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Abstract

This research examines local retail businesses through a case study of a selected local retail
establishment in Thailand's Upper Northern region. The objectives were to study: consumers' perception of
brand equity in local retail businesses; how consumers' brand equity perception influences their purchasing
decisions at local retail businesses; and how consumer localism affects purchasing decisions at local retail
businesses. The study population consisted of consumers who patronized a specific local retail business in
Chiang Rai, Phayao, and Chiang Mai provinces, with the total population size unknown. The sample size
was calculated using Cochran's formula, and stratified random sampling was employed. Data were
collected through questionnaires. Statistical analysis methods included frequency, mean, standard
deviation, multiple linear regression analysis to examine brand equity perception factors and their impact
on local retail business patronage decisions, and simple linear regression analysis to test the relationship
between localism and decisions to patronize local retail businesses.

The findings revealed that consumers of local retail businesses demonstrated high levels of
brand equity perception, with brand awareness showing the highest value, followed by perceived quality,
brand association, and brand loyalty. Regarding localism, the study found that consumers support local
stores and feel familiar with and emotionally connected to these stores. Furthermore, the analysis showed
that statistically significant brand equity perceptions affecting decisions to patronize local retail businesses
included brand awareness, perceived quality, and brand loyalty, while brand association showed no
statistical significance. Consumer localism was found to influence decisions to patronize local retail

businesses at a statistical significance level of 0.001
Keywords: Brand Equity Perception, Local Retail Businesses, Localism
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SS. df MS. F Sig.
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64



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

AINANTNA 7 N1TLAAIENENATR9AN TRl a N AdsnasaTE AU N ARLTuTdsuasia
nsfnAulaidenidusnisgsiaduanitesiu wudn F = 705.222 uaz Sig. = .000 uansinflaruiiutesiiu
Sundsnasianasinduladanidusniegsiaduanttesiu uaswudndn R Adjusted = 0.634 uamsiafulsiu
ga1unrnesLnefaLl s lAseEaY 63.4 LAAYDNAMNIMNIZANTRILL AN AR N1 eNa TReRAY Durbin-

Watson = 1.635 @9atjsznds 1.5-2.5 uanedn ldfliloyun Autocorrelation

- = - Y A a . o 2 & o . v = = 3 =
AN9199 8 NaGLATEA N RSN utsNNAsHasaTsAUANARTUNGINasan1TAnAW]laaan 191TNg

ganaAUanviesniu
{laqg B S.E. B t Sig.
ANANT 1.024 100 10.268 .000
AN e LT N (Localism) 752 .028 797 26.556*** .000

a o o

oo JT AN A EUNNADANTZAY 001

o

a ' Y a a P \ o A & A ' a & o
[INANTINN 8 WU']'TFI')']?JLﬂumﬂﬂﬂuuﬂﬂﬂm@ﬁ]’ﬂizﬂuﬂ')’]uﬂﬂLﬂuwmﬂmﬂmﬂﬂ"]? ﬁmuIQL@@ﬂIm

1snnegananUanyiesdiu fszAutiadnAtynaadia 0.001 uazaunIndauannsidadu laaall

=~

Y = 1.024 + 0.752Localism *** + £

a

asune1A97 wnAulwiastuiie s (Localism) 1N 1 winsasiiudanasanissndnlaiaanld

o o

1sn19gsnadaniesiule 0.752 atnafitladAtynieadian 0.001

<

Scatterplot

Dependent Variable: Decision

0 0 © O
0 0 ¢ 0o 0O
o 0 0o O
0 0 ¢ 0
o0 o 0 0 & O
¢ 0 Q0 0 0 0
[+
0 0 0 0 0 O

Regression Standardized Residual
Q

[«]
(s}

T T T T T T
-3 -2 -1 1] 1 2

Regression Standardized Predicted Value

NN 3 ANLLUTUTRa99 Residuals 199A70LsAULaT AR WL IRN

65



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

ANAMN 3 NUIAHLLUTIUTRLAIHYAS (Residuals) 1a9siaudsiukazFauLlsnudulilasing

Tifgtuunndaan aslifiadoymn Homoscedasticity

andsaua

¥ 1

=2 o a v Y a a % a v QI 1 dJ =
AINNIIANHINITTLIAANRINAUAIIRNE LT INATR FINAA AN et uLianils lulannnAwte

a a al E]

