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ABSTRACT

The purpose of this research aimed to investigate brand loyalty, brand image,
and brand attitudes that influence purchase intentions toward international sports shoe brands.
This guantitative study employed an online questionnaire with screening questions administered
to 386 consumers who intended to purchase these brands. The research instrument was validated

for content validity by experts and demonstrated high reliability (Cronbach’s Alpha = 0.9125).

a o A

NIATIVING UNTINIRETBAGNIYAUY3S T 14 adui 2 nsngrau-5uneau 2568

q



Descriptive statistics and multiple regression analysis were employed to analyze the data. The results

revealed that, in terms of demographics, most respondents with purchase intentions were female,

aged 31-40 years, held a bachelor’s degree, worked as private employees, and were single.

Regarding the analysis of independent variables, brand image exerted the strongest influence on

purchase intention, followed by brand attitude and brand loyalty. The proposed model explained

86.7 percent of the variance in purchase intention (R* = 0.867).

Keywords: brand loyalty, brand image, brand attitudes, purchase intentions
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mmﬁmﬁuﬁﬁm’?ﬁq (Fishbein and Ajzen, 1975)
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Intension) (Kotler & Keller, 2016)
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MINIVBIUUTUS wazngaliavudednuoaulati
flduandeuniotonesesvinfunital iilalsile
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dmsumafusiurndeys Teilianun 3 diu feil
dudi 1 Tyaan¥ENIUTEVINTAIENT
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End) dfmounaiesadsn (Multiple Choice)
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TnemeAudosiu (Reliability) Wuvaauny
umeaedld (Try out) Auduslnavhluiduunli
Tunisdeseainfwvesusudszdvlan 30 4o
Tnefisiuau 24 Formanunutladeiidne ldun
ANUAISNANAVBILUTUA (BL) MWANWIaILUTUA
(BI) WruaRvesuusus (At wazaaunslade (P)

NUUUILUUd U UTINAaDIlTUIASIAdD U

A919% 2 AEUUSEENS Cronbach’s Alpha

WIA1ALT Y (Reliability) vssuhuugauny
Tnelignsduysyanssarmesnsouda (Cronbach’s
Alpha Coefficient) (Cronbach, 1990, 204)
wUszuranarulysunsudiagunieada
%39 SPSS (Statistical Package for the Social
Sciences) Sauoaniildzuansdsseduninumad

VBWUUADUNY InedzilA1agseninn 0 < Ol < 1

AdlndiAgsiu 1 uinuansdndinaudeduas

ce va
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(fawn nAvddywn, 2546) Adulszansoana

Tngsiuvpakuvaaunuasall a1 0.9125 lagilan
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AUy LA Andulszansuaar
ANASNANAVDILUTUA (BL) 6 0.878
ANENEAIURLUTUR (BI) 6 0.907
NAUARUBILUTUA (At) 6 0.933
ausslade (PI) 6 0.932

39U 24 0.9125
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Statistics) lum sl gyeyadnuaemeUssnsmans
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(Frequency) A13ouag (Percentage)

2. MTAATIENTBYALTI0YNY (Inferential
Statistics) \Junistiiauenateyaainngudiega
Flduninseinieads Tnenasldiadeaile
Tunsinfinaaevanuigiu figals (Hypothesis
Testing) lumstuuludsiimaifodedoauuigm
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FrwUsmuniidnsnasneiuunteaiede neagly
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nnaeuulasuitsvsnaden s ladaruunum
YBIANUAISNANARDUUTUA AINENEALUTUA
waziruARFesa AU ST UanaTiteul
IHun AnudesiuresuudoUnIN MILANLasUng
a9ALUIANY NISIATIZYAILUTDATTUAALF
Aosldfimnuduiusiu (Multicollinearity)
MIleTeRmduUsEaNSanduRus (Correlation
Coefficient) seni19dLUIDaTEAUAILYTAN
LAZNIIILASIZRAIAIILAAIALAG O ULAAE AN

