product in the next month.

PI 3: I am seriously considering buying the Amazon café.

PI 4: If given the opportunity, I would purchase Amazon brand’s product.

PI 5: T am likely to recommend Amazon café to others.

How often you like to go to Café Amazon per month?

I like to go to Café Amazon 1-2 times per month.

I like to go to Café Amazon 3-4 times per month.

I like to go to Café Amazon 5-6 times per month.

I like to go to Café Amazon equal or more than 7 times per month.

Expenses per time of using the service.

I mostly spend less than 50 baht per one time in Café Amazon.

I mostly spend 50-100 baht per one time in Café Amazon.

I mostly spend 101-150 baht per one time in Café¢ Amazon.

I mostly spend 151 baht or more per one time in Café Amazon.

Dates that are usually go to Café Amazon.

[ usually go to Café Amazon on Monday — Friday
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I usually go to Café Amazon on Saturday — Sunday

Popular time to use the Café Amazon service.

I like to go to Café Amazon around 7.00-9.00 o’clock.

I like to go to Café Amazon around 9.01-12.00 o’clock.

I like to go to Café Amazon around 12.01-15.00 o’clock.

I like to go to Café Amazon around 15.01-18.00 o’clock.

I like to go to Café Amazon around 18.01-21.00 o’clock.

Participants in decision-making to use the Café Amazon service.

Myself.

My family members.

My friends.

My colleague.

Characteristic to using the service.

Visit at the store.

Takeaway.

Delivery service.

3.2.7 Demographic variables.

Gender
"1 Male

] Female
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Age

1 15 or less than 15
1 16-25

1 26-35

1 36-45

] More than 45

Education Level

] Lower than Bachelor’s degree
1 Bachelor's degree
] Master’s degree/ PhD

Status

] Single
"1 Married
"1 Other

Occupation

"I Private employees

'] State enterprises/government
employees

"] Personal business

1 Students

Salary (Per month)

] Less than or equal to 10,000 bath
1 10,001-20,000 bath
120,001-30,000 bath

1 30,001-40,000 bath
140,001-50,000 bath

'] More than 50,000 bath
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3.3 Data collection

The questionnaire designed is created in the following ways. Mainly
language is in English and then translated into Thai language by this author for
convenient way to the participants. All questionnaire items were measured
based on a seven-point Likert scale from 1= totally disagree, 7= totally agree.
All participants in this study are freely join from Thailand. The survey consists
of 132 questionnaire items and the questionnaire paper was distributed a
convenient sampling. The data were gathered through questionnaire survey in
a three months’ period from the 27 of February to May of 2023 in Bangkok and
Nakhonratchasima city, Thailand.

3.4 Data analysis techniques

3.4.1 Descriptive statistical analysis

Descriptive statistics were used to quantitatively explain the qualities of
the data set. Each research variable's descriptive statistics, including mean, and
standard deviation, as well as a cross-tabulation of demographic factors, were

provided.

3.4.2 Reliability and validity measures

To confirm the dimensionality and reliability of the research constructs,
this study used a variety of purification procedures, including factor analysis,
correlation analysis, and internal consistency analysis (Cronbach's alpha). The
purpose of factor analysis was to determine the dimensionality of each research
contract by selecting questionnaires with high factor loadings and comparing
them to theoretically specified questions. The item-to-total correlation and
coefficient alpha were also determined to measure the internal consistency and
dependability of the construct. Using latent roots, the scree plot, and the
eigenvalue, the number of dimensions generated from the main component

factor analysis was computed.
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When normatively specified constructs are included in the PLS route
model, partial least squares structural equation modeling (PLS-SEM) was the
preferable technique. According to Hair et al. (2021) evaluating formative
measurement models consists of three steps: (1) convergent validity, (2)
indicator collinearity, and (3) statistical significance and relevance of the
indicator weights. Hair et al. (2021) established four fundamental criteria for
evaluating reflective measurement models: indicator reliability, internal
consistency reliability (Cronbach's alpha and composite reliability), convergent
validity, and discriminant validity. This study fully follows these criteria. First,
the composite reliability ratings were larger than 0.80 and less than 0.95, above
the minimal requirement of 0.70 for proving internal consistency dependability
(Hair et al., 2021). Second, to validate indicator reliability, the outer loading of
each item should be more than 0.7, indicating that construct explains more than
half of the variation in the indicator, leading in appropriate indicator reliability
(Hair et al., 2021). Lastly, the average variance extracted (AVE) of each idea
was analyzed using a 0.50 threshold value to determine convergent validity

(Hair et al., 2019).

The square root of the AVE value on the diagonals should be greater than
the correlation between these correspondence row and column value, indicating
that the core construct measures discriminant between construct variances
using the Fornell-Larker (1981), and we examined discriminant validity criteria
using the heterotrait-monotrait ratio (HTMT) of correlations by Henseler et al.

(2015).

3.4.3 Collinearity statistics
In the text of PLS-SEM, common method bias is defined as a
phenomenon caused by the measuring technique used in a SEM investigation

rather than the network of cause and effects in the model being analyzed. For
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example, instructions at the start of a questionnaire may impact the responses
supplied by various respondents in the same general direction, resulting in a
certain amount of common variance among the indicators. Another sort of
comparable method bias is the implicit social desirability associated with
responding questions in a questionnaire in a specific way, causing the indicators
to have some common variation. In short, common bias has a significant effect
on the quality of surveys and results testing. As a result, it is necessary to use
collinearity method to check whether there is a common bias in the

questionnaire.

Collinearity 1s often being defined in multiple regression models as a
predictor-predictor phenomenon. Collinearity occurs when two or more
predictors measure the same underlying notion or feature of a construct. This
phrase only relates to standard or vertical collinearity. Lateral collinearity is a
predictor criterion phenomenon that happens when in a model to which it
alludes (Kock and Lynn, 2012; Kock and Gaskins, 2014). This approach
generates variance inflation factors (VIFs) for all latent variables in a model,
which is entirely automates by the softwareWarpPLS. Greater than 3.3 VIFs
have been proposed as a symptom of pathological collinearity, as well as the
probability that a model is contaminated by common method bias. As a result,
if all VIFs from a comprehensive collinearity test were less than 5, the model

1s free of common method bias.

3.5 Hypotheses testing techniques

PLS-SEM was used to examine the primary hypotheses. According to
Hair et al. (2019) the structural model was validated by reporting the coefficient
of determination (R?), path coefficient (B), p- values, effect size (f?) and t-
values by using a bootstrapping procedure with 5,000 sub-samples. In order to

assess the predictive capacity of the structural model, the coefficient of
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determination (R?) is calculated to estimate the amount of variation in the
dependent constructs explained by the related independent constructs, which
are statistically known as both endogenous and exogenous variables (Hair et
al., 2017). R? values range from 0 to 1, with a higher value indicating greater
predicting accuracy. In PLS-SEM, R? values of 0.19, 0.33, and 0.65 are
evaluated as weak, medium, and strong, respectively (Hair et al., 2017). A
moderate quantity of R? is also acceptable, especially when the endogenous

construct is defined by the few exogenous constructs linked to it.

The structural model represents the hypothesized relationships of the
constructs, with predicted route coefficient values ranging from -1 to +1 (Hair
et al., 2017). A path coefficient around +1 indicates a strong and significant
correlation, whereas a negative number indicates a negative relationship. Close
to zero coefficients indicate that the constructs have weak correlations (Hair et
al., 2017). Additionally, the bootstrap 95% confidence interval (CI) establishes
the significance of the coefficients by revealing how significant the route
coefficient differs from zero. The influence of an exogenous construct on an
endogenous construct may be assessed by removing it from the model, which
affects the R? value (Hair et al., 2017). The exogenous component's impact
magnitude (f%) is defined as the change in R? value (Hair et al., 2017). Small,
medium, and large impacts are defined as {2 values of 0.02, 0.15, and 0.35,

respectively.

61



CHAPTER FOUR

EMPIRICAL RESULTS

This chapter presents the empirical findings. The hypotheses were

evaluated by analyzing the data collected from questionnaire survey.

4.1 Descriptive analysis

Table 4-1 showed the demographic profile of the 318 respondents,
including gender, age, education, status, occupation and salary. In particular,
84 male (26.4%) and 234 females (73.6%) with an average age between 26 and
35 years old (45.6%); most of respondents are bachelor students (81.1%). In
term of status, the results show that respondents with a single account for the
majority (72.3%), and occupation the results show that respondents with a
private employees account for the majority (48.4%). Lastly, in term of salary
the results show that respondents with a 20,001-30,000-bath account for the
majority (26.1%).

Table 4 - 1 Demographic and descriptive information of respondents

Demographic Frequency Percentage
(n=318) (%)

Gender Male 84 26.4

Female 234 73.6
Age 16-25 119 37.4

26-35 145 45.6

36-45 50 15.7

More than 45 4 1.3
Education Lower than Bachelor’s 35 11.0
Level degree

Bachelor's degree 258 81.1
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Master’s degree/ PhD 25 7.9
Status Single 230 72.3
Married 84 26.4
Other 4 1.3
Occupation Private employees 154 48.4
State 28 8.8
enterprises/government
employees
Personal business 52 16.4
Students 84 26.4
Salary (Per Less than or equal to 48 15.1
month) 10,000 baths
10,001-20,000 baths 64 20.1
20,001-30,000 baths 83 26.1
30,001-40,000 baths 60 18.9
40,001-50,000 baths 28 8.8
More than 50,000 bath 35 11.0

Source: This study.

4.2 Descriptive analysis of research constructs

Table 4-2 shows descriptive statistics for each of the research variables
from 318 respondents, including mean values and standard deviations. The
results show that most respondents tend to report higher levels of agreement for
most of the constructs in this study, the mean value is all greater than 3.0 on a

seven-point Likert-scale, apart from MA7 (2.92) and MAS8 (2.83) were less than

3.0 on a seven-point Likert-scale.
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Table 4 - 2 Results of mean and standard deviation of items

Std.
Research Items: Mean | Dev.
Research Construct: Marketing Mix
Product
[PD1] The taste of coffee and other beverages in term of fragrant,
intense in the Café Amazon is better than other stores. 4.970 1.046
[PD2] Containers and packaging in term of modern, eye-catching in
Café Amazon shop is better than other stores. 5.000 1.093
[PD3] The bakery for sale in Café Amazon shop is better than other
stores. 3.930 1.389
[PD4] Cleanliness with a certification mark in Café Amazon is better
than other stores. 4700 1.242
[PD5] The variety of products to choose in Café Amazon is better than
other stores. 4.590 1.096
Price
[PR1] The price in Café Amazon is more reasonable for the product
compared to other stores. 5.000 1.019
[PR2] The price in Café Amazon is lower than compared to other
stores. 4.480 1.059
[PR3] The price in Café Amazon is more expensive in Café Amazon
compared to other stores. 4.220 0.957
[PR4] There is more clearly labeled product price in Café Amazon
compared to other stores. 4.730 0.987
[PR5] There are many prices according to the size of the package in
Café Amazon compared to other stores. 4.690 1.091
Place
[PL1] The location of the coffee shop is more convenience compared
to other stores. 5490 1.053
[PL2] There is ample and sufficient parking space of Café Amazon
shop compared to other stores. 5.670 1.006
[PL3] The opening-closing time of the Café Amazon shop is more
appropriate compared to other stores. 5.320 0.953
[PL4] The area around the Café Amazon shop is more private
compared to other stores. 5.360 1.028
[PL5] The location of Café Amazon is safer compared to other stores. 5.470 1.000
Promotion
[PM1] Compared to other stores there are more advertisements and,
public relations through various media in Café Amazon. 4770 1.221
[PM2] Compared to other stores, the discount price in Café¢ Amazon is
more attractive. 4.190 1.492
[PM3] Café Amazon has made a lot of activities to give away free
gifts. 3.370 1.783
[PM4] Compared to other stores there are more premium items, in Café
Amazon to exchange for purchase such as the Amazon’s glass. 3.420 1.795
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[PM5] In Café Amazon, there is a membership system and accumulate
(PTT Blue Card)

4.850

1.245

Research Construct: Brand Charisma

Visionary

[VS1] Compared to other competitor’s brand, Café Amazon brand has
vision for the future.

[VS2] Compared to other competitor’s brand, Café Amazon brand has
lots of positive energy.

[VS3] Compared to other competitor’s brand, Café Amazon brand
consistently generates more new ideas for the future.

[VS4] Compared to other competitor’s brand, Café Amazon brand is
more dynamic.

[VS5] Compared to other competitor’s brand, Café Amazon brand is
more outgoing.

[VS6] Compared to other competitor’s brand, Café Amazon brand is
more innovative.

[VS7] Compared to other competitor’s brand, Café Amazon brand is
more ambitious.

[VS8] Compared to other competitor’s brand, Café Amazon brand is a
creator of trends

Articulate

[AR1] Compared to other competitor’s brand, Café Amazon brand is
more expressive with its communication.

[AR2] Compared to other competitor’s brand, Café Amazon brand is
more enthusiastic with its communication.

[AR3] Compared to other competitor’s brand, Café Amazon brand is
more continuously connected with its customers at an emotional level.
[AR4] Compared to other competitor’s brand, Café Amazon brand is
more optimistic with its communication.

[ARS] Compared to other competitor’s brand, Café Amazon brand is
more engaging with its communication.

Ethical

[ET1] Compared to other competitor’s brand, Café Amazon brand
models ethical standard.

[ET2] Compared to other competitor’s brand, Café Amazon brand
considers what is moral/ethical.

[ET3] Compared to other competitor’s brand, Café Amazon brand goes
beyond company self-interest.

[ET4] Compared to other competitor’s brand, Café Amazon brand
raises awareness of important environmental issues and takes
corresponding action.

Unconventional

[UN1] Compared to other competitor’s brand, Café Amazon brand
engages in unconventional behavior to achieve its goals.

[UN2] Compared to other competitor’s brand, Café Amazon brand is
outspoken.
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4.810

4.820

4.810

4.920

5.160

4.540

4.630

4.420

4.580

4.570

4.660

4.640

4.670

4.660

4.580

4.600

4.910

4.650

4.730

0.955

1.107

0.979

0.981

1.005

1.090

1.083

1.228

1.086

1.098

1.117

1.177

1.211

1.035

1.083

1.124

1.156

1.039

1.033



[UN3] Compared to other competitor’s brand, Café Amazon brand is
achieving its goals by non-traditional means.

[UN4] Compared to other competitor’s brand, Café Amazon brand is
known for its provocative/controversial behavior.

[UNS5] Compared to other competitor’s brand, Café Amazon brand
surprises customers.

[UN6] Compared to other competitor’s brand, Café Amazon brand is
fearless and daring.

Trusted

[TR1] Compared to other competitor’s brand, Café Amazon brand is
more reliable.

[TR2] Compared to other competitor’s brand, Café Amazon brand is
highly trusted one.

[TR3] Compared to other competitor’s brand, Café Amazon brand is
honest.

[TR4] Compared to other competitor’s brand, Café Amazon brand is
sincere.

Admired

[AD1] Compared to other competitor’s brand, Café Amazon brand
attracts great admiration.

[AD2] Compared to other competitor’s brand, Café Amazon brand
easily grabs/attracts my attention.

[AD3] Compared to other competitor’s brand, Café Amazon brand has
significant positive influence on other people.

[AD4] Compared to other competitor’s brand, Café Amazon brand is
inspirational.

[ADS5] Compared to other competitor’s brand, Café Amazon brand has
my respect.

[AD6] Compared to other competitor’s brand, Café Amazon brand is
passionate.

[AD7] Compared to other competitor’s brand, Café Amazon brand is
highly talked about by others.

[AD8] Compared to other competitor’s brand, Café Amazon brand is a
role model.

[AD9] Compared to other competitor’s brand, Café Amazon brand is
influential.

Attractive

ATT1 Compared to other competitor’s brand, Café Amazon brand is
magnetically attractive.

ATT2 Compared to other competitor’s brand, Café Amazon brand is
charming.

ATT3 Compared to other competitor’s brand, Café Amazon brand is
very appealing.

ATT4 Compared to other competitor’s brand, Café Amazon brand is
beautiful.