©

a Yo a

nauLLANNTneRlMana ARl

o Y 1 = v Y a = o Y 1 a v a v a v QI o
nNN95uFAUAIRITNAUA A TN Qusinﬂumﬁmﬂmmmmummmﬁ‘mqmﬂ@ﬂwa\mu‘lua‘mu

a q a9 Q

k2 o a

NN TatleNIzAIUN1TAsruinluns1AuAT GeaanmAaa9nla1u3qaaaas Krishnan, Nusraningrum,
Prebakarran and Wahid (2024); Wahyuni, Kusumaningtyas, Mahdani, and Wibowo (2024) ﬁwufi’mﬂﬁuj’:

U a v aa a 1 ' v a lﬂ” Y a 1 dlil a [ a
ﬂmmmmmum‘immwmmﬁwmmqmnm@ma‘mmu%sﬁmm@uﬂm TfﬂHQMﬂW%QU?Tﬂﬂ?Ug@tﬂ?iLNu

q

annuatszlaninlasuainuandmueimsarsnisileieuiudAunuiiingy WuReeiuuiIda ey unIng

' [ o -

wWiITm, Tad oxlandl, daun Uniu, wethau unugln uazanla duurls (2567) Inudinsfuinnanend

¥

FMuAlana

I'EQ

Tnsinnduianedeeg uszdunnn uwaziaonduiusianisuaniunissindulage anadu

q

v

W3zn9suinsauAdunszuaunisuenlunsiufuazandainsduan Inaanizdusiglinausinaidu

a

v
a v v o Y oa

AuAnlllad A nuanseiuatedaauluaanreduitne Auiugusineasuinavidanasdudnaues

a

Aanan e WANFNNANNIUIRRBY NUA YEYAN Uz WITWiE A1gnInayna (2565) WAy AUNI1 WINNDI UAL

a o o v o

i (2566) NNUINA1WANNANARaRI AuA WA dAudusuwsn 198 ndulade ana

o

waul lageyqe

dl o A a Ai?/ Y v o v dl Y a Yo 1 ¥

Wasunanneansinfaziinauldfesendadszaunisaifuuanigusinalasusnedieenauiuainnisld

a 1% o Yy a PRy o o a 494/ a v Ao 1 1 ' - 2 a

aurn iU inaniANAnAazindulataanasduAnAuaeLazlduNad19meLlies TufnaInANN

IHrelalunsdudinnuazidunisanaanidasainnisiazilaaulalldnsdusn lus
adandiunasanisindulade nanisdinszinisanneanygns wudn nsaseuntinflunsidud

[ oA

dl 4 a 2 = ' o a A Y a a ¥ a v QI 1 =
ADNINNYNTUZ LAZAITHANARABATIAUAN llBJ@M‘ﬂﬂ’ﬁ?ﬁlﬂ@ui“iL'Z\]'Bﬂ%]'i.li‘ﬂﬁ‘ﬁ?ﬂ@ﬂﬁﬂﬂﬂ%@\‘mu@ﬂ’]\‘iN

a

m(
BDo

NATYNINATA T98aAARBITU Krishnan et al. (2024); Wahyuni et al. (2024) iwudnni3sufammAme

a

¥ aa ] J v a d’l Y a d‘ Y o a o w=R 1 dl dg/ o
uAlnesandansnaataunsenisfindulagevesduitna n1sngusinafunnnenfgean azinllg

=)

AN 1A ANNANAAALLTUR warn13inAnladedn aenvlsAnIN HanN1TARLTLANAINAININUITEUR

a v a '

73m31 Inadasuazanie (2564) uarsiue guilsnnamiaed (2562) Iwudnanuisenlasnsdudlaninasenis

