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Abstract

This article aimed to 1) to analyze the environment, strengths, weaknesses, opportunities, and
limitations of Chiang Rai brand products; 2) to formulate TOWS Matrix strategies for Chiang Rai brand products;
and 3) to study the influence of brand awareness, products, and satisfaction with the purchase intention of
customers regarding Chiang Rai brand products. Objectives 1 and 2 are qualitative research, studying concepts
from business entrepreneurs, and products that have been branded with the Chiang Rai brand via a semi-
structured interview format (Semi-Structured Interview). Questions were asked in interviews with a focus group
consisting of 50 product business entrepreneurs who received the Chiang Rai brand logo. Furthermore,
quantitative research was conducted pertaining to the fourth objective by using a questionnaire to collect data
on customers of Chiang Rai brand products, consisting of 400people. The 5-level estimation scale questionnaire
analyzed the data by using a packaged program for Data were analyzed by using software program for basic
statistics and confirmatory factor analysis to test the model consistency, the structural equation of brand
awareness and satisfaction with repeat purchase intention of customers of Chiang Rai brand products, which
focused on empirical data.

The results evaluated 5 factors affecting repeat purchase intention of customers of Chiang Rai brand
products, sorted in descending order of composition weight, including 1) Brand awareness (.995), 2) Satisfaction
(.150), 3) Customer expected expectations (.065), 4) Value of products and services (.013), and 5) Quality of

products and services (.009), in order to prioritize each component consistent with the empirical data evidence.

Keywords: causal factors, repurchase intent, Chiang Rai brand products
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