ATTS Compared to other competitor’s brand, Café Amazon brand
stands out.
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4.600

3.940

4.370

4.390

5.120

5.140

5.140

5.200

4.940

4.990

4.990

4.700

4.670

4.660

4.870

4.750

5.060

4.810

4.770

4.840

4.820

4.750

1.008

1.338

1.165

1.238

0.914

0.958

0.903

0.917

0.961

0.940

1.026

1.113

1.106

1.120

1.085

1.115

0.951

0.934

0.999

0.981

0.990

1.078



ATT6 Compared to other competitor’s brand, Café Amazon brand

attracts but is not ostentatious. 4.640 1.114
Powerful and Dominant

[POD1] Compared to other competitor’s brand, Café Amazon brand is

bold. 4.620 0.987
[POD2] Compared to other competitor’s brand, Café Amazon brand is

strong. 4.740 1.065
[POD3] Compared to other competitor’s brand, Café Amazon brand is

controlling. 4.920 0.933
[POD4] Compared to other competitor’s brand, Café Amazon brand

exuberates power. 4.820 0.960
[PODS5] Compared to other competitor’s brand, Café Amazon brand

displays confidence. 4.820 0.999
[POD6] Compared to other competitor’s brand, Café Amazon brand is

a market leader. 5.080 0.991
[POD7] Compared to other competitor’s brand, Café Amazon brand is

assertive. 4.800 0.996
[POD8] Compared to other competitor’s brand, Café Amazon brand is

not a follower. 4.840 1.052
Sophisticated

[SO1] Café Amazon brand is elegant. 4290 1.116
[SO2] Café Amazon brand is classy. 4.260 1.049
[SO3] Café Amazon brand is trendy. 5.160 1.021
[SO4] Café Amazon brand is sophisticated. 4.150 1.151
[SO5] Café Amazon brand has style. 4320 1.247
Magical and Artistic

[MAT1] Café Amazon brand is magical. 4310 1.107
[MA2] Café Amazon brand is exciting. 4350 1.116
[MA3] Café Amazon brand connects and delights. 4.460 1.096
[MA4] Café Amazon brand has something special. 4390 1.132
[MAS] Café Amazon brand is known for collaborating with artists. 3.060 1.691
[MAG6] The products of Café Amazon brand represent everlasting

pieces of art. 2.930 1.795
[MA7] Café Amazon brand loves and appreciates art. 2.920 1.792
[MAS] Café Amazon brand is spell-binding. 2.830 1.654
Research Construct: Brand Resonance

Salience

[SA1] I can recognize the Cafe Amazon's brand better than other Café

brand. 5730 1.117
[SA2] I can easily remember the brand and logo of Cafe Amazon. 6.110 0.948
[SA3] The Cafe Amazon brand is easy to be recognized. 6.060 0.987
Performance

[PE1] Comparing to the same category Cafe in Thailand, Cafe Amazon

offers the best services. 5.190 0.957
[PE2] Comparing to the same category Cafe in Thailand, Cafe Amazon

meets my expectations. 5.260 0.888
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[PE3] Comparing to the same category Cafe in Thailand, Cafe Amazon

services are efficient. 5.270 0.830
[PE4] Comparing to the same category Cafe in Thailand, Cafe Amazon

supplies my basic needs as a customer. 5.270 0.849
Image

[IM1] Cafe Amazon brand appearance is attractive. 5.390 0.865
[IM2] Cafe Amazon brand has a good image. 5.200 0.905
[IM3] People have a positive image of the Cafe Amazon brand. 5.330 0.874
Judgment

[JU1] My overall opinion about Cafe Amazon is good. 5.310 0.924
[JU2] I am pleased to be a customer of Cafe Amazon. 5.290 0.956
[JU3] Cafe Amazon is superior in comparison with others café brand

by the same category in Thailand. 5.230 0.977
[JU4] Cafe Amazon quality is good. 5.320 0.847
Feeling

[FE1] I feel good when I go to Cafe Amazon. 5.260 0.800
[FE2] Cafe Amazon makes me happy. 5.210 0.864
[FE3] Visiting to Cafe Amazon is a pleasure. 5.190 0.831
Resonance

[RE1] Even though there is another cheaper Cafe in Thailand, I prefer

to go to Cafe Amazon. 5.130 0.919
[RE2] When I travel in Thailand, I intent to visit at Cafe Amazon. 5.170 1.060
[RE3] I am loyal to the Cafe Amazon. when I need to go to

somewhere. 5.220 0.950
[RE4] In Thailand Cafe Amazon is my first option. 5.120 1.021
Research Construct: Perceived Value

[PVE1] I feel happy every time when I make a purchase Café Amazon

brand. 5.120 0.969
[PVE2] I am excited when I decide to buy Café Amazon brand. 5.090 1.005
[PVE3] I feel satisfied when I decide to buy Caf¢ Amazon brand. 5.120 0.952
[PVE4] Overall, I have a good feeling for purchasing Café Amazon

brand. 5.280 0.902
Research Construct: Bandwagon Effect

[BE1] Café Amazon is currently a very popular Cafe that everyone

would approve of its choice. 5.570  0.943
[BE2] Cafe Amazon is recognized by many people. 6.090 1.042
[BE3] Cafe Amazon is chosen by most people as a symbol of

achievement. 5.780 1.036
Research Construct: Purchase Intention

[PI1] I am likely to purchase the Amazon brand in the near future. 5.090 0.959
[PI12] I intend to buy Amazon brand’s product in the next month. 4930 0.975
[PI3] I am seriously considering buying the Amazon café. 3250 1.850
[PI4] If given the opportunity, I would purchase Amazon brand’s

product. 3.060 1.667
[PI5S] I am likely to recommend Amazon café to others. 3530 1.574
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4.3 Factor analysis and reliability test

SPSS software was used in this study to perform factor loading analysis
and reliability testing. According to Hair et al. (2012), Kaiser-Meyer-Olkin
Measure (KMO) should be greater than 0.5, Bartlett p-value should be less than
0.05, the generated values must meet the following requirements: Eigenvalue
larger than one, factor loading greater than 0.6, explanation of more than 60%
of variance, item-to-total correlation greater than 0.5, Cronbach's alpha greater
than 0.7. If a variable fails to meet the required requirements, it will be
eliminated from further consideration. The detailed results Tables 4-3 to 4-8

provide the entire findings of the factor analysis and reliability test.

4.3.1 Marketing mix

This study conducted marketing mix factor analysis for these four factors
independently: Product, Price, Place and Promotion. Table 4-3 shows that,
factors loading of all items are greater than 0.6 and the greatest factor loading
1s PM3 (0.928) and the lowest is PM5 (0.668) and the Item-to total correlations
of each item are ranged from 0.549 to 0.881.

For Product, the Eigenvalue is 3.478, cumulative explained variance is
69.559%, Cronbach’s alpha is 0.890 and KMO = 0.815 > 0.5, Bartlett p-value
is less than 0.05. For Price, the Eigenvalue is 3.210, cumulative explained
variance is 64.208%, Cronbach’s alpha is 0.859 and KMO = 0.798 > 0.5,
Bartlett p-value less is than 0.05. For Place, the Eigenvalue is 3.498, cumulative
explained variance 1s 69.951%, Cronbach’s alpha 1s 0.892 and KMO = 0.868 >
0.5, Bartlett p-value less is than 0.05. For Promotion, the Eigenvalue is 3.555,
cumulative explained variance is 71.099%, Cronbach’s alpha is 0.895 and

KMO = 0.780 > 0.5, Bartlett p-value less is than 0.05.
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Table 4 - 3 Results of factor analysis and reliability test for Marketing

Mix
Cumulative
Research | Factor Explained Item-to total | Cronbach’s
Items | loading | Eigenvalue | Variance (%) correlation alpha
Product (KMO= 0.815, Bartlett= 0.000)
PD5 0.879 3.478 69.559 0.797 0.890
PD2 0.86 0.771
PD4 0.848 0.751
PD3 0.814 0.706
PD1 0.764 0.633
Price (KMO= 0.798, Bartlett= 0.000)
PR4 0.880 3.210 64.208 0.788 0.859
PR5 0.814 0.687
PR1 0.804 0.682
PR2 0.781 0.650
PR3 0.718 0.577
Place (KMO= 0.868, Bartlett= 0.000)
PL1 0.866 3.498 69.951 0.774 0.892
PLS5 0.864 0.777
PL2 0.855 0.761
PL3 0.809 0.700
PL4 0.785 0.670
Promotion (KMO= (0.780, Bartlett= 0.000)
PM3 0.928 3.555 71.099 0.881 0.895
PM4 0.908 0.852
PM2 0.860 0.758
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Research | Factor | Eigenvalue Cumulative Item-to total | Cronbach’s

Items loading Explained correlation | alpha
Variance (%)

PM1 0.827 0.721

PM5 0.668 0.549

Source: This study.

4.3.2 Brand charisma

This study conducted brand charisma factor analysis for these ten factors
independently: Visionary, Articulate, Ethical, Unconventional, Trusted,
Admired, Attractive, Powerful and Dominant, Sophisticated, Magical and
Artistic. Table 4-4 shows that, factor loading of all items are greater than 0.6
and the greatest factor loading is AR3 (0.946) and the lowest is UN4 (0.672)

and the Item-to total correlations of each item are ranged from 0.578 to 0.913.

For Visionary, the Eigenvalue is 5.726, cumulative explained variance is
71.580%, Cronbach’s alpha is 0.943 and KMO = 0.932 > 0.5, Bartlett p-value
is less than 0.05. For Articulate, the Eigenvalue 1s 4.201, cumulative explained
variance is 84.069%, Cronbach’s alpha is 0.952 and KMO = 0.885 > 0.5,
Bartlett p-value less is than 0.05. For Ethical, the Eigenvalue is 3.169,
cumulative explained variance is 79.221%, Cronbach’s alpha is 0.911 and
KMO =0.811 > 0.5, Bartlett p-value less is than 0.05. For Unconventional, the
Eigenvalue is 4.325, cumulative explained variance is 72.098%, Cronbach’s
alpha is 0.920 and KMO = 0.872 > 0.5, Bartlett p-value less is than 0.05 For
Trusted, the Eigenvalue is 3.130, cumulative explained variance is 78.267%,
Cronbach’s alpha is 0.907 and KMO = 0.838 > 0.5, Bartlett p-value less is than
0.05 For Admired, the Eigenvalue is 6.712, cumulative explained variance is
74.561%, Cronbach’s alpha is 0.957 and KMO = 0.929 > 0.5, Bartlett p-value

less 1s than 0.05 For Attractive, the Eigenvalue is 4.640, cumulative explained
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variance is 77.356%, Cronbach’s alpha is 0.941 and KMO = 0.875 > 0.5,
Bartlett p-value less is than 0.05. For Powerful and Dominant, the Eigenvalue
is 5.733, cumulative explained variance is 71.638%, Cronbach’s alpha is 0.943
and KMO = 0.925 > 0.5, Bartlett p-value less is than 0.05. For Sophisticated,
the Eigenvalue is 3.689, cumulative explained variance is 73.762%, Cronbach’s
alpha 1s 0.907 and KMO = 0.877 > 0.5, Bartlett p-value less is than 0.05. For
Magical and Artistic, the Eigenvalue is 6.140, cumulative explained variance is
76.712%, Cronbach’s alpha is 0.956 and KMO = 0.901 > 0.5, Bartlett p-value
less is than 0.05.

Table 4 - 4 Results of factor analysis and reliability test for Brand

Charisma
Cumulative
Research | Factor Explained Item-to total Cronbach’s
Items | loading | Eigenvalue | Variance (%) correlation alpha
Visionary (KMO= 0.932, Bartlett= 0.000)
VS3 0.888 5.726 71.580 0.845 0.943
VS7 0.878 0.837
VS2 0.875 0.831
VSé6 0.869 0.827
VS1 0.863 0.814
VS4 0.851 0.797
VS8 0.782 0.720
VS5 0.752 0.674
Articulate (KMO= 0.885, Bartlett= 0.000)
AR3 0.946 4.201 84.069 0.913 0.952
ARS 0.929 0.887
AR4 0.922 0.877
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Research | Factor | Eigenvalue | Cumulative Item-to total | Cronbach’s

Items loading Explained correlation | alpha
Variance (%)

AR2 0.902 0.846

ARI1 0.883 0.819

Ethical (KMO= 0.811, Bartlett= 0.000)

ET1 0.937 3.169 79.221 0.869 0911

ET2 0.929 0.852

ET3 0.901 0.813

ET4 0.785 0.656

Unconventional (KMO= 0.872, Bartlett= 0.000)

UNG6 0.925 4.325 72.098 0.886 0.920

UN2 0.879 0.804

UNS 0.877 0.819

UN3 0.861 0.773

UNI1 0.857 0.768

UN4 0.672 0.578

Trusted (KMO= 0.838, Bartlett= 0.000)

TR1 0.907 3.130 78.267 0.826 0.907

TR2 0.888 0.795

TR3 0.877 0.779

TR4 0.866 0.763

Admired (KMO= 0.929, Bartlett= 0.000)

ADS 0.918 6.712 74.561 0.893 0.957

AD6 0.885 0.854

AD3 0.877 0.838

AD7 0.875 0.837
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Research | Factor | Eigenvalue | Cumulative Item-to total Cronbach’s

Items | loading Explained correlation alpha
Variance (%)

AD4 0.862 0.826

ADI 0.859 0.817

ADS 0.843 0.803

AD2 0.833 0.786

AD9 0.816 0.766

Attractive (KMO= 0.875, Bartlett= 0.000)

ATTI 0.9 4.640 77.356 0.847 0.941

ATT3 0.891 0.836

ATTS 0.89 0.840

ATT4 0.883 0.828

ATT2 0.874 0.812

ATT6 0.837 0.771

Powerful and Dominant (KMO= 0.925, Bartlett= 0.000)

POD7 0.89 5.733 71.638 0.849 0.943

PODS5 0.887 0.845

PODA4 0.871 0.827

POD2 0.86 0.810

PODS 0.852 0.801

POD3 0.833 0.780

PODI1 0.806 0.744

POD6 0.766 0.700

Sophisticated (KMO= 0.877, Bartlett= 0.000)

SO2 0.912 3.689 73.762 0.846 0.907

SO4 0.910 0.841
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Research | Factor | Eigenvalue | Cumulative Item-to total Cronbach’s

Items | loading Explained correlation alpha
Variance (%)

SO5 0.896 0.826

SO1 0.889 0.808

SO3 0.660 0.541

Magical and Artistic (KMO= 0.901, Bartlett= 0.000)

MAG6 0.927 6.140 76.712 0.923 0.956

MAS 0.922 0.917

MA7 0.916 0.907

MAS 0.893 0.878

MA3 0.856 0.790

MA2 0.845 0.777

MAA4 0.835 0.768

MAI 0.806 0.725

Source: This study.

4.3.3 Brand resonance

This study conducted brand resonance factor analysis for these six

factors independently: Salience, Performance, Image, Judgment, Feeling,

Resonance. Table 4-5 shows that, factor loading of all items are greater than

0.6 and the greatest factor loading is SA2 (0.939) and the lowest is PE2 (0.806)

and the Item-to total correlations of each item are ranged from 0.665 to 0.858.

For Salience, the Eigenvalue is 2.604, cumulative explained variance is

86.834%, Cronbach’s alpha is 0.924 and KMO = 0.760 > 0.5, Bartlett p-value

is less than 0.05. For Performance, the Eigenvalue is 2.883, cumulative

explained variance is 72.056%, Cronbach’s alpha is 0.870 and KMO = 0.751 >

0.5, Bartlett p-value less is than 0.05. For Image, the Eigenvalue is 2.482,
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cumulative explained variance is 82.821%, Cronbach’s alpha is 0.896 and
KMO = 0.752 > 0.5, Bartlett p-value less is than 0.05. For Judgment, the
Eigenvalue is 3.251, cumulative explained variance is 81.262%, Cronbach’s
alpha is 0.923 and KMO = 0.851 > 0.5, Bartlett p-value less is than 0.05. For
Feeling, the Eigenvalue is 2.467, cumulative explained variance is 82.251%,
Cronbach’s alpha is 0.891 and KMO = 0.708 > 0.5, Bartlett p-value less is than
0.05. For Resonance, the Eigenvalue is 3.146, cumulative explained variance is
78.684%, Cronbach’s alpha is 0.909 and KMO = 0.841 > 0.5, Bartlett p-value
less 1s than 0.05.