'
o a a

a dgj dl ¥ 1 d” a ¥ = % d’ o a ° Yy a Y o
ﬁlﬂ’s’\lusl@"ﬁ@ll’mﬂ’s’\g@ fm@Lﬂul,wmxmw,mml,ﬂuﬁjmmﬂ@ﬂ‘wmmuwmLuuﬁiﬂ@mmu mimm‘img@mm:

2

AULAL AIUAUANNANRBNINALAT HANNTIAENULY ANNARBRIAUAHNasen sfnAWlaTaNINTgA

a v v

o & ¥ o v P ¥ a o A & Py
'm@Lﬂul,wmzmuummmmwmimwuni‘l,uﬁmuimw Luﬂﬂﬂ’m%'ﬂﬂﬂﬂﬂﬂL@ﬂﬂsﬁ@@uﬂq@qﬂﬁ"]uﬂﬂumﬂ

v o '
a o ¥ ISt A Yo a

wazFaniunisuansie aniefutiiuinuslaniesdunandugsianiuiu i lidunianuazidaouduae

a

Tuguaw a5r9pnudnfdunsiusnisiiduiues n1ednllstududuiugnanlszan uaznnsiidousanly

'
=

AANIIUTNTL UBNAINT N19UNLALRUANABLAUBIAINARINT289V BT N19aFI9ANYNRUNIRNINDL

o %

v a ~ o s o o Iy o a o » ¥ o '
nuUanAn LL@zﬂqﬁ‘Iﬁuﬁ‘ﬂqﬁ‘mLﬂuﬂuL@\T ﬂuMu@ﬁmyIumiMNﬂm;mﬂm WUSNNTTILIADUNTNUNICHHNARD

66



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

'
Na v X

nsfndulade uiianinataandianuinasensaudi deenalunszduangdinausinananuineiu

1 ¥
¥ d ]

fuslnasnanesdn lduansnaiunanin v ldnnsdndulagedaulugauetiuauinssefudunnnda

al

dl a v ‘]J B b3

Tusnuennuiuiasduiianaesdusinandeuasdanissindulateduiansgsnas

a

ANYAIDL WLIN

' |
o  ar aaa

Viesdutianinasanisindulatefudveuinaresgsiadlaniesiiu edelitd1Anynieatian 0.001

(7

4

Lﬂi&iﬂ[ﬁlﬁmmmmﬁg’]uﬁﬁﬂq #8AARRIIL Towner and Lemarié (2020); Perera and Ranaweera (2023); Young

!
= Y a

(2022) INANdIuLIAATINUNENAIATNN1INARLAZN1TUTINA LW BT Y dudiunislddannunainiasiv
NNIWBUINTU UazN 13T AUAN luiaeliv uazdeaanAdeariu Suutari et al. (2023) AdilagsNasuIALan 1w
NunTuUNLAnIANFURATe RN Waedu avdena luTsuansanis lafunsadiauuua AN TUTNAIN

fu wanisaanans Wiiudnfusinadoulug)idusuluiui uariaouidnAuinsuas gnuduituaiuveil
4 v e a e d o day oo o o - voae d
TeaanpfasiuLwIAnasiudoni A nd Ay fuguruwazanunlunisdndula Tnaduslnadadinig

Y a A P

aduayugsnaiesiuiiunisdediuguauliiagyiEes uazsilenFuumsuniuiesiiudu Dobbelstein et al.,

(2020) wuangusinalunanina s Bunana RuninnandmiuasAuAnviedu Weisuiugusinannoe iy

o a Y v ]

FananalWiudnAuANARe AP AUA TR D WITLLT LN AT AN NN T daNaFan s A AL lATe lAN1NN9LALTEY