Judaseiu (Autocorrelation)
HaN1TlATdayAdNYENINUTEYTINSANENS
HanTIATIvidayaanuME NS INSAEnS

wud giianundladeseavinfiviuusudseaulan

WNaN15398

drulug)idu iwAndge S 239 Au Sesaz 62.00
FOIA9UT AD LWAYIE 91UIU 147 AU Sosay 38.00
91y dnlvgiiieny 31-40 U 91wau 129 Au Seway
33.30 5990918189 21-30 U iU 134 Ay
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Sowar 32.30 szAunsAnwdulug A seAU

N o

U3 91U9U 226 AU 5088y 58.6 5998911
Ao seauliyan 99uau 97 AU Joway 25.3
91Twaulng) Ao wiinaueny 123 Al Sovay 31.8
5998911 UnSew/dnfAnyl 31uU 119 Au
Soway 31.00 anuzdiulng Ae lan 293 Au
Souay 75.8 T99QINNAUTE 86 AU SoUaY 22.4
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AMUENNLSAY (Multicollinearity)

A19199 3 MTIATIEMLUSDasTURarMApalifinuduTusTY (Multicollinearity)

fauus

VIF

AR
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ANUISNANFvELUTUR (BL)
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ANENWAIVDIUTUS (BI)

4.148

FIFUARYDLUTUA (AL)
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1NN 3 WUAT Variance Inflation Factor
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A15199 4 NaNSIASIERRELUSEANSanduwus (Correlation Coefficient)

AUINANA | AIUINANA TiAUAR anuRslade

Ya9uUsUA (BL) | vasuusun (BL) | v@9uusun (At) (PI)
AN NANAVDILUTUA (BL) 1 0.773%* 0.758%* 0.783**
AN EAURLUTUR (BI) 0.773** 1 0.858** 0.903**
NAUARUBILUTUA (At) 0.758** 0.858** 1 0.885%*
austlade (PI) 0.783%* 0.903** 0.885%* 1

NANTNT & LERIHANTIATIZRENUSEANS
anduiusvesdasefifisnsnadeniudelade
TouA ANRISAANARDLUTUA AINSNWAILUTUA
LAENAUARABLUTUATOUMNWNITEAUAING WU
aduiuSszwiataduaesiladle 4 endudseand
avduusgegnogiinimdnwaiveanusud (B1)

19

fuAuRslage (P) Tawiniu 0.903 FeAmudNRus

a

Doy

aglutnuanivuald na1dfe AduUTEENs

avduusvestladeliasiiu 0.75 (faen ndvdvaan,

= A

o

2546) FsdelanliiAndgmanuduiusszniing

YJ2dvp9AUsenoUTRIL Ao e asannlud

AduUsyansanduiusvesdadedloiiu 0.75

Tngaunsardademanidlunsdnwsieldla

3) N1T3LATIERNITIADR LT LA UN A

(Multiple Regression)

M3 5 HANTIATIRNISaRDRTAd YA (Multiple Regression)

. AduUseAns|  Standardized dutiuenaniazsauduny
AnUs Sig.
annae B | Coefficients (Beta, 3) Tolerance VIF
ﬂlﬂﬂﬂ‘ﬁ; -0.256 0.176 0.369 2712
ANNAISNANAVBILUTUA (BL) 0.122 0.124 0.007 0.228 4.376
ANENYRIVDILUTUA (BI) 0.084 0.485 <0.001 0.241 4.148
FIAUARVDILUTUA (At) 0.413 0.375 <0.001 0.369 2.712

nuUgLRR R2 = 0.867, SEE = 0.931, F = 384.868, Durbin-Watson = 1.910
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Y = -0.256+ 0.122 xl** +0.084 xz***+o.413 xg**
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{Brand Loyalty)
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0.485%==
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(Brand Image)
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(Brand Attitude)

(Purchase Intension)

0.375%=*
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dyUuazafiusnenanisivy
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Loyalty) fi8nsnadoninudslade (Purchase
Intension) FOUYANITEAUAINAYDIHUTIAA
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dwmaviosigailaifisuiudnfudsnmanuaiiusud
(Brand Image) uazviAuafnowusua (Brand
Attitude) lagdlAn Beta iy 0.124 weidamsdl
Toddun19adai p < 0.05 aenadostunadns
VDS De Silva, Madhushani, way Jayalath
(2020) fimut ewasinAndvesiusiaalugiinie
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