Table 4 - 5 Results of factor analysis and reliability test for Brand

Resonance
Cumulative
Research | Factor Explained Item-to total Cronbach’s
Items | loading | Eigenvalue | Variance (%) correlation alpha
Salience (KMO= 0.760, Bartlett= 0.000)
SA2 0.939 2.604 86.834 0.858 0.924
SA3 0.936 0.851
SA1 0.92 0.823
Performance (KMO= (0.751, Bartlett= 0.000)
PE3 0.897 2.883 72.056 0.798 0.870
PE4 0.857 0.729
PEI 0.833 0.696
PE2 0.806 0.665
Image (KMO= 0.752, Bartlett= 0.000)
IM3 0.912 2.482 82.821 0.800 0.896
IM2 0.91 0.796
IM1 0.907 0.790
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Research | Factor | Eigenvalue Cumulative Item-to total Cronbach’s

Items | loading Explained correlation alpha
Variance (%)

Judgment (KMO= 0.851, Bartlett= 0.000)

JU1 0.917 3.251 81.262 0.848 0.923

JU2 0.902 0.821

JU3 0.898 0.817

JU4 0.889 0.801

Feeling (KMO= 0.708, Bartlett= 0.000)

FEI 0.936 2.467 82.251 0.841 0.891

FE3 0.928 0.821

FE2 0.854 0.698

Resonance (KMO= 0.841, Bartlett= 0.000)

RE3 0.918 3.146 78.684 0.845 0.909

RE4 0.894 0.807

RE2 0.883 0.789

RE1 0.851 0.739

Source: This study.
4.3.4 Perceived value

Table 4-6 shows that, factor loading of all items are greater than 0.6 and
the greatest factor loading is PVE3 (0.923) and the lowest is PVE4 (0.840) and
the Item-to total correlations of each item are ranged from 0.724 to 0.854. The
Eigenvalue is 3.133, cumulative explained variance is 78.306%, Cronbach’s

alpha 1s 0.907 and KMO = 0.843 > 0.5, Bartlett p-value is less than 0.05.
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Table 4 - 6 Results of factor analysis and reliability test for Perceived

Value
Cumulative Item-to
Researc | Factor | Eigenvalu Explained total
h Items | loading e Variance (%) | correlation | Cronbach’s alpha

Perceived Value (

KMO= 0.843, Bartlett= 0.000)

PVE3 0.923 3.133 78.306 0.854 0.907
PVEI] 0.891 0.799
PVE2 0.884 0.788
PVE4 0.840 0.724

Source: This study.

4.3.5 Bandwagon effect

Table 4-7 shows that, factor loading of all items are greater than 0.6 and

the greatest factor loading is BE1 (0.885) and the lowest is BE3 (0.868)

and

the Item-to total correlations of each item are ranged from 0.704 to 0.734. The

Eigenvalue is 2.320, cumulative explained variance is 77.308%, Cronbach’s

alpha is 0.853 and KMO = 0.732 > 0.5, Bartlett p-value is less than 0.05.

Table 4 - 7 Results of factor analysis and reliability test for Bandwagon

Effect
Cumulative

Researc | Factor | Eigenvalu Explained Item-to total

h Items | loading e Variance (%) | correlation Cronbach’s alpha
Bandwagon Effect (KMO= 0.732, Bartlett= 0.000)

BE1 0.885 2.320 77.308 0.734 0.853
BE2 0.885 0.733

BE3 0.868 0.704

Source: This study.
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4.3.6 Purchase intention

Table 4-8 shows that, factor loading of all items are greater than 0.6, the
greatest factor loading is P13 (0.893) and the lowest is P12 (0.702) and the Item-
to total correlations of each item are ranged from 0.550 to 0.829. For Purchase
Intention, the Eigenvalue is 3.334, cumulative explained variance is 66.66%,
Cronbach’s alpha is 0.872 and KMO = 0.788 > 0.5, Bartlett p-value is less than
0.05.

Table 4 - 8 Results of factor analysis and reliability test for Purchase

Intention
Cumulative
Explained
Research | Factor Variance Item-to total
Items loading | Eigenvalue (%) correlation Cronbach’s alpha

Purchase Intention (KMO= (.788, Bartlett= 0.000)
PI3 0.893 3.334 66.66 0.829 0.872
P14 0.886 0.831
PI5 0.873 0.798
PI1 0.705 0.556
P12 0.702 0.550

Source: This study.
4.4 Cross-tabulations

Cross-tabulations were used to show the relationship or not between
some of the variables. Table 4-9 to 11 shows cross-tabulations for each of the
research variables from 318 respondents. The first question is about the gender
of the sample. The results are the following: The majority of the sample is
female respondents, making the 234 of the sample, while the 84 of the sample

size are male respondents. Customers like to go to Café Amazon 1-2 times per
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month, for 52.50%. Customers are mostly spending 50—100 baht per person at
Café Amazon, with 68.20%. Customers usually go to Café Amazon on
Monday-Friday, with 75.50. Customers like to go to Café Amazon around
9.01-12.00 o’clock, with 49.40%. Customers are making use of the Café
Amazon service by themselves with, 82.70. Lastly, customers prefer using the

service by takeaway 62.30%.

4.4.1 Gender cross-tabulations

The majority of the sample is female respondents, making the 234 of the
sample, while the 84 of the sample size are male respondents. For female like
to go to Café Amazon 1-2 times per month with 54.3%, while male 47.6%. For
female mostly spend 101-150 baht per one time in Café Amazon with 74.80%
while male 50.00%. For female usually go to Café Amazon on Monday —
Friday with 78.20% while male 67.90%. For female like to go to Café Amazon
around 9.01-12.00 o’clock with 47.00% while male 56.00%. In decision-
making to use the Café Amazon service by themself, for female is 81.20%
while male 86.90%. For female like to using the service by takeaway with

62.40% while male 61.90%.

Table 4 - 9 Results of crosstabulation test for gender

Gender Crosstabulation
Questions Gender Total
Male ‘ Female

*2 = I like to go to Café Amazon 1-2 Count 40 127 167

;‘3 g times per month. % within Gender 47.60% 54.30% 52.50%
s B

é’ = I like to go to Café Amazon 3-4 Count 38 64 102

= 2 times per month. % within Gender 45.20%  27.40% 32.10%
S o

>

£ § I like to go to Café Amazon 5-6 Count 6 24 30

s < times per month. % within Gender 7.10% 10.30% 9.40%
D

E 8 I like to go to Café Amazon equal or Count 0 19 19

more than 7 times per month. % within Gender 0.00% 8.10% 6.00%

Count 84 234 318

Total % within Gender 100.00%  100.00%  100.00%
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Questions Gender Total
Male | Female
= I mostly spend 50-100 baht per one % within Gender 4.80% 3.40% 3.80%
2 g time in Café Amazon Count 42 175 217
E’ E I mostly spend 101-150 baht per one % within Gender 50.00% 74.80% 68.20%
o @»
a2 time in Café Amazon Count 34 45 79
Q =
% 20 % within Gender 40.50% 19.20% 24.80%
(=Tl
= = mostly spend 151 baht or more per Count 4 6 10
one time in Café Amazon % within Gender 4.80% 2.60% 3.10%
Count 84 234 318
Total % within Gender 100.00%  100.00%  100.00%
2 ocs
E = & lusually go to Café Amazon on Count 57 183 240
= : : Monday — Friday % within Gender 67.90% 78.20% 75.50%
=<
< § € Tusually go to Café Amazon on Count 27 o1 78
A 2 Saturday — Sunday % within Gender 32.10% 21.80% 24.50%
Count 84 234 318
Total % within Gender 100.00%  100.00%  100.00%
=
§ I like to go to Café Amazon around Count 8 49 57
5 7.00-9.00 o’clock. % within Gender 9.50% 20.90% 17.90%
‘3 I like to go to Café Amazon around \at 47 110 157
% 9.01-12.00 o’clock % within Gender 56.00% 47.00% 49.40%
= o
2 E I like to go to Café Amazon around o 23 >7 80
g 2 12.01-15.00 o’clock. % within Gender 27.40% 24.40% 25.20%
E I like to go to Café Amazon around Count 6 14 20
f 15.01-18.00 o’clock. % within Gender 7.10% 6.00% 6.30%
]
2 I like to go to Café Amazon around ot 0 4 4
£ 18.01-21.00 o’clock. % within Gender 0.00% 1.70% 1.30%
Count 84 234 318
Total % within Gender 100.00%  100.00%  100.00%
- Count 73 190 263
&
£ 5 d Myself % within Gender 86.90% 81.20% 82.70%
227 Count 4 11 15
- g
E § b My family members % within Gender 4.80% 4.70% 4.70%
E 2 g Count 5 28 33
2 o0 3 . s
S E E My friends % within Gender 6.00% 12.00% 10.40%
;«: g Count 2 5 7
My colleague. % within Gender 2.40% 2.10% 2.20%
Count 84 234 318
Total % within Gender 100.00%  100.00%  100.00%
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Questions Gender Total
Male Female
£ Count 30 86 116
g % within
2 Visit at the store. Gender 35.70%  36.80%  36.50%
g Count 52 146 198
=i % within
5 2 Takeaway Gender 61.90%  62.40%  62.30%
s Count 2 2 4
= % within
& Delivery service Gender 2.40% 0.90% 1.30%
Count 84 234 318
% within
Total Gender 100.00% 100.00% 100.00%

Source: This study.
4.4.2 Age cross-tabulations

The majority of the age sample is between 26 and 35 years old, with 145
respondents. They like to go to Café Amazon 1-2 times per month, for 52.50%;
first between ages 1625 is 72.30%; following ages 2635 1s 42.80%. They are
mostly spending 50—100 baht per person at Café¢ Amazon, with 68.20%; first
between ages 16-25 is 89.90%; following 2635 1s 64.10%. They usually go to
Café Amazon on Monday—Friday with 75.50%, first between ages 16-25 with
79.80%, followed by 36-45 with 78.00%. They like to go to Café Amazon
around 9.01-12.00 o’clock with 49.40%; first between age 3645 is 58.00%;
following 2635 is 53.80%. They are making use of the Café Amazon service
by themselves with 82.70%; first between ages more than 45 is 100.00%;
following 3645 1s 94.00%. They prefer using the service by takeaway 62.30%,
first between ages 36 and 45 (66.00%), followed by ages 2635 64.80%.

Table 4 - 10 Results of crosstabulation test for age

Age Crosstabulation

Questios Age Total
16-25 ‘ 26-35 ‘ 36-45 ‘ > 45
=) .
g5 Dyl [lketogoto ey, 86 62 15 4 167
=& o o 5 Café Amazon 1-2
°ge times per month. % within Age 72.30% 42.80% 30.00% 100.00% 52.50%
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Questions Age Total
16-25 ‘ 26-35 ‘ 36-45 ‘ > 45
Count 21 55 26 0 102
I like to go to Café Amazon 3-4 % within
times per month. Age 17.60% 37.90% 52.00% 0.00%  32.10%
Count 9 19 2 0 30
I like to go to Café Amazon 5-6 % within
times per month. Age 7.60% 13.10% 4.00% 0.00% 9.40%
Count 3 9 7 0 19
I like to go to Café Amazon equal % within
or more than 7 times per month. Age 2.50% 6.20% 14.00% 0.00% 6.00%
Count 119 145 50 4 318
% within 100.00
Total Age 100.00%  100.00%  100.00%  100.00% %
2 Count 6 4 0 2 12
§ I mostly spend less than 50 baht % within
2 per one time in Café Amazon Age 5.00% 2.80% 0.00% 50.00% 3.80%
o Count 107 93 17 0 217
g I mostly spend 50-100 baht per one % within
s time in Café Amazon Age 89.90%  64.10%  34.00% 0.00%  68.20%
g Count 4 42 31 2 79
b I mostly spend 101-150 baht per % within
g one time in Café Amazon Age 3.40%  29.00% 62.00% 50.00%  24.80%
2 Count 2 6 2 0 10
g I mostly spend 151 baht or more % within
;3 per one time in Café Amazon Age 1.70% 4.10% 4.00% 0.00% 3.10%
Count 119 145 50 4 318
% within 100.00
Total Age 100.00%  100.00% 100.00%  100.00% %
o & Count 95 104 39 2 240
= ('o) 2| Tusually go to Café Amazon on % within
= 5 Monday — Friday Age 79.80% 71.70% 78.00% 50.00% 75.50%
= &
g2k Count 24 41 11 2 78
S g I usually go to Café Amazon on % within
= Saturday — Sunday Age 20.20%  28.30%  22.00%  50.00%  24.50%
Count 119 145 50 4 318
% within 100.00
Total Age 100.00% 100.00% 100.00% 100.00% %
g Count 17 32 6 2 57
Z | Ilike to go to Café Amazon around % within
2 7.00-9.00 o’clock. Age 1430%  22.10%  12.00%  50.00%  17.90%
g Count 50 78 29 0 157
£ | Ilike to go to Café Amazon around % within
; 9.01-12.00 o’clock Age 42.00%  53.80%  58.00% 0.00%  49.40%
S Count 42 26 12 0 80
é I like to go to Café Amazon around % within
Q 12.01-15.00 o’clock. Age 3530%  17.90%  24.00% 0.00%  25.20%
=
e Count 6 9 3 2 20
g I like to go to Café Amazon around % within
= 15.01-18.00 o’clock. Age 5.00% 6.20% 6.00%  50.00% 6.30%
St
3 Count 4 0 0 0 4
& | Ilike to go to Café Amazon around % within
A 18.01-21.00 o’clock. Age 3.40% 0.00% 0.00% 0.00% 1.30%
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Questions Age Total
16-25 26-35 36-45 > 45
D
g Count 91 121 47 4 263
S % within 82.70
_é" g Myself Age 76.50%  83.40%  94.00%  100.00% %
>
g3 Count 9 6 0 0 15
£ s % within 470
z 5 My family members Age 7.60% 4.10% 0.00% 0.00% %
g E
S < Count 17 13 3 0 33
=% % within 10.40
£ © My friends Age 14.30% 9.00% 6.00% 0.00% %
]
£E Count 2 5 0 0 7
£ % within 2.20
£ My colleague. Age 1.70% 3.40% 0.00% 0.00% %
Count 119 145 50 4 318
% within 100.0
Total Age 100.00%  100.00%  100.00%  100.00% 0%
£ Count 48 49 17 2 116
e % within 36.50
Z Visit at the store. Age 40.30%  33.80%  34.00%  50.00% %
£ Count 69 94 33 2 198
2 g % within 62.30
El Takeaway Age 58.00%  64.80%  66.00%  50.00% %
g Count 2 2 0 0 4
2 % within 1.30
O Delivery service Age 1.70% 1.40% 0.00% 0.00% %
Count 119 145 50 4 318
% within 100.0
Total Age 100.00%  100.00%  100.00%  100.00% 0%

Source: This study.

4.4.3 Educations cross-tabulations

The majority of the age sample has a bachelor's degree, with 258

respondents. They like to go to Café Amazon 1-2 times per month. For 52.50%,

the first less than a bachelor’s degree is 68.60%, followed by a master’s degree

or PhD 1s 56.00%. They are mostly spending 50—-100 baht per person at Café

Amazon, with 68.20%; the first less than Bachelor’s degree is 88.60%; the

following Bachelor’s degree is 66.70%. They usually go to Café¢ Amazon on
Monday—Friday with 75.50%; the first less than Bachelor’s degree is 88.60%,

followed by Bachelor’s degree is 74.00%. They like to go to Café Amazon
around 9.01-12.00 o’clock with 49.40%; the first less than Bachelor’s degree

is 54.30%; the following Bachelor’s degree is 50.40%. They are making use of
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the Café Amazon service by themselves with 82.70%; the first bachelor’s
degree is 83.70%, followed by a master’s degree or PhD with 80.00%. They

prefer using the service by takeaway (62.30%), first less than a bachelor’s
degree (71.40%), followed by a master’s degree or PhD (64.00%).

