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The factors of resource based view of Coffee franchise Amazon brand

influencing consumer perceived value in Chonburi, Thailand.
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Abstract

The objective of this research were to study the level of resource based view
factors, the level of perceived value factors and the influence of factors of resource
based view on perceived value of Cafe Amazon consumers in Chonburi. This research
was a quantitative research with the samples of 400 Cafe Amazon consumers in
Chonburi. The samples were selected by multi-stage sampling method by using online
questionnaires to collect data. The data were analyzed by statistical data such as
frequency, percentage, mean and standard deviation. multiple regression analysis were
used to examine the research hypothesis.

The research results showed that Overall, all resource based view factors and
all perceived value factors of Cafe Amazon consumers in Chonburi, were in the high
agree level and factors of resource based view that influence the perceived value of
Cafe Amazon consumers in Chonburi (significantly at the 0.05 level), such as intrinsic
attributes, perceived non-monetary sacrifice, interaction corporate social responsibility,
social media marketing, psychological needs, affective satisfaction, perceived
experience quality and extrinsic attributes while perceived monetary sacrifice,
convenience, brand authenticity and perceived privacy concerns those have no

influence on perceived value.
Keywords: resource based view, Amazon coffee, perception value
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