Ao o

91A1 wanani $113de s liAugn AndriinnedmusssuazaARugiunumdrAnylunnsnuunsiAuA R

'
a

LazAINANARaNAUATYIaITY (Sulhaini et al., 2020) TeaanAdaaiuNanisAnIINLANELEINATu RS A L

|
a

A R~ G P P = = o o Y o
paRynRBALF AUl iesaniuiudnaesauluiesdu uasiewoumauiulszmendusun indlAes
i ludszmAnnadanud n9fufnand@udiianuddyniniigasanisiaen nsdua@uddan (Arujunen

et al.,, 2022) TFaAARBINUNANIIANETAINLGY NanszminglunaAudduasanissindulagevedusing lu

a

a v al a = 1 o a ¥ = % 1 [
UszmangauN vastutlsuinansenulnansssaviauafAaduAn lulssina LATHNHNANTENUNNADNADNITILY

a =

AUAIAIIAUAN (Vo et al., 2022) %mﬁumuuumﬁmﬁdﬁﬁmauuﬂwwmm’ﬁﬁmlunﬂaﬁmau%%mm

Y a

ualna uavdanasianisfufaniA1eandud

a

v
o v 1 a v

Traiagl nsfnmasalivansliviudinisiufanuina@udi Ingianizanunismssuingluns@ud

a q

1 4
o = Y a a Aa a v

AMNINAYNTUT wazANANAREAINAUAT sauDsuuIAnsdullon Haninasanisdndulageduaives
¥

)}

o o

Tnalugsiadaniiesiu nneaieanuinauwazanugniuiugnAn luguawaadunagnindnAnydmdu

o

©3°
=
ap

ganamiandestiulunisainsanlinFaumienisuaeduls

ARLAUDLUE

anuansAnEansnsarinn g s lemlded
1. gaRaddanfiasiunisiiunisainenanuinadiunisliiineiiduiues nnadnlisludu
dwiugnAntlszan nan mueﬁuﬁ’wﬁlm‘qﬁ“umwﬁmmsﬂumgﬂﬁﬂuﬁmﬁu waznsfdondanlufans s
A Nd Ay AUNsTNENIAT AN TN IR UAUALLTNNT idue pailuiesiiurenuaslidnian

wazAaanslaErlnAatinaginaNe

L]

67



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

a v

2. genamndaniiasfiuansaiispanunnssainfiudiauialug Tnanisiauedudiuay

Y v v v

a o da o v = A a2 ¥ oA A o die gy o
UINITNHNBNANBOULBWIEAD LTU AUATNBINY AUATNTIND M?’ﬂlliﬂ’]ﬁ/]ﬂi‘llslﬁL‘ﬂ’]ﬂUﬁ"J’]ﬁJﬁl@\iﬂ’]i‘ﬂﬂ\‘iZ;]lﬂﬂ’]elu

'
¥ a a o a

ANOU LuuﬁgmmwLmﬂuimﬂummuuﬂu b mﬂmmqmu RIMNNBAINY mmuumgummm‘lummu nne

al

o oo

auindimussInesiin uaznisidoudanlun awmug N

3. genaAdanviesiuacsafraasediadoniuluscauginie teutsifunauiuas

a %

1sraunisnd wazaF19e11Nasesed 1N ATa AR

4. nnigasduasnligsnaiesiiusaniieni ieaf1eannuduuds uazia@aninuannsnly
N3t uazdaasnaAudvesiu InanislinisativayusuEuu nsinausy nsddeann uazng

AF9RTIAUAN

JaLAUaLUENISIaASIAa L

[% '
a v ak a v ¥ a !

1. n19idafiAnwanizduilnandeduAianngsiaddaniesduuvienilaminidu aqs

' ¥ Y
= a K

. o A X odd w  dag I d
vinnnsAnengaiariastulunuiiauden e linszatamuiuiuazaseuAguuINgsay
= =2 = o 1 1 % a % = I‘ﬂl ‘dl &
2. avsfinsAnBaLfauiuguadsion Tnaannzganaddanawialig iefiasnsunagns
1e9guanaziunliuasunagniaesinuAnanineneulanediisinn fuladuguaslduaziuseaniunisnd

aqiiu

v
o [ '

= o s s v y a = = P
3. ﬂqiqqﬂﬂﬁ'\iuﬂﬂﬂ’]L’ﬂW"]Zﬂqﬁ‘ﬁ'Uﬁ\ﬂmﬂqmﬁ\’]ﬂuﬂqﬁl'ﬂ\?Euiiﬂﬂlquuu ﬂ']ﬁ'ﬁﬂﬂﬂqﬂ@@ﬂﬂujﬂﬂw

al q