Table 4 - 11 Results of crosstabulation test for educations

Educations Crosstabulation

Questions Educations Total
< Master’s
Bachelor’s Bachelor's  degree/
degree degree PhD
&
(3 I like to go to Café Amazon 1-2 Count 24 129 14 167
8 i~ times per month. % within Educations 68.60% 50.00% 56.00% 52.50%
S =
OB
£ & | TIlike to go to Café Amazon 3-4 Count 6 o > 102
:24: 5 times per month. % within Educations 17.10% 35.30% 20.00%  32.10%
= o
2 =
2.8 I like to go to Café Amazon 5-6 oSt 2 24 4 30
§ g times per month. % within Educations 5.70% 9.30% 16.00% 9.40%
5 <
(=)
E I like to go to Café Amazon equal Count 3 14 2 19
= or more than 7 times per month. % within Educations 8.60% 5.40% 8.00% 6.00%
Count 35 258 25 318
Total % within Educations 100.00% 100.00%  100.00%  100.00%
D
i I mostly spend less than 50 baht Count 9 10 2 12
= per one time in Café Amazon % within Educations 0.00% 3.90% 8.00% 3.80%
v
=
E S I mostly spend 50-100 baht per Cont 31 172 14 217
E E one time in Café Amazon % within Educations 88.60% 66.70% 56.00%  68.20%
Al
- D
271 mostly spend 101-150 baht per Count 0 70 ? 7
§ one time in Café Amazon % within Educations 0.00% 27.10% 36.00%  24.80%
=
D
= I mostly spend 151 baht or more Count 4 6 0 10
= per one time in Café Amazon % within Educations 11.40% 2.30% 0.00% 3.10%
Count 35 258 25 318
Total % within Educations 100.00% 100.00%  100.00%  100.00%
Lo &
E s 5 I usually go to Café Amazon on Count 31 191 18 240
= b;j g Monday — Friday % within Educations 88.60% 74.00% 72.00% 75.50%
= = <
R
% z “3 I usually go to Café Amazon on Count 4 67 7 78
|70 Saturday — Sunday % within Educations 11.40% 26.00% 28.00%  24.50%
Count 35 258 25 318
Total % within Educations 100.00% 100.00%  100.00% 100.00%
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Questions Educations Total
< Master’s
Bachelor’s  Bachelor's degree/
degree degree PhD
I like to go to Café
2 44 11 57
§ Amazon around 7.00- Count
g 9.00 o’clock. % within Educations 5.70% 17.10% 44.00% 17.90%
< I like to go to Café
N 1 1 1
‘% Amazon around 9.01- Count ? 30 8 37
% 12.00 o’clock % within Educations 54.30% 50.40% 32.00% 49.40%
s g I like to go to Café
=32 10 68 2 80
% 2 | Amazonaround 12.01- Count
z & 15.00 o’clock. % within Educations 28.60% 26.40% 8.00% 25.20%
° I like to go to Café
2 16 2 20
.E Amazon around 15.01- Count
= 18.00 o’clock. % within Educations 5.70% 6.20% 8.00% 6.30%
| I like to go to Café
2 2 0 2 4
£ Amazon around 18.01- Count
21.00 o’clock. % within Educations 5.70% 0.00% 8.00% 1.30%
Count 35 258 25 318
Total % within Educations 100.00% 100.00% 100.00% 100.00%
._%” g Count 27 216 20 263
>
E § Myself % within Educations 77.10% 83.70% 80.00% 82.70%
L =
.g < Count 2 11 2 15
Z s
_ﬂg E My family members % within Educations 5.70% 4.30% 8.00% 4.70%
=2 Count 6 24 3 33
= 0
g 2 My friends % within Educations 17.10% 9.30% 12.00% 10.40%
:f':‘) 2 Count 0 7 0 7
c 5
~ S My colleague. % within Educations 0.00% 2.70% 0.00% 2.20%
Count 35 258 25 318
Total % within Educations 100.00% 100.00% 100.00% 100.00%
£ Count 8 99 9 116
: < Visit at the store. % within Educations 22.90% 38.40% 36.00% 36.50%
=9
22 Count 25 157 16 198
Z 9
% 2 Takeaway % within Educations 71.40% 60.90% 64.00% 62.30%
g Count 2 2 0 4
=
© Delivery service % within Educations 5.70% 0.80% 0.00% 1.30%
Count 35 258 25 318
Total % within Educations 100.00% 100.00% 100.00% 100.00%

Source: This study.

4.5 Independent sample T-test

In this study, an independent sample t-test was utilized to assess means

for gender from the 24 categories: Product, Price, Place, Promotion, Visionary,

Articulate, Ethical, Unconventional, Trusted, Admired, Attractive, Powerful

and Dominant, Sophisticated, Magical, and Artistic, Salience, Performance,
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Image, Judgment, Feeling, Resonance, Perceived value, Bandwagon Effect,

and Purchase intention. If the p-value is less than 0.05 and the absolute t-value

is more than 1.96, the difference is considered significant.

4.5.1 Gender

The results of the independent sample t-test are presented in Tables 4—

12 below. It showed that there is no significant difference between males and

females in all factors.

Table 4 - 12 Results of the difference between group of gender

P

Factors | Name Male | Female | t-value | value

PD Product 47286 | 4.6043 | 0.999| 0.318
PR Price 4.5762 | 4.6205| -0.423| 0.672
PL Place 5.4167| 54786 | -0.577| 0.564
PM Promotion 3.9643 | 4.0632| -0.589| 0.556
VS Visionary 47515 | 4.7703 | -0.166| 0.868
AR Articulate 4.6238 | 4.6231| 0.006| 0.996
ET Ethical 4.8185| 4.6389| 1.451| 0.148
UN Unconventional 4.5099 | 4.4252| 0.695| 0.488
TR Trusted 5.2530| 5.1122 | 1.265| 0.208
AD Admired 4.8241 | 4.8585| -0.299| 0.765
ATT Attractive 47659 | 4.7735| -0.067| 0.947
POD Powerful and Dominant 49167 | 4.8002| 1.085| 0.279
SO Sophisticated 44762 | 4.4162| 0.492| 0.623
MA Magical and Artistic 3.7188 | 3.6335| 0.510| 0.611
SA Salience 5.9087 | 5.9843 | -0.627| 0.531
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P

Factors Name Male | Female | t-value | value

PE Performance 5.1815| 5.2703 | -0.935| 0.351
IM Image 5.3492 | 5.2906| 0.574| 0.567
JU Judgment 5.3661 | 5.2639| 0.962| 0.337
FE Feeling 53016 | 5.1895| 1.171| 0.242
RE Resonance 5.2024 | 5.1432| 0.531| 0.596
PVE Perceived value 49673 | 5.2190| -2.182| 0.031
BE Bandwagon Effect 5.7063 | 5.8533 | -1.133| 0.259
PI Purchase Intention 3.7524 | 4.0479 | -1.985| 0.048

Source: This study.
4.6 One-way analysis of variance (ANOVA)

In this study, one-way ANOVA was used to assess if there was a
significant difference between two or more groups of respondents in terms of
age and education based on the mean score of each item in each factor. The
one-way ANOVA approach produces a one-way analysis of the variance of a

quantitative dependent variable by a single independent variable.

4.6.1 Age

A one-way ANOVA was performed to compare the effect of
respondent’s age on Product, Price, Place, Promotion, Visionary, Articulate,
Ethical, Unconventional, Trusted, Admired, Attractive, Powerful and
Dominant, Sophisticated, Magical, and Artistic, Salience, Performance, Image,
Judgment, Feeling, Resonance, Perceived value, Bandwagon Effect, and

Purchase intention.

A one-way ANOVA as shown in Table 4-13 revealed that there was a
statistical difference in Product, Price, Place, Promotion, Visionary, Articulate,

Ethical, Unconventional, Trusted, Admired, Attractive, Sophisticated, Magical,
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and Artistic, Salience, Performance, Image, Judgment, Feeling, Resonance,
Perceived value, Bandwagon Effect and Purchase intention since the p- value
<0.01. A one-way ANOVA also revealed that there was not a statistical
difference in Powerful and Dominant, Performance between respondent’s age

with an F-value of 9.479, 9.323 and a P-value of 5.180, 6.378.

According to the Table below, we can infer that age plays a significant
role in shaping customer perceptions and attitudes towards these marketing
factors. Higher age levels are associated with different preferences, values, and
behaviors that impact how customers perceive and evaluate products, pricing,
distribution channels, promotional strategies, brand characteristics, perceived
value, the influence of social trends (bandwagon effect), and their intention to

make a purchase.

Table 4 - 13 Results of the difference between group of age

Age
- - - >
Roaras | 0629 0639 0049 €49 | v [P | e
Marketing Mix
PD 4.605 4.644 4.848 | 2.700 6.358 0.000 | (4,123)
PR 4.568 4.641 47321 3.100 5.240 0.002 | (4,123)
PL 5.355 5.530 5.640 [ 4.000 5.981 0.001 (4,123)
PM 4.440 3.932 3.536 ( 2.100 10.100 0.000 | (4,321)
Brand Charisma
VS 4.859 4.791 4.610 | 3.000 6.571 0.000 | (4,321)
AR 4.869 4.595 4.260 | 2.900 8.450 0.000 | (4,321)
ET 4.952 4.583 4470 3.250 7.656 0.000 | (4,321)
UN 4.667 4.416 4127 3.083 7.086 0.000 | (4,321)
TR 5.309 5.117 4945 4.125 4.907 0.002 | (4,321)
AD 5.036 4.865 4480 | 3.333 8.849 0.000 | (4,321)
ATT 4.966 4.762 4443 3.417 7.677 0.000 | (4,321)
POD 5.013 4.825 4.548 | 3.188 9.479 5.180 n.s.
SO 4.654 4.353 4.240 | 3.100 5.974 0.001 (4,321)
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- - - >

Construct: | N= 119 | N=143| No50| No4| Fyilue| Pvalue| Duncan
MA 4.035 3.555 3.160 [ 2.250 8.731 0.000 | (4,321)
Brand Resonance

SA 5.908 5.979 6.200 | 4.167 6.282 0.000 | (4,123)
PE 5.237 5.283 5.315| 3.375 9.323 6.378 n.s.
IM 5.367 5.303 5.287 | 3.833 4.908 0.002 | (4,321)
JU 5.282 5.305 5.435( 3.250 9.130 0.000 | (4,123)
FE 5.221 5.287 5.180 (| 3.167 11.363 0.000 | (4,312)
RE 5.141 5.212 5.180 [ 3.500 5.184 0.002 | (4,132)
Perceived Value

PVE 5.120 5.195 5.240 [ 3.500 5.672 0.001 (4,123)
Bandwagon Effect

BE 5.728 5.841 6.100 | 3.833 9.544 0.000 | (4,123)
Purchase Intention

PI 4.269 3.963 3420 2.200 10.026 0.000 | (4,321)

Note: p <***0.001, <** 0.01 <*0.05

Source: This study.
4.6.2 Educations

A one-way ANOVA was performed to compare the effect of
respondent’s educations on Product, Price, Place, Promotion, Visionary,
Articulate, Ethical, Unconventional, Trusted, Admired, Attractive, Powerful
and Dominant, Sophisticated, Magical, and Artistic, Salience, Performance,
Image, Judgment, Feeling, Resonance, Perceived value, Bandwagon Effect,

and Purchase Intention.

A one-way ANOVA as shown in Table 4-14 revealed that there was a
statistical difference in Product, Articulate, Unconventional, Trusted,
Attractive, Sophisticated, Magical, and Artistic, Salience, Performance, Image,
Judgment, Feeling, Resonance, Perceived value, Bandwagon Effect since the
p- value <0.05. A one-way ANOVA also revealed that among different
education group there was not a statistical difference in Price, Place, Promotion,

Visionary, Ethical, Admired, Powerful and Dominant, and the reasons to use
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Café Amazon between respondent’s educations with an F-value of 0.208,

0.116, 1.99, 0.849, 2.021, 0.193, 2.943, 0.264 and the P-value 1s >0.05.

According to the Table below, we can infer that the level of education

plays a significant role in shaping customer perceptions and attitudes towards

these marketing factors. Different levels of education can lead to variations in

knowledge, cognitive abilities, and critical thinking skills, which can influence

how customers perceive and evaluate product attributes, brand characteristics,

the appeal of marketing messages, perceived value, and the influence of social

trends (bandwagon effect).

Table 4 - 14 Results of the difference between group of educations

Educations
Research Cluster 1 | Cluster 2 | Cluster 3
F value | Pvalue | Duncan
Constructs: N=35§ N =258 N=2§

Marketing Mix
PD 4.200 4.704 4.560 4.261 0.015 | (13,32)
PR 4.537 4.612 4.672 0.208 0.812 n.s.
PL 5.491 5.452 5.528 0.116 0.891 n.s.
PM 3.686 4.054 4.352 1.99 0.138 | (12,23)
Brand Charisma
VS 4.600 4.776 4.885 0.849 0.429 n.s.
AR 4.274 4.633 5.016 3.806 0.023 | (12,23)
ET 4.629 4.658 5.060 2.021 0.134 n.s.
UN 3.886 4.497 4.727 7.735 0.001 | (1,23)
TR 5.064 5.120 5.570 3.737 0.025 | (12,3)
AD 4.791 4.849 4.938 0.193 0.825 n.s.
ATT 4.443 4.795 4.987 3.235 0.041 | (12,23)
POD 4514 4.862 4.955 2.943 0.054 n.s.
SO 3.909 4.490 4.568 6.146 0.002 | (1,23)
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Research Cluster 1 | Cluster 2 | Cluster 3
F value | P value | Duncan
Constructs: N=35§ N =258 N=2§

MA 3.150 3.682 4.100 4.527 0.012 | (12,23)
Brand Resonance
SA 6.029 6.004 5.467 3.819 0.023 | (3,21)
PE 4.943 5.309 5.030 4.977 0.007 | (13,32)
M 4914 5.380 5.093 6.352 0.002 | (13,32)
JU 4.907 5.356 5.160 4.894 0.008 | (13,32)
FE 4.714 5.306 5.027 11.069 0.000 | (13,32)
RE 4.886 5.228 4.830 4.351 0.014 | (31,12)
Perceived Value
PVE 5.043 5.207 4.740 3.867 0.022 | (31,12)
Bandwagon Effect
BE 5.629 5.911 5.080 11.634 0.000 | (3,12)
Purchase Intention
PI 3.834 3.988 3.968 0.264 0.769 n.s.

Note: Note: p < ***0.001, <** 0.01 <*0.05; Cluster 1= Lower than
Bachelor’s degree; Cluster 2= Bachelor's degree; Cluster 3= Master’s degree/

PhD.
Source: This study.

4.7 Reliability and convergent validity

Table 4-15 displays the results of the model's construct reliability and
validity assessment using (Hair et al., 2011, Hair et al., 2016) criteria.
Cronbach's alpha values (0.799 - 0.967) were exceeded the recommended value
of 0.7. Furthermore, each structure had a CR higher than 0.6 (0.878 - 0.972).
This demonstrates that the measurement scale has high internal consistency and
reliability. Additionally, indicator reliability should be (rho A) greater than 0.7
to show the higher consistency of the scores. It was shown that all the (rho_A)

values were greater than 0.7 (0.799 - 0.979). The AVE must be greater than 0.5
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to achieve convergent validity. As a result of these findings, all AVE (0.645 -
0.832) have met the required criteria, which represented a higher level of
explained variance. These results confirm that the reliability for most of the

research constructs has been fulfilled

Table 4 - 15 Reliability and constructs validity of the research constructs

Average

Variance Composite Composite

Extracted Reliability | Cronbach's | Reliability

Constructs (AVE) (CR) Alpha (tho_A)

Marketing Mix 0.645 0.878 0.813 0.827
Brand Charisma 0.775 0.972 0.967 0.970
Brand Resonance 0.686 0.927 0.903 0.937
Perceived Value 0.783 0.935 0.907 0.909
Bandwagon Effect 0.762 0.906 0.853 0.979
Purchase Intention 0.832 0.908 0.799 0.799

Source: This study.
4.8 Discriminant validity

Hair et al. (2010) argued that discriminant validity referred to "The
variate is formed to create scores for each observation that maximally
differentiate between groups of observations". Fornell and Larcker claimed in
the discriminant analysis that the square root of AVE should be greater than its

greatest correlation with any study construct.

The second technique, given by Henseler et al. (2015), stated that the
discriminant validity of the formative model should be evaluated using the
correlation's heterotrait-monotrait ratio (HTMT). These HTMT ratios should
be less than 0.85 for correlations between conceptually similar constructs, and

less than 0.90 for correlations between conceptually different constructs.
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Table 4-16 showed the discriminant validity for the research constructs
based on the Fornell-Larcker criteria. As shown in the diagonal (0.803-0.912)
were higher than the highest correlate on with other research constructs as
shown below the diagonal. Thus, these results have fulfilled the criteria as

suggested by Fornell-Larcker (1981), and the discriminant validity for each

research construct has been confirmed.

Table 4 - 16 Discriminant validity of the research constructs

Constructs 1 2 3 4 5 6
Bandwagon Effect 0.873

Brand Charisma 0.324 | 0.881

Brand Resonance 0.639 | 0.727| 0.828
Purchase Intention 0.366 | 0.786| 0.626| 0.912

Marketing Mix 0.561| 0.776 | 0.712| 0.698 | 0.803
Perceived Value 0.670 | 0.607| 0.750| 0.625| 0.679 | 0.885

Noted: The figure shown in the diagonal are square root of AVE, while the coefficients

below diagonal are the correlation coefficient between research contracts.

This study also adopted Henseler et al.’s (2015) HTMT criteria to
identify the discriminant of the research constructs. Table 4-17 shown the
HTMT ratio, all HTMT were lower than 0.9. Thus, the discriminant validity of

the research constructs was confirmed.
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Table 4 - 17 HTMT Discriminant validity of the research constructs

Constructs 1 2 3 4 5 6
Bandwagon Effect -

Brand Charisma 0.331 | -

Brand Resonance 0.759 1 0.743 | -

Purchase Intention 0.401 | 0.889 | 0.698 | -

Marketing Mix 0.664 | 0.857 | 0.828 | 0.848 | -

Perceived Value 0.733]0.643 | 0.817 | 0.733 | 0.790 | -

Source: This study.
4.9 Evaluation of the structural model

4.9.1 Model fit

The importance of each route coefficient for hypothesis testing was
evaluated using the PLS-SEM technique to run the structural equation models.
A sample of 318 respondents was obtained from the survey. By adopting
SmartPLS 3 with a non-parametric bootstrapping procedure using 5000 sub-
samples, the research hypotheses could be verified. Before verifying the study
hypotheses, the structural model's model fit had to be checked. Hair et al. (2016)

proposed that four factors be evaluated.

(1) VIF (Variance of inflation Factor): VIF is the tolerance coefficient's
inverse. If we set the tolerance coefficient to be greater than 0.2, then VIF
should be lower than 5. This study used VIF less than 5 (VIF<5) as the
maximum cut-off to guarantee that the collinearity between latent exogeneous

constructs could keep lower.

(2) Effect size (f?): The effect size of the influence of the latent
exogeneous construct explained by endogenous constructs was measured using

f2. This study used the Cohen (1988) and Hair et al. (2016) criteria, as well as
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2 values of 0.02, 0.15, and 0.35 as small, medium, and large effect size,

respectively.

(3) Determination coefficient R?: R? was the variance explained by latent
exogenous constructs of a latent endogenous construct. This study used Hair et
al.'s (2013) criteria and rated R? values more than 0.65 as vital, 0.33 as

moderate, and 0.19 as weak.

(4) GoF (Goodness of fit): In PLS-SEM, GoF referred to the degree to
which the structural model fit the observed data. R?> and AVE are used to
determine GoF. A greater GoF showed a better fit between the model and the
data, implying that the model provided the good representation of the
underlying relationship as shown in the structure model. This study followed
Vinzi et al., (2010) and classified GoFs more than 0.36 as large, 0.25 as

medium, and 0.10 as small.

The VIF between research constructs was shown in Table 4-18. Because
all VIFs were less than 5, (1.000-4.021), the findings indicated that
intercorrelations between latent exogeneous constructs were not significant.
This study concluded that multi-collinearity concerns among latent exogeneous

did not exist.
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Table 4 - 18 Collinearity Statistics: Variance of inflation factor (VIF)

Constructs 1 2 3 4 5 6
Bandwagon Effect 2.508

Brand Charisma 2.510 | 2.744 2.973
Brand Resonance 4.021 2.402

Purchase Intention
Marketing Mix 1.000 | 2.510 2.842
Perceived Value 2.870

Source: This study.

Table 4-19 showed R? and adjusted R? value for all latent exogeneous
constructs, including brand charisma, brand resonance, purchase intention and
perceived value. The findings indicated that the exogeneous constructs of
purchase intention got the highest explained variance (R?= 0.668), followed by
perceived value (R?= 0.605), brand charisma (R?*= 0.602), and brand resonance

(R?>=0.584). These R? were between vital and moderate.

Table 4 - 19 The assessment of R?

Constructs R Square R Square Adjusted
Brand Charisma 0.602 0.600
Brand Resonance 0.584 0.581
Purchase Intention 0.668 0.662
Perceived Value 0.605 0.602

Source: This study.

Table 4-20 showed GoF referred to the degree to which the structural
model fit the observed data. R? and AVE are used to determine GoF. The
findings indicated that GoF was classified as large (0.678), which implying that
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the model provided the good representation of the underlying relationship as

shown in the structure model.

Table 4 - 20 The assessment of GoF

Constructs (AVE) R Square

Marketing Mix 0.645

Brand Charisma 0.775 0.602

Brand Resonance 0.686 0.584

Perceived Value 0.783 0.605

Bandwagon Effect 0.762

Purchase Intention 0.832 0.668
Average 0.747 0.615

GoF =0.678

Source: This study.

Table 4-21 showed the assessment of effect size f> for the influence of
latent exogeneous constructs. It was illustrated that for the influence of
perceived value, its links to purchase intention with 0.074 which, higher than
0.02. For marketing mix, the links to brand charisma (1.510), brand resonance
(0.132) and perceived value (0.089) were all higher than 0.02. However, for
brand resonance, the links to purchase intention (0.001) and for brand charisma,
the links to perceived value (0.002) were all lower than 0.02, which suggested
to neglectable effect size. Bandwagon effect seemed to have lower effect size
on purchase intention (0.008). Other than that, for brand charisma links to brand
resonance (0.184) and purchase intention (0.413) all showed significant effect

size from latent exogeneous constructs to exogeneous constructs.

98



Table 4 - 21 The assessment of Effect size 2

Constructs 1 2 3 4 5 6
1. Bandwagon Effect 0.008

2. Brand Charisma 0.184 | 0.413 0.002
3. Brand Resonance 0.000 0.326

4. Purchase Intention
5.Marketing Mix 1.510]0.132 0.089
6.Perceived Value 0.074

Source: This study.
4.9.2 Direct effect (Hypotheses testing)

Table 4-22 Showed the results of direct effect which aims to do
hypotheses testing, the path coefficients (), p-value and t-value for each of the
research hypotheses as developed in this study. For the marketing mix, the
results indicated that, marketing mix have a significant impact on brand
charisma (B = 0.776, t-value = 18.708 and p-value < 0.001), perceived value (3
=0.316, t-value = 2.786 and p-value = 0.005) and brand resonance (§ = 0.372,
t-value = 5.356 and p-value < 0.001). Thus, H1, H2, H3 were supported. These
findings might imply that the marketing mix, which includes product, price,
place, and promotion, could be a crucial driver in enhancing brand charisma,
perceived value, and brand resonance. It may be necessary to concentrate on
these marketing mix components in order to promote these brand-related

constructs and perceived value.

For the brand charisma, the results indicated that, brand charisma have a
significant impact on brand resonance ( = 0.439, t-value = 6.763 and p-value
< 0.001). However, the influence of brand charisma on perceived value (B = -
0.043, t-value = 0.403 and p-value = 0.687) was unexpectedly not significant.
Thus, H4 was supported and H5 was not supported. Although, brand charisma
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did not show a significant related to perceived value. Other factors such as
marketing mix and brand resonance were found to have stronger associations
with perceived value. Brand charisma may not directly impact perceived value.
Marketers should consider a holistic approach by incorporating other influential
factors into their marketing strategies to enhance perceived value and overall

brand appeal.

For the brand resonance, the results indicated that, brand resonance have
a significant impact on perceived value (f = 0.556, t-value = 6.305 and p-value
< 0.001). Thus, H6 was supported. These findings might imply that the brand
resonance, which includes salience, performance, image, judgment, feeling,
resonance, could be a crucial driver in enhancing perceived value. It may be
necessary to concentrate on brand resonance in order to promote perceived
value. Marketers should focus on building a strong brand resonance by
strategically managing these components to enhance perceived value and gain

a competitive edge in the market.

For the perceived value, the results indicated that, perceived value have
a significant impact on purchase intention (f = 0.265, t-value = 3.156 and p-
value = 0.002). Thus, H7 was supported. These findings might imply that the
perceived value could be a crucial driver in enhancing purchase intention. It
may be necessary to concentrate on perceived value in order to promote
purchase intention. Perceived value plays a crucial role in influencing
consumers' intentions to make a purchase a product or service. Factors such as
product quality, pricing, customer service, and brand reputation contribute to
perceived value, which, in turn, influences purchase intentions. Marketers
should focus on enhancing perceived value by strategically managing these

factors to drive customer loyalty and encourage repeat purchases.
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For the moderating effect of bandwagon effect on the relationship
between perceived value and purchase intention, the results indicated that, the
moderating effect of bandwagon effect for the influence of perceived value on
purchase intention have a significant (f = 0.076, t-value = 2.972 and p-value =
0.003). Thus, H9 was supported. This finding might imply that the moderating
effect of bandwagon effect could be a crucial driver in enhancing the
relationship between perceived value and purchase intention. It may be
necessary to concentrate on bandwagon effect in order to promote purchase
intention. Perceived value positively influences purchase intention, and this
relationship is strengthened when the bandwagon effect is present. Marketers
should consider leveraging the bandwagon effect in their strategies to enhance

perceived value and encourage purchase intention.

Table 4 - 22 Direct effect (Hypothesis testing)

Path
Hypo. | Path Coefficients | t-value P
values
(B)
HI Marketing Mix -> Brand Charisma 0.776 18.708 |  0.000
H2 Marketing Mix -> Perceived Value 0.316 2.786 0.005
H3 Marketing Mix -> Brand Resonance 0.372 5.356 | 0.000
H4 Brand Charisma -> Brand Resonance 0.439 6.763 0.000
H5 Brand Charisma -> Perceived Value -0.043 0.403 0.687
H6 Brand Resonance -> Perceived Value 0.556 6.305 0.000
H7 Perceived Value -> Purchase Intention 0.265 3.156 | 0.002
H9 BExPV -> Purchase Intention 0.076 2.972 0.003

Note: 1. BExPV = Bandwagon Effect and Perceived Value

2. p<*¥¥0.001, <**0.01 <*0.05

Source: This study.
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Table 4-23 showed the results of mediation testing. As a results,
perceived value insignificantly mediated the relationship between brand
charisma and purchase intention with indirect effects, the path coefficients of
MI114 (B= -0.011, t= 0.392, p = 0.695). For the effect of brand charisma on
perceived value which was insignificant, the path coefficients of M111 (B = -
0.043, t = 0.403, p = 0.687). Since both direct effect and indirect effect were

not significant, thus, no partial mediation was justified.

Besides that, perceived value significantly mediated the relationship
between marketing mix and purchase intention with indirect effects, the path
coefficients of M124 (B= 0.083, t= 1.965, p = 0.049). For the effect of
marketing mix on perceived value which was significant, the path coefficients
of M121 (B=0.316,t=2.786, p<0.01). For the direct effect of marketing mix
on purchase intention was significant, the path coefficients of M123 (f =0.656,
t = 18.546, p <0.001) which was significant. The results also showed that the
effect of perceived value on purchase intention was significant, the path
coefficients of M122 (B = 0.265, t = 3.156, p = 0.002). Thus, we can conclude
that perceived value has partial mediation for the relationship between

marketing mix and purchase intention.

Moreover, for the effect of brand resonance on purchase intention, the
path coefficients of M134 (B=0.146, t=2.903, p = 0.004) which was significant.
For the effect of brand resonance on perceived value, the path coefficients of
MI131 (B=0.556, t=6.305, p< 0.001) which was significant. The direct effect
of brand resonance on purchase intention was insignificant with, the path
coefficients of M133 (B=-0.010,t=0.102, p=0.919). The results also showed
that the effect of perceived value on purchase intention was significant with,

the path coefficients of M132 (B = 0.265, t = 3.156, p<0.01). Thus, we can
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conclude that perceived value has full mediation the relationship between brand

resonance and purchase intention.

Table 4 - 23 Mediators effects

Path
Path t-value | p-values
Hypo. Coefficients
M111 | Brand Charisma -> Perceived Value -0.043 0.403 0.687
M112 | Perceived Value -> PI 0.265 3.156 0.002
M113 | Brand Charisma -> PI 0.614 10.447 0.000
Brand Charisma -> Perceived Value -
-0.011 0.392 0.695
Ml114 | > PI
M121 | Marketing Mix -> Perceived Value 0.316 2.786 0.005
M122 | Perceived Value -> PI 0.265 3.156 0.002
M123 | Marketing Mix -> PI 0.656 18.546 0.000
Marketing Mix -> Perceived Value -
0.083 1.965 0.049
MI124 | > PI
M131 | Brand Resonance -> Perceived Value 0.556 6.305 0.000
M132 | Perceived Value -> PI 0.265 3.156 0.002
M133 | Brand Resonance -> PI -0.010 0.102 0.919
Brand Resonance -> Perceived Value
0.146 2.903 0.004
M134 | > PI

Note: 1. PI = Purchase Intention 2. Note: Note: p <***0.001, <** 0.01
<*0.05

Source: This study.
4.10 The moderating effects

This research intends to verify the moderating effect of demographic
consumption status for the impacts perceived value on purchase intention. To
evaluate the moderating effects of demographic consumption status as the
moderator, this study divided the respondents into four (4) groups using

perceived value and the moderator as the clustering variables. Later, an analysis
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of variance was conducted to verify whether the differences in the dependent

variables were significant among these four groups of respondents.

4.10.1 Moderating role of gender

In the study of using demographic consumption status (gender) as the
moderator, the respondents were divided into four groups using gender and
perceived value as the two-categorizing variable. As a result, the respondents
were divided into four groups as follows: (1) Low PV/Male, (2) Low
PV/Female, (3) High PV/Male, and (4) High PV/Female.

The ANOVA results showed that gender has a significant moderating
effect for the relationship between perceived value and purchase intention (p <

0.001). Therefore, H8a is supported.

Figure 4-1 indicated that respondents of female (X = 5.581) which high
level perceived value tended to result in higher purchase the product.
Additionally, the respondents of male with the lowest level of perceived value
(x =3.178) tended to have lower levels of intention to purchase the product. The
Duncan in Table 4-24 showed that cluster 1 and 2 are significant, while cluster
3 and 4 are not significant, which means that males and females can serve as a

significant moderator for the effect of perceived value on purchase intention.
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Table 4 - 24 The results of gender moderators on demographic

consumption status

Factor Low Perceived High perceived P value | Duncan
value value
1.Low/ | 2.High 3.Low/ | 4.High/
Male /Female | Male Female
(n=63) |(n= (n=21) |(n=64)
170)
Purchase Intention 3.178 3471 5.476 5.581 0.000 1,2,34
GENDER
5 5.476
=
:
) 3.178
T
: / o
=)
g 3.471
PERCEIVED VALUE
Low High
LM HM 3.178 5.476
—o—LF HF 3.471 5.581

Figure 4 - 1 The role of Gender moderator

Source: This study

4.10.2 Moderating role of age
In the study of using demographic consumption status (age) as the
moderator, the respondents were divided into four groups using age and

perceived value as the two-categorizing variable. As a result, the respondents
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were divided into four groups as follows: (1) Low PV/Low age, (2) Low
PV/High age, (3) High PV/Low age, and (4) High PV/High age.

The ANOVA results showed that age has a significant moderating effect
of the relationship between perceived value and purchase intention (p<0.001).

Therefore, H8b is supported.

Figure 4-2 indicated that respondents having an age between 16 to 35 (x
=5.576) with higher level of perceived value tended to result in higher purchase
the product. Additionally, respondents having an age more than 35 with the
lowest level of perceived value (x¥x=3.231) tended to have lower levels of
intention to purchase the product. The Duncan in Table 4-25 showed that
clusters 1 and 2 are not significant, while cluster 3 and 4 are significant. As
predicted, that customers who have higher level of perceived value will be more
likely to purchase a product than those with lower level of perceived value.

Table 4 - 25 The results of age moderators on demographic
consumption status

Factor Low Perceived High perceived P value | Duncan
value value
1.>35 2.16-35 | 3.>35 4.16-35
(n=51) |(n= (n=3) (n=182)
182)
Purchase Intention 3.231 3.436 5.000 5.576 0.000 12,3,4
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AG E 5.000

3.231
5.576.

PURCHASE INTENTION

3.436

PERCEIVED VALUE

Low High
LLHL 3.231 5.000
LH HH 3.436 5.576

Figure 4 - 2 The role of Age moderator

Source: This study

4.10.3 Moderating role of education

In the study of using demographic consumption status (education) as the
moderator, the respondents were divided into four groups using education and
perceived value as the two-categorizing variable. As a result, the respondents
were divided into four groups as follows: (1) Low PV/Low education, (2) Low
PV/High education, (3) High PV/Low education, and (4) High PV/High

education.

The ANOVA results showed education has a significant moderating
effect of the relationship between perceived value and purchase intention

(p<0.001. Therefore, H8¢ is supported.

Figure 4-2 indicated that respondents equal or higher than Bachelor's
degree education levels with higher level of perceived value can result in higher
level of intention to purchase the product (x =5.574). Additionally, respondents

having an education level of M.S.& PhD, with lower level of perceived value
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tended to have lower levels of intention to purchase the product (x =3.163). The

Duncan in Table 4-26 showed that cluster 1 and 2 are not significant while

cluster 3 and 4 are also not significant.

Table 4 - 26 The results of education moderators on demographic
consumption status

Factor Low Perceived value | High perceived value | P value | Duncan
IMS.& [2.<BA |3.MS.& |4.<BA
PhD (n=217) | PhD (n=76)
(n=16) n=9)
Purchase Intention 3.163 3.408 5.400 5.574 0.000 12,34
- EDUCATION >*®
=
=
2 3.163 5.574
2
> /
o 3.408
PERCEIVED VALUE
Low High
LL HL 3.163 5.400
——LH HH 3.408 5.574

Figure 4 - 3 The role of Education moderator

Source: This study
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4.11 Regression Analysis

The analysis is a more advanced version of traditional regression
analysis, and it is the most usually used in research. The primary purpose of
regression is to investigate the correlations between continuous or categorical
independent variables and dependent variables in greater depth. Three steps are
taken to calculate the results of this regression analysis. The first is the result
of the F-value, which is used to measure the fitness of the model. The R? is used
to obtain the model's explanatory ability. Finally, the data required to compute
the regression coefficient, whether it is significant, and if the coefficient had a
positive or negative impact is provided. The findings of the regression analysis
are shown in Tables 4 — 27. Table 4 - 27 showed the P-value of Model 1 to
Model 10 are regression models that good fit for the data.
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Table 4 - 27 Regression Analysis Results

Independent | Dependent | Dependent | Dependent | Dependent | Dependent | Dependent | Dependent | Dependent | Dependent | Dependent
Variable Variable | Variable | Variable | Variable | Variable | Variable | Variable | Variable | Variable | Variable
PV PI PI PV PI PV PI PI PI PI
Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8 Model 9 | Model 10
Beta Beta Beta Beta Beta Beta Beta Beta Beta Beta
BC 0.599%*** 0.742%** 0.666%**
PV 0.526%** 0.127%%* | 0.183%** | (.42]%**
4P 0.668*** | (0.636%** 0.514%**
BR 0.737%%* | (0.453%** 0.143%*x*
R? 0.359 0.277 0.551 0.446 0.404 0.543 0.205 0.561 0.423 0.286
Adj-R? 0.357 0.274 0.550 0.445 0.402 0.542 0.203 0.558 0.419 0.281
F-value 176.882 120.794 387.763 254.707 214.484 376.208 81.540 201.491 115.356 63.045
P-value 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000
D-W 1.688 1.281 1.755 1.714 1.644 1.926 1.298 1.728 1.587 1.276
VIF Range 1.000 1.000 1.000 1.000 1.000 1.000 1.000 1.560 1.806 2.191

Noted: 1. (*) p<0.05, (**) p<0.01, (***) p<0.001
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2. PV = Perceived Value, BC = Brand Charisma, 4P = Marketing mix, BR = Brand Resonance, PI = Purchase Intention

Source: This study
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CHAPTER FIVE

CONCLUSION AND SUGGESTIONS

This chapter, the comprised of the research conclusion, managerial
implication, limitation as well as recommendation for the further research

directions were presented.

5.1 Research conclusion

Table 5-1 represents the summary results of each hypothesis testing that
proposed in the research framework. The results can explain why each
hypothesis was supported and each hypothesis was not supported. Nine
hypotheses provide statistically significant results with all value exceeded the

threshold such as p-value < 0.05, t-value >1.96, and B > 0.1, respectively

Table 5 - 1 Summary of the results of the hypotheses testing

Hypo. | Hypothesis statement Results
H1 Marketing mix is positively related to brand | Significant
charisma. B=0.776, t=18.708,
p<0.001
H2 Marketing mix is positively related to Significant
perceived value. p=0.316, t=2.786,
p<0.01
H3 Marketing mix is positively related to brand | Significant
resonance. B=0.372, t=5.356,
p<0.001
H4 Brand charisma are positively related to Significant
brand resonance. B=0.439, t=6.763,

p<0.001
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Hypo. | Hypothesis statement Results
H5 Brand charisma are positively related to Insignificant
perceived value. B=-0.043, t=0.403,
p>0.05
H6 Brand resonance are positively related to Significant
perceived value. B=0.556, t=6.305,
p<0.001
H7 Perceived value is positively related to Significant
purchase intention. B=0.265, t=3.156,
p<0.01
H8a | Gender moderates the relationship between Significant;
Perceived Value and Purchase Intention. p<0.001
H8b | Age moderates the relationship between Significant;
Perceived Value and Purchase Intention. p<0.001
H8c | Education moderates the relationship Significant;
between Perceived Value and Purchase p<0.001
Intention.
H9 Bandwagon effect strengthens the positive Significant
relationship between perceived value and B=0.076, t=2.972,
purchase intention. p<0.01

Source: This study.

The major purposes of the current study are firstly to provide a
comprehensive model to investigate the influence of marketing mix, brand
resonance, brand charisma and perceived value on purchase intention.
Furthermore, the moderating effects of demographic consumption status and

bandwagon effect on the influence of perceived value and purchase intention
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are also evaluated. Several conclusions could be drawn from the results of this

study.

Firstly, marketing mix has direct impacts on brand charisma, perceived
value, and brand resonance. This result is in line with those previous studies.
Marketing mix directly influence brand charisma by shaping the brand's image,
identity, and communication of values and personality. A well-designed
product, strategic pricing, effective promotion, and thoughtful distribution all
contribute to creating a strong and captivating brand charisma (Ruiz et al.,
2018; Kotler and Keller, 2016). Moreover, marketing mix directly influence
perceived value. The perceived value of a product was a critical determinant of
customer satisfaction, loyalty and purchase intention (Dodds et al., 1991; Kotler
et al., 2010; Han and Kim, 2011). Additionally, marketing mix has direct
impacts on brand resonance. The model of brand resonance theory emphasizes
that building a strong emotional connection with customers leads to brand
loyalty, attachment, and engagement. The marketing mix play a crucial role in
influencing brand resonance by shaping brand identity, image, and personality,
and establishing a strong relationship with the target audience. Cho and Cheon
(2019) argued that brand resonance had a positive effect on customer loyalty
and word-of-mouth communication, as well as had a positive effect on
customer loyalty and brand advocacy (Alam et al., 2020). Al-Dmour et al.
(2021) found marketing mix had a significant impact on brand resonance. The
study also showed that brand resonance has a positive effect on customer

loyalty, brand trust, and purchase intention.

Secondly, brand charisma is positively related to brand resonance, which
corresponds to Schepers et al. (2011), brand charisma positively influences
brand resonance by enhancing brand personality and brand identity, which in

turn increase consumers' emotional attachment to the brand, also consumers
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who feel a strong emotional connection with a brand are more likely to
recommend the brand to others, moreover, brand charisma and brand resonance
are closely related, with brand charisma playing a crucial role in the
development of brand resonance. Lee et al. (2021) showed that brand charisma
significantly influences brand resonance through the mediating effect of brand
image and brand personality. Although, brand charisma did not show a
significant related to perceived value, other factors such as marketing mix and
brand resonance were found to have stronger associations with perceived value.
Brand charisma may not directly impact perceived value. Marketers should
consider a holistic approach by incorporating other influential factors such as
customer experience, product differentiation, effective communication, brand
reputation, and continuous improvement into their marketing strategies. By
addressing these areas, marketers can enhance perceived value, overall brand
appeal, and ultimately strengthen customer relationships and loyalty.
Moreover, perceived value theory suggested that brand charisma can influence
perceived value by creating a perception of uniqueness, excellence, and
differentiation that exceeds customers' expectations and justifies the price they

pay for the product (Chen and Shih, 2018).

Thirdly, brand resonance has direct impacts on perceived value. This
result was also supported by Kim et al. (2019) who suggested that brand
resonance has a positive effect on perceived value through the mediating role
of brand trust. When consumers feel a strong emotional connection with a
brand, they are more likely to trust the brand and become loyal to the brand
(Kim et al., 2019). Chen et al. (2019) also found that brand resonance who has
a direct positive effect on perceived value, as consumers feel a strong emotional
connection with a brand are more likely to perceive it as offering high value for

its price.
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Fourthly, perceived value has direct impacts on purchase intention.
Consumers who perceive high value from a product or service are more likely
to intend to purchase it. As consumers who perceive high value from a product
or service are more likely to intend to purchase it in the future (Wu et al., 2018).
According to Kumar et al. (2020) purchase intention has a positive effect on
perceived value, as consumers who intend to purchase a product or service are
more likely to perceive it as valuable and beneficial. Perceived value is based
on the customer's perception of the benefits received from the product

compared to the cost incurred (Wang and Liu, 2016).

Fifthly, the study explains the moderating role of gender relationship
between perceived value and purchase intention, perceived value had a stronger
effect on purchase intention for female. The results of this study also align with
Chen and Chiu (2009), that investigated the moderating effects of gender on
the relationship between perceived value and purchase intention. Moreover, the
moderating role of age on the relationship between perceived value and
purchase intention. The results showed age have impacts on perceived value
and purchase intention. However, the results of this study are not aligned with
Chen and Chiu, (2009) that perceived value had a stronger effect on intention
for older consumers. It's essential to consider that individual preferences and
attitudes can still vary greatly within the younger consumer segment. Factors
such as income level, lifestyle choices, and personal experiences can also
influence the relationship between perceived value and purchase intention.
Lastly, the moderating role of education on the relationship between perceived
value and purchase intention. The results showed that education have impacts
on perceived value and purchase intention. However, the results of this study
are not aligned with previous study, Wang et al. (2013) found that perceived

value has a stronger effect on purchase intention for consumers with higher
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education levels. It's important to recognize that consumer behavior is
multifaceted, and individual preferences can vary greatly. Factors such as
cultural background, income level, and personal experiences can also influence

the relationship between perceived value and purchase intention.

Finally, this study explains the moderating role of bandwagon effect
relationship between perceived value and purchase intention, bandwagon effect
positively moderated the relationship between perceived value and purchase
intention, consumers are more likely to purchase products or service when they
perceive that other are also purchasing the product (Lee et al., 2015). Shen and
Bissell (2016) suggested that consumers are more likely to purchase products
when they perceive the product as having high value and when they perceive
that other are also purchasing the product. According to bandwagon effect
theory, consumers are more likely to adopt a product if they have a positive
attitude towards it (Chang and Tseng, 2020). This effect can strengthen the
positive relationship between perceived value and purchase intention, as high
perceived value leads to more positive attitudes, which in turn creates a social
pressure for consumers to conform and adopt the product or service, leading to

increased purchase intentions (Lin and Liao, 2019).

5.2 Academic implications

Several academic implications can be drawn from the results of this
study. This research provides one integrative model of the antecedent,
mediating, moderating, and consequences of purchase intention. The academic

implications of this study are significant.

This study integrated several theories to support the research, Self-
congruity theory is used to explain consumers choose brands that reflect their
self-image and values, and perceive these brands as congruent with their self-

concept, leading to a positive attitude towards the brand and increased purchase
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intention (Sirgy et al., 2006). Additionally, by using brand resonance theory to
explain influence of marketing mix effect on the effect of brand resonance and
brans charisma effect on brand resonance, the results confirm the importance
of brand’s abilities, motivations, and opportunities in contributing to perceived
value (Hsieh and Chang, 2019; Jo et al., 2019). This is an integrating viewpoint
that demonstrates why and how marketers, strategic marketing mix and brand
charisma promote purchase intention. Moreover, by using bandwagon theory,
this study explored the moderating effect of consumption status and bandwagon
effect on the relationship between perceived value and purchase intention. Such
insights can help marketers understand consumer behavior better and develop
effective strategies to influence consumer decisions (Xie and Zhang, 2014;
Nguyen, 2019). Finally, perceived value theory, provides a comprehensive
framework to explain the relationships between various factors such as
marketing mix, brand charisma, brand resonance, perceived value and purchase

intention (Dodds et al.,1991; Chen and Shih, 2018; Khalifa and Liu, 2007).

The findings of this study have served as a significant reference for
academics doing future empirical validations of brand-related research.
Furthermore, understanding the bandwagon effect has considerable research
and practice potential when applied to new venture contexts, because sparking
excess demand and propagation of new technologies while embracing
bandwagon tendencies may signal credibility and legitimacy (Lin and Liao,
2019). Emotional experiences can enhance perceived value by creating a deeper
connection between the customer and the brand (Hsieh and Chang, 2019). Last
but not least, this study sheds some light on two moderating variables:
Demographic Consumption status and Bandwagon effect, both of which

moderate the effects of purchase intention.
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5.3 Managerial implications
According to the findings, marketers and managers could derive certain
managerial implications from this study. The findings of this study have

important implications for managers.

First, managers should understand the importance of brand charisma and
brand resonance in creating a positive customer experience. Brand charisma
refers to the compelling and attractive qualities of a brand that captivate and
engage customers. Brand resonance, on the other hand, represents the
emotional and psychological connection between customers and a brand. This
study highlights the significance of these factors in shaping a positive customer
experience. Managers should recognize that brand charisma and brand
resonance play a crucial role in influencing customers' perceptions of value and
their intentions to make a purchase. To leverage brand charisma and resonance,
managers can focus on enhancing the distinctiveness and appeal of their brand.
They can invest in creating a strong brand identity, developing unique brand
messages, and delivering consistent brand experiences across various
touchpoints. By doing so, managers can create a positive customer experience
that resonates with customers, ultimately leading to increased purchase

intentions.

Second, managers should consider the moderating effects of
demographic consumption status and bandwagon effect when designing
marketing strategies. Demographic consumption status refers to the varying
consumption patterns and behaviors exhibited by different customer segments
based on demographic factors such as age, income, and occupation. The
bandwagon effect, on the other hand, refers to the tendency of individuals to

adopt or follow trends based on the actions or preferences of others.
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Managers need to understand how demographic consumption status and
the bandwagon effect can moderate the relationship between perceived value
and purchase intention. By recognizing these moderating effects, managers can
tailor their marketing strategies to different customer segments. For example,
if a particular demographic segment values social proof and tends to follow
trends, managers can emphasize the popularity and social acceptance of their
products or services to increase purchase intentions within that segment. On the
other hand, for segments that prioritize individuality and uniqueness, managers

can highlight the exclusivity and distinctiveness of their offerings.

Finally, managers should take into account the need to consider the
heterogeneity of consumers in developing and implementing marketing
strategies. Consumers are not a homogenous group, and their preferences,
needs, and behaviors vary widely. Managers should take into account this
heterogeneity when developing and implementing marketing strategies. By
understanding the diverse characteristics and preferences of their target
audience, managers can create more effective and targeted marketing

campaigns.

To address consumer heterogeneity, managers can conduct market
segmentation and develop buyer personas to gain insights into different
customer segments. This information can help in tailoring product offerings,
communication strategies, and promotional activities to specific segments,
thereby maximizing the effectiveness of marketing efforts. Additionally,
managers should continuously monitor and adapt their strategies based on
changing consumer preferences and market dynamics to stay relevant and
competitive. In general, these managerial implications highlight the importance
of understanding the influence of brand charisma, brand resonance,

demographic consumption status, the bandwagon effect, and consumer
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heterogeneity on perceived value and purchase intention. By incorporating
these insights into their decision-making processes, managers can develop
more impactful marketing strategies that resonate with their target customers

and drive higher purchase intentions.

5.4 Limitations and future research direction

To guarantee that a study's results are sound, researchers must evaluate
the study's limits or flaws. No matter how large the study was, there are still
some limits or defects might have impacted the findings derived from it. Some
of these limits, on the other hand, might be considered as intriguing prospects
for more research within the same topic. Some respondents got the questions
straight quickly, while others needed further explanation. This might have
affected the correctness of their responses. Because the questionnaire takes time
to complete, some respondents may not pay close attention to it, resulting in
responses that do not reflect their feelings or opinions. Moreover, the sample
size of this study is limited to 318 Thailand consumers, which may not fully
represent the entire population. This study only focuses on the Cafe Amazon
brand in Thailand and may not be applicable to other brands or industries.
Lastly, the study only examined the moderating role of two variables
(demographic consumption status and bandwagon effect), and other variables
may also play a significant role in the relationship between perceived value and

purchase intention.

For the future research, can investigate the impact of different situational
factors, such as the type of product or service, the context in which the purchase
decision 1s made, and external factors such as the economic climate on the
relationship between perceived value and purchase intention. Additional
research can explore the role of other moderating variables, such as personality

traits, cultural differences, and individual preferences, on the relationship
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between perceived value and purchase intention. Further research can
investigate the impact of emotional experiences on perceived value and
purchase intention in different industries and brands, and also can explore the
effectiveness of different marketing strategies, such as social media marketing
and influencer marketing, in building brand resonance, charisma, and perceived

value.
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Appendix I Questionnaire (Thai version)

J 1 o Y

NANTVUTDIEUMDRILUTUS LA sz o uTuUsUsTifisloyarnssusiay

AMNE 1A TUASD0: UNLNMANSNAUASID AN ULANSUS LAALAZNANSZNUANA

AANLNILU

v

wuudaUANNNITINSIATUND AN IE09 " HANTNUYDIELAY DIRUSUGTILAL
MsasviauaInUsUsifisoyarnssusiazanusala lunsde: UnuImnIg

NAUNTOITBIANUNTUS LNALATNANSNUANNNANIATYW

mnaatuindnusssiuddyananiaguninuaaannzivosunnIneNay
wionnnuvssasdnsuazdnuususaamsouTulsavea lnedidouvaiBey
nulanaazinan A1 0w lumsmneu anushuasil lsansiwinazhifinns
WealnadoyadinyuanasiodassazAnouwdnnsaz)AAUITANNAUDENY
IARATALARRETBNRNENAANS Tngsiwiniuanuismdovoin ol
AmnuEAsiaNsITuvaasanioaNNth Talusadunmsisumanil lwounas

HidsuvevoummdnsuaNMuNuiiafifuoinal.

q

YaudanImNNUuao,
Wann-Yih Wu, Ph. D. usaynal snunzia
95M5URA ALULURANAITN ndnuNUseyauLon:
AInen&s et ALEUAMNTUANINENS AU v

135



A7 1. g udszaunensnann

SYRUAMNRIND 1R
Tusagaudszauynenmsnans
sia IWililALI oA uLUSUsa A
¥ 7 - 2
Al NAUL  WAANTEAU | © Z e
=2 p e ) o
Y . - £ = & "
Guamnaqmuuuuawammiuuma: o = v S Z
A =4 e =
= ] = s = o)
.vl.;f = NS N o >
uATeD ik © S8 < Sl 2|2
P P
S | E|E| 2| 5] 2|88
g | 3| 3| €| 8| &%=
WaANADLA
AT VNN ILNLAZIAZDINN DS
Tughumnuon Wwuduwasp il PDL |1 12 |3 S |67
DN RATITTUIU
ANBULATUTIRS UL AT
axnaevoIuilfnIdudug PD23 122 3 > 16 |7
winasione Tushuwoawngnii
s PD3 |1 [2 |3 516 |7
ANNATDNATIASDIRNNUS UV
udlsiningudu PD4 |1 12 |3 S |67
FAuildu donvarnnany
fininsudu PD5 |1 12 |3 S |67

136




271AN

TP TUSUA A DINDOU LANNZAN

AUAUAMNINATIUD U

PR1
neashnNaiisudusudug

PR2
1A T UA A DL DD URTUNAT
BV HITRIERTHITG PR3
fYwsmAurgaaunins usu

PR4
fvangsmenusunaifiowisy
AUUIU PRS
ANUIA
Vinafisaoassununazannin
UDUY PL1
fiaonsnvassua ool

PL2

LN BN WO LA SN WOLH DA UAUS

DU

137




nada-Uawass A aLNDaLL

WNNzANAIHDSUATUN WD U PL3
Auisousu Café Amazon i
ANUua usnuInAINIUI U PL4
fisavoesua il awwou Jamu
UaaaAuunnnINad PL5
kG NG Y
WowipuAusuduyg udh dns
Tawaunuszanduiusinudosin
, ; PM1
P9I dINTDUNINATIN
WaisuAusuduyg snanauan u
Café Amazon iutinaulanii PM2
AN DLNDDU ARAANTINUINVDI
WAy PM3
WsuAus UL dvosnsidy
nunnn Tum i awwouTiuan
v Y PM4
T2 1YL WANYDIDLNDDUL
Tum i awwwou fszuvanndnuas
PM5

avanugiu (PTT Blue Card)

138




AU 2. MBS ANNUSUST

SYRUAMNAIND 1A

Tﬂim@mUmssiavlﬂﬁsuaqm%mh
wusUETALNTeAY  wususam
oo anidn  9NANSZEU
sﬂ’amaqmuuuuawammiuuﬁia:

suANSsi0 Wil

jad3usuNg

HeHpb)

HEAURIY

1

k2

Taidushe
ADUTNLRAUEAY

U
U

ADUTNY
HUL

|3

'
a

o h R NEN

<

Jdduvieid

WawFouiisuAuuusudaugens
Su wususA v awmwauiiduvial

AsuauIA6

VS1

OB UAURUSUERLTNSIHD hU
U DINTOUAWAILIN

dANNY

VS2

WowisuRuuususfuDes 188U Uy
UM DL UATNUUIAR T

5] @ UdUIARNDLIBIDLTLDY

VS3

WowisuAuuusuGRuTT 88U wy
susa amwoudvisnu log

i@nauuy linyails

VS4

139




WowssuwisuAuuususr Uy
DULAT hUsUEA NN DLl LR

AT AUALSU lednn

VS5

WWoWisuAULUSUEARUNSI8DU LU
susin il awzpUinInATsN

11NN

VS6

WML UAURUTUERLTNSTIH b
su6 Café Amazon dmu

NLYDINZUIUNIAANTN

VS7

WowisuRuuususuDes 18U 1y
g6l AN DLuan ITUUK A%

AP

VS8

nsdoans

WawisuAuuusuGRueT 88U wy
susim i DI uEAIDDN

wANsdoans ledinin

ARI1

WWoWisuAULUSUEARUINSI8DU LU
susin il aleouU JANu

As=flososu Tunmadaasunnnii

AR2

WML UAURUTUERLTNSTIHD b
susmn amsaudmnuidonleg
atusiaiflosuand Tusssiu

sualANNSEN

AR3

140




WowisuAuuusuGRueT 188U wy

susim il awwwauinsdoansTuud

= : AR4
AN

WWoWisuAULUSUEARUNSI8DU LU

susA A awNgal HdIUsINAUAIS ARS

doansunnnin

A3U5554

WWoWisuAULUSUEARUINSI0DU WU

susimtidl aLuon afiounmnsgiu

- ET1
VNN?[Y535U

WolFUisUAURUS UG RIS

51 uususTA W oo FNTieag

- ET2
AEUE99N/A38597N

WowsvuiisuAuuususa s

S5u uususA I awwan A1

. - . ET3
Tnantnavs: luoiivosussm

WowisuAuuusuaRueT 88U wy
TUGAA WA DINTOU A WNANN

o = ' ) P ET4
NN NUMNRNNAANY

GRRBIGEE RIS RL L HPLAN

ANHLINANGINY

141




WowssuwisuAuuususr Uy
U wuSUGAA W DLNUOS
waAnssuiiudan Tudiio Tussa

Whriung

UNI1

WowisuAuuususruDes 188U Uy
sue Café Amazon

M99 1Ue5900

UN2

WorSuuinuAuwUSUAR TN Y

b WUSUAA W DINTDUANAIUTTA

'
aaa

Whunnose3a7  Teuuusaisin

UN3

\faisusunusuGFR U 89U Ly
Tusim A DI TUBDIZDY

WO ANTTN L/ TALE

UN4

\fainuRunusuGR U 8U Ly
TUE AW DINDDU AT WNANN

Usznana [aTkrduandn

UN5

WawFouiisuAuuusudaugens
ue udY uususim aLuoui

Tiinsenduazndvingy

UN6

AN odo

142




WowisuAuuusuGRueT 188U wy
susl Café Amazon fima

Udadonnnm

TR1

WWoWisuAULUSUEARUNSI8DU LU
susl @l awwau lesuaw

TeTags

TR2

WML UAURUTUERLTNSTIH b

sus Café Amazon Hugodng.

TR3

\WowisuAuuusuGARuTT 188U wy

susl Café Amazon fimuadsla

TR4

AN D U

WowisuAuuUsUGAR U 88U wy
susl Café Amazon lesumnudu

YHUILWHA

ADI1

WWoWisuAULUSUEARUINSI8DU LU
su6 Café Amazon au1506NQ6/
fageanuaulazossiulfosng

Jyey

AD2

WowsvuiisuAuuususa Ut
AU WUSUEAMIIN LN UABNENA

LBUINDENHNNBIDE DY

AD3

143




\faisusunusuGR U8 LU

susim il owwwpwduussiueala

ADA4

WowssuwWisuAuuususr Uy
du wusue Café Amazon \Juaaii

1B UND

ADS

WWoWisuAULUSUEARUINSI0DU LU
susl Café Amazon #AuuN

vsaﬂ‘wa

ADG6

WML UAURUSUERLTNT LU hU
susl Café Amazon lesunmsyafis

NAdUITUDENHIN

AD7

WowisuRuuusuafuDeT 18U Uy

susA A awgaudadulnuuagg

ADS

WML UAURUSUERLTNT LU b

susl Café Amazon 3dndwa

AD9

RPN TIN

WML UAURUTUERLTNSTIHD b

susl Café Amazon fiautaala

ATT

WML UAURUTUEA LTI U

sus Café Amazon fiaibif

ATT

144




WowisuAuuUsUFAR U8B UL
wusue Café Amazon AN

Uranlannn

ATT

WWoWisuAULUSUEARUNSI8DU LU

sus Café Amazon Hua18au

ATT

WWoWisuAULUSUEARUINSI0DU LU

sugl Café Amazon fanulaaisiu

ATT

WWoWisuAULUSUEARUINSI0DU LU
susa I olwousigaus kils

976

ATT

ﬂ')'\N‘I/I‘S\‘IWﬁ\HLﬁ%TG\G\LG\'u

WIBUAUBUSUGARDNTIHU WUSUE

Café Amazon unan lsdnady

POD

WML UAURUSUERLTNTIHD b

SUGAIA DLNTOURAINHNLDILNFI

POD

WISUAUARDIMUTUAD WU WUTUG

Café Amazon AuDE

POD

WWoWisuAULUSUEARUINSI8DU LU
susl Café Amazon dwdonlushe

Wa

POD

145




WowisuAuuusuGRueT 188U wy

susim il oo naseAmuiula

POD

WawisuAuuususruasswdu uy | POD
susl M awan Iusfiinnana 6
WawisuAuuusudruasswdu uy | POD
su6 Café Amazon HANunan 7
WAGNDDA
WowdsuiisuAuuususauaesiy | POD
duua) wusue Café Amazon 8
TaiTegora

ANMULIDUNS

uUTUETA W DL 13UUNS SOl
wususA WD UTsEU SO2
wususAiawgoumauduifioy | SO3
uususA LA e JAu SO4

Uszale ngnan

146




wususa o wwoudia lnd

SO5

ANHALRIFILarAaly

LUsUEA W NG WA AN LR

HAATT

MA1

USUEA NN DL DU ULUSUEN

UG

MA2

wUsUsSiAIA oL L‘ﬁE)JJTf_N Au

FILATAS NANNAD

MA3

LUSUEANW D LN URAINHN LR

MA4

o

wusue Café Amazon \Juiigan

ANNTINHAUAAT

MAS

NARAUTIVOILUSUAA A DLNTDL
Dushunuvosinudasi ludsu

(2]

MAG6

BUSUEAA A DINLDU SAUAKINYL

Nudave

MA7

147




LUsUEA W LN Do UG DINUETATNA
MAR | 1 2 3 4 5 6 7
i 3. 1davazvion U usUG
SYRUAMNRIND 1R
Tusagsnonssio lUifiAsaeriy
1 NAN D UVDINUSURVDILY
o , ¥ [(od (od (od [(od
SUEAUATIA dLHTaUINARUMNAAN | & 2l El.z| El. 2| & .=z
= QY Al Y9 Al ™
. v C cl ol el ol el &l <
SYRUT DM NAIRNUNNNDITDIAAL TIL ; R O R O a2 0
k | 3 @ ) @ 3 @ 3 @
~ 2 r 2 ~ =2 ~ 2
, , Y = i = c = C = C
usiazs1enSsio Wil % S ,}% 5 {,C(; S % 5
= = = 'S = =S = 'S
38 j 38 j 38 j 38 j
AN IaRALALL
Suduususvasmotuou e
fininuususdamidug SAL 11 12 13 14 |5 |6 |7
Susuususiarlaliwog Cafe
Amazon bsing SA2 |1 12 |3 |4 |5 |6 |7
wususl Cafe Amazon [Huiigin s
. SA3 |1 |2 |3 |4 |5 |6 |7
WAadNLL

148




Wowspuiisuhushulszan
wworuTudszna lnpud @

auwau fusnsiiavan

PE1

Wowspuiiisuhushulszan
wworsuTudsana lnpud A

aauAmnoU landis I 6

PE2

WowsuAusudsaanigionduTu
sz e usn1swad Cafe

Amazon TudUszdnsan

PE3

Wowspuisusushunundszan
wWorAuTudsana lng @l o
POU HOUAUDNAMNGDINIG

v

wuguvasduluguzandd

PE4

sudnual

sUanualvoanusuaA I oo

feauinaula

IM1

UsuEAA NN TaUIMNAN AT

o)

IM2

NALIAMNANYaINAFUUTUEAAN

W LU

IM3

149




ANARLIAL

ANNAATIL IasSINY IS WALIAD

Cafe Amazon 1iué JUI
sud il Ifiduansvas Cafe Ju2
Amazon

Al oo willoninifiowisy
AuumuiuusuesuTulsaan  [IU3
wienAuTudszva lug

s wauinnnWia JU4
AU EN

sdndulo lummlomwon FE1

al awmwou vinTWduiimuaw | FE2

Asiiunwn Cafe Amazon 1Wu FE3

ANNAY

fas158nindnsidousiosiu Brand

wiasfisuduiignnin Tulszame

'y weisuzovluuamitomaon | REL

11NN

150




vioafiznTulve selaazluminawm

pIsLin)ie

— RE2 3 14 |5 |6 |7
gudnfsiomawaoun odu
sfoq W7 lnudnun RE3 213 |4 |5 |6 |7
Tudsawa lne Cafe Amazon (Du
FLADNISTNVDITY RE4 2 |3 |4 |5 |6 |7
AU 4. Yyar1N53Ug
SrUANNAIND (A
Tusagsunssio lWiliiAsdoedu
yaA1N153usvas AWl alwou
nntinlenausssudannasens - 2| El.z| & .=z E| .=
3 () 3 (%] 3 (%] 3 (%]
74 74 74 74
; (o C (o) C (o) C (o C
NuuowoInn luusazsIBS i 2|l 5l =2l 5 =2l 53
] d d ]
" 2 r =2 r 2 " 2
' "l & éE & ; - éE & éE =
1o Uil - Gl k| & | G| ®| S
@ @ @ @
= ElalElals| al®e
HARINNF3UT
fimuavunesudodedusuy | PVE
suAA A DINTOLU 1 Lz g3 44 5 |6 |7
sAnfusuiidaduladouvsusian | PVE
W Bluou 2 I |2 |3 (4 |5 |6 |7
sdnduTafisinauladouvsusdadl | PVE
3 1 (2 |3 |4 |5 |6 |7

151




Tousmudiimnusdniialunsde | PVE
WUSUEIANW LD 4 Loz g3 4 |5 |6 |7
&MU 5. WansENUANNAANINIDU
SeFUANNAIND (R
Tusagsnonssio lUifiAsaeriy
WNANTENUAIINAANIATIUY DI
- , Y (g r r (g
SUE AW dLHTRUINAUUNANAN | & |l El.z| El. 2| €.z
3 (R 3 (%] 3 (Q 3 (]
— F o ? — ? — F
seffudonnasenuyNNaIvaInLlu | 5 2| 83 52 513
blro ) Bu-o 2 bu-o 2 blro ]
, o ES cl sl el sl & =P
uwsiazsonssio Wil £ ClLle G| 8| &S
9 | Qe | Q| 8
c 3 2} B |- |-
38 ﬁ 38 ﬁ 38 ﬁ 38 ﬁ
WANTINUANNNANINITDU
Jaquu Al awmeon iusuan
woeaiuuiilassolassneAoonsu [BEL |1 |2 |3 14 |5 16 17
Bhi
Al awwou iWuisinwaslas
AADAL BE2 |1 |2 |3 |4 |5 |6 |7
audulnajidonmowmaonidu
deydnualuimudnisa BE3 |1 2 |3 4 |5 |6 |7

152




Al 6. ausa TaTunsdo

SYRUAMNRIND 1R
Tusagsnonissio lUil lao Ui
AL T DIAUAMNEN 1R [LANSD o715l
v | ¥ g l(r_° g g
slafuAm WD UANALTUNAAL c 3| E|-g| E|-3| £|-3
o 2 | Z| )% 27 27
FLHUYDNTDH NAIMNNNNNDIVDI 0 2| D) a2 5 =2 52
Bu-o ] Bu—o 2 BLro 2 Bu-o 3
| o < 2 x| A S| 2B | =
aauTuusiazsnunnssio Wil £ Cl L8 G| 8| k|8
_g v g v g S -g vs
EEINIEINIEIN
A6 T2 Tunsdo
Sufuun liuiazdouusus Ao
W luaunansu Inadl PIT 11 2 |3 14 5 |6 |7
Su laazdonanAnuaivoanusus
mawa Tudauniin P21l 12 3 14 |5 |6 |7
SuA AT E9RBITITI AT
anloutou PI3 1 2 3 4 5 6 7
fillona SuardonanAausivod
LUSUSAND LT Pl4 11 12 13 14 5 |6 |7
sndluu nfiazuusina o

AU I IuouLuuA lusDIfion?

[ guwov e awwsou 1-2 Asssiolfion

153




0 duvovluanml awwon 3-4 asasioidion

1 duvouluanmlowmaon 5-6 asssioidion

1 duvou lWanmlawwauinnnin 7 asssioidion

A T3usionsii Idusnns

0 dwmIngsuldxnodesnin 50 vusiease lunsidua il awwon
1 dunagws gasiimiawmaon 50-100 umsoass

0 dunaywu gansiimmowaon 101-150 unusioass

0 duldane 151 vwdulusio 1 aseTuaoweowdudinina
Fui e UD e

0 dudnagluaiomwonluiusuns-ans

1 sudnazluamlowwonTuiuiansoniing

naiiun Iusarsaowsson

0 eou e awmwau 7.00-9.00 w.

1 waulumiomeouse 9.01-12.00 w.

1 suweu e awewon 2hanan 12.01-15.00 w.

0 suweu e awewon 2anan 15.01-18.00 .

0 suweu e awwewon 2anan 18.01-21.00 .

Wsrusindu Taidan Tadusnnsa il owuasou

BN pbAION

154



[ aundnluasouashuosdn
[ Wiouwosdn

[ ousIN Y09
snuazn1s IBusns
1wz e

1 Fondutnu

1 UAN9ARAN.

Uil 7. annusnsui lnamudoyalszains

WA
1 2
YIS
opl] [ 15 niarlounin 15

1 16-25
[126-35
[136-45

1 3nAn 45

FLHUNNITANEN

U3ey

an W/Useyaien

[

155




danue

]

lan
LLEINNLLLAD

51

DTN

[ I IO O

WA UL AL
A NAI/ WA UIVANG
550U

GG

NuLGIDU (s19L501)

- Y O s LR ™

tounindavinAu 10,000 un
10,001-20,000 uwn
20,001-30,000 uwn
30,001-40,000 un
40,001-50,000 v

{1An31 50,000 un

156




Appendix IT Questionnaire (English version)
APPENDIX
Dear respondents,

This academic questionnaire is to investigate "The Effect of Brand Charisma
and Brand Resonance on Perceived Value and Purchase Intention: The
Moderating Effect of Consumption and Bandwagon Effect Demographic: A
Study of Cafe Amazon Brand "

If you are an undergraduate or a postgraduate student of a university or an
employee of an organization and know about the brand of Café Amazon in
Thailand. The author sincerely invite you to spend a maximum of 10 minutes

answering the questionnaire below.

Please be advised that no personal information will be made public. Your
answers will be kept in strict confidentiality, and only the aggregate results will
be reported. Your help is crucial for our research and also for future

understanding of these research issues. The authors deeply appreciate your kind

cooperation.

Sincerely,

Wann-Yih Wu, Ph. D. M.B.A.: Nareeya Raktale
Chair Professor, Dean of Department Department of Business

of Business Administration, Nanhua Administration, Nanhua
University,

University, Taiwan Taiwan
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Researcher
Nareeya Raktale

E-mail: nareevafw@gmail.com

Section 1. Marketing Mix

Levels of Agreement

Please take a brief look at the
following  Marketing  Mix
related to Café Amazon brand
and then CIRCLE the level of
agreement based on your view on

each of the following items.

Abbreviation for items

Strongly disagree

Somewhat Disagree
Neither Agree or nor

Disagree
Somewhat Agree
Agree

Strongly agree

Product

The taste of coffee and other
beverages in term of fragrant,
intense in the Café Amazon is

better than other stores.

PD1

Containers and packaging in
term of modern, eye-catching in
this shop is better than other

stores.

PD2

The bakery for sale in their shop

is better than other stores.

PD3
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Cleanliness with a certification
mark in this shop is better than

other stores.

PD4

The variety of products to
choose in this shop is better than

other stores.

PD5

Price

The price in Café Amazon is
more reasonable for the product

compared to other stores.

PR1

The price is lower than

compared to other stores.

PR2

The price is more expensive in
Café Amazon compared to other

stores.

PR3

There is more clearly labeled
product price compared to other

stores.

PR4

There are many prices according
to the size of the package

compared to other stores.

PR5
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Place

The location of the coffee shop is
more convenience compared to

other stores.

PLI

There is ample and sufficient
parking space of Café¢ Amazon

shop compared to other stores.

PL2

The opening-closing time of the
Café Amazon shop is more
appropriate compared to other

stores.

PL3

The area around the Café
Amazon shop is more private

compared to other stores.

PLA4

The location of Café Amazon is
more safe compared to other

stores.

PL5

Promotion

160




Compared to other stores there
are more advertisements and,
public relations through various

media in Café Amazon.

PM1

Compared to other stores, the
discount price in Café Amazon is

more attractive.

PM2

Café Amazon has made a lot of

activities to give away free gifts.

PM3

Compared to other stores there
are more premium items, in Café
Amazon to exchange for
purchase such as the Amazon’s

glass.

PM4

In Café Amazon, there 1s a
membership system and

accumulate (PTT Blue Card)

PM5
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Section 2. Brand Charisma

Levels of Agreement

Please take a brief look at the
following items of Brand
Charisma related to Café
Amazon and then CIRCLE the
level of agreement based on your
view on each of the following

items.

Abbreviation for items

Strongly disagree

Somewhat Disagree
Neither Agree or nor Disagree
Somewhat Agree

Disagree
Agree

Strongly agree

Visionary

Compared to other competitor’s
brand, Café Amazon brand has

vision for the future.

VS1

Compared to other competitor’s
brand, Café Amazon brand has

lots of positive energy.

VS2

Compared to other competitor’s
brand, Café Amazon brand
consistently generates more new

ideas for the future.

VS3
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Compared to other competitor’s
brand, Café Amazon brand is

more dynamic.

Vs4

Compared to other competitor’s
brand, Café Amazon brand is

more outgoing.

VS5

Compared to other competitor’s
brand, Café Amazon brand is

more innovative.

VSo6

Compared to other competitor’s
brand, Café Amazon brand is

more ambitious.

VS7

Compared to other competitor’s
brand, Café Amazon brand is a

creator of trends

VS8

Articulate

Compared to other competitor’s
brand, Café Amazon brand is
more expressive with its

communication.

ARI1
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Compared to other competitor’s
brand, Café Amazon brand is
more enthusiastic with its

communication.

AR2

Compared to other competitor’s
brand, Café Amazon brand is
more continuously connected
with its customers at an

emotional level.

AR3

Compared to other competitor’s
brand, Café Amazon brand is
more optimistic with its

communication.

AR4

Compared to other competitor’s
brand, Café Amazon brand 1s
more engaging with its

communication.

ARS |1

Ethical

Compared to other competitor’s
brand, Café Amazon brand

models ethical standard.

ET1
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Compared to other competitor’s
brand, Café Amazon brand

considers what is moral/ethical.

Compared to other competitor’s
brand, Café Amazon brand goes

beyond company self-interest.

Compared to other competitor’s
brand, Café Amazon brand raises
awareness of important
environmental issues and takes

corresponding action.

Unconventional

Compared to other competitor’s
brand, Café Amazon brand
engages in unconventional

behavior to achieve its goals.

Compared to other competitor’s
brand, Café Amazon brand is

outspoken.

1
ET2

1
ET3

1
ET4

1
UNI1
UN2 |1
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Compared to other competitor’s
brand, Café Amazon brand is
achieving its goals by non-

traditional means.

UN3 |1

Compared to other competitor’s
brand, Café Amazon brand is
known for its
provocative/controversial

behavior.

UN4

Compared to other competitor’s
brand, Café Amazon brand

surprises customers.

UNS |1

Compared to other competitor’s
brand, Café Amazon brand 1s

fearless and daring.

UNG6 |1

Trusted

Compared to other competitor’s
brand, Café Amazon brand is

more reliable.

TR1 |1
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Compared to other competitor’s
brand, Café Amazon brand is

highly trusted one.

TR2

Compared to other competitor’s
brand, Café Amazon brand is

honest.

TR3

Compared to other competitor’s
brand, Café Amazon brand is

sincere.

TR4

Admired

Compared to other competitor’s
brand, Café Amazon brand

attracts great admiration.

ADI1

Compared to other competitor’s
brand, Café Amazon brand
easily grabs/attracts my

attention.

AD2
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Compared to other competitor’s
brand, Café Amazon brand has
significant positive influence on

other people.

AD3

Compared to other competitor’s
brand, Café Amazon brand is

inspirational.

ADA4

Compared to other competitor’s
brand, Café Amazon brand has

my respect.

ADS

Compared to other competitor’s
brand, Café Amazon brand is

passionate.

ADG6

Compared to other competitor’s
brand, Café Amazon brand is

highly talked about by others.

AD7

Compared to other competitor’s
brand, Café Amazon brand is a

role model.

ADS
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Compared to other competitor’s

brand, Café Amazon brand is AD9
influential.

Attractive

Compared to other competitor’s

brand, Café Amazon brand is ATT
magnetically attractive. 1
Compared to other competitor’s | ATT
brand, Café Amazon brand is 2
charming.

Compared to other competitor’s | ATT
brand, Café Amazon brand is 3
very appealing.

Compared to other competitor’s | ATT
brand, Café Amazon brand is 4
beautiful.

Compared to other competitor’s | ATT
brand, Café Amazon brand 5

stands out.
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Compared to other competitor’s
brand, Café Amazon brand

attracts but is not ostentatious.

ATT

Powerful and Dominant

Compared to other competitor’s
brand, Café Amazon brand is

bold.

POD

Compared to other competitor’s
brand, Café Amazon brand is

strong.

POD

Compared to other competitor’s
brand, Café Amazon brand is

controlling.

POD

Compared to other competitor’s
brand, Café Amazon brand

exuberates power.

POD

Compared to other competitor’s
brand, Café Amazon brand

displays confidence.

POD

Compared to other competitor’s
brand, Café Amazon brand is a

market leader.

POD
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Compared to other competitor’s
brand, Café Amazon brand is

assertive.

POD

Compared to other competitor’s | POD
brand, Café Amazon brand is not | 8

a follower.

Sophisticated

Café Amazon brand is elegant.

SO1

Café Amazon brand is classy.

SO2

Café Amazon brand is trendy.

SO3

Café Amazon brand is

sophisticated.

SO4

Café Amazon brand has style.

SO5

Magical and Artistic
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Café Amazon brand is magical.

MAI1

Café Amazon brand is exciting.

MA2

Café Amazon brand connects

and delights. MA3

Café Amazon brand has

something special. MAA4

Café Amazon brand is known for

collaborating with artists. MAS

The products of Café Amazon
brand represent everlasting MAG6

pieces of art.

Café Amazon brand loves and

appreciates art. MA7

Café Amazon brand is spell-

binding. MAS
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Section 3. Brand Resonance

Levels of Agreement

Please take a brief look at the
following items related to Brand
Resonance of Café¢ Amazon
brand and then CIRCLE the
level of agreement based on your
view on each of the following

items.

Abbreviation for items

Strongly disagree

Somewhat Disagree
Neither Agree or nor

Disagree
Somewhat Agree
Agree

Strongly agree

Salience

I can recognize the Cafe
Amazon's brand better than other

Café brand.

SAI

I can easily remember the brand

and logo of Cafe Amazon.

SA2

The Cafe Amazon brand is easy

to be recognized.

SA3

Performance

Comparing to the same category
Cafe in Thailand, Cafe Amazon

offers the best services.

PEI
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Comparing to the same category
Cafe in Thailand, Cafe Amazon

meets my expectations.

PE2

Comparing to the same category
Cafe in Thailand, Cafe Amazon

services are efficient.

PE3

Comparing to the same category
Cafe in Thailand, Cafe Amazon
supply my basic needs as a

customer.

PE4

Image

Cafe Amazon brand appearance

1s attractive.

IM1

Cafe Amazon brand has a good

image.

IM2

People have a positive image of

the Cafe Amazon brand.

IM3

Judgment

My overall opinion about Cafe

Amazon is good.

JU1
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I am pleased to be a customers of

Cafe Amazon

JU2

Cafe Amazon is superior in
comparison with others café
brand by the same category in
Thailand

JU3

Cafe Amazon quality is good.

JU4

Feeling

I feel good when I go to Cafe

Amazon.

FE1

Cafe Amazon makes me happy.

FE2

Visiting to Cafe Amazon is a

pleasure.

FE3

Resonance

Even though there is another
cheaper Cafe in Thailand, I

prefer to go to Cafe Amazon.

RE1

When I travel in Thailand, I

intent to visit at Cafe Amazon.
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I am loyal to the Cafe Amazon.

when I need to go to somewhere.

RE3

In Thailand Cafe Amazon is my

first option.

RE4

Section 4. Perceived Value

Levels of Agreement

Please take a brief look at the
related to
Perceived Value of Café

Amazon and then CIRCLE the

following items

level of agreement based on your
view on each of the following

items.

Abbreviation for items

Strongly disagree

Disagree

Somewhat Disagree

Neither Agree or nor Disagree

Somewhat Agree

Agree

Strongly agree

Perceived value: Emotional

I feel happy every time when I
make a purchase Café Amazon

brand.

PVE

I am excited when I decide to

buy Café¢ Amazon brand.

PVE
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I feel satisfied when I decide to

buy Café Amazon brand.

PVE

Overall, I have a good feeling for

purchasing Café Amazon brand.

PVE

Section 5. Bandwagon Effect

Levels of Agreement

Please take a brief look at the
following items related to
Bandwagon Effect of Café
Amazon Brand and then
CIRCLE the level of agreement
based on your view on each of the

following items.

Abbreviation for items

Strongly disagree

Somewhat Disagree
Neither Agree or nor

Disagree
Somewhat Agree
Agree

Strongly agree

Bandwagon Effect

Café Amazon is currently a very
popular Cafe that everyone

would approve of its choice.

BE1

Cafe Amazon is recognized by

many people.

BE2

Cafe Amazon is chosen by most
people as a symbol of

achievement.

BE3
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Section 6. Purchase Intention

Levels of Agreement

Please take a brief look at the
following items related to
Purchase Intention toward Café
Amazon and then CIRCLE the
level of agreement based on your
view on each of the following

items.

Abbreviation for items

Strongly disagree

Somewhat Disagree
Neither Agree or nor Disagree
Somewhat Agree

Disagree
Agree

Strongly agree

Purchase Intention

I am likely to purchase the

Amazon brand in the near future.

PI1

I intend to buy Amazon brand’s

product in the next month.

P12

I am seriously considering

buying the Amazon café.

PI3

If given the opportunity, I would
purchase Amazon brand’s

product.

P14

I am likely to recommend

Amazon café to others.

PI5
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How often you like to go to Café Amazon per month?

1 T'like to go to Café Amazon 1-2 times per month.

] Tlike to go to Café Amazon 3-4 times per month.

] Ilike to go to Café Amazon 5-6 times per month.

] Tlike to go to Café Amazon equal or more than 7 times per month.
Expenses per time of using the service.

1 I mostly spend less than 50 baht per one time in Café Amazon.

1 I'mostly spend 50-100 baht per one time in Café Amazon.

1 I'mostly spend 101-150 baht per one time in Café Amazon.

1 I'mostly spend 151 baht or more per one time in Café Amazon.

Dates that are usually go to Café Amazon.

[ T usually go to Café Amazon on Monday — Friday

1 T usually go to Café Amazon on Saturday — Sunday
Popular time to use the Café Amazon service.

1 Tlike to go to Café Amazon around 7.00-9.00 o’clock.

1 I'like to go to Café Amazon around 9.01-12.00 o’clock.
1 I'like to go to Café Amazon around 12.01-15.00 o’clock.
1 Tlike to go to Café Amazon around 15.01-18.00 o’clock.
1 T like to go to Café Amazon around 18.01-21.00 o’clock.

Participants in decision-making to use the Café Amazon service.
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1 Myself.

1 My family members.

] My friends.

] My colleague.

Characteristic to using the service.
] Visit at the store.

] Takeaway.

] Delivery service.

Section 7. Demographic Consumption status.

Gender
] Male
| Female
Age ] 15 or less than 15

116-25
1 26-35
1 36-45
] More than 45

Education Level

] Lower than Bachelor’s degree
1 Bachelor's degree
] Master’s degree/ PhD

Status

"1 Single
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1 Married
"1 Other

Occupation "] Private employees

] State enterprises/government
employees

"] Personal business

] Students

Salary (Per month) ] Less than or equal to 10,000 bath
110,001-20,000 bath

1 20,001-30,000 bath

1 30,001-40,000 bath
140,001-50,000 bath

'] More than 50,000 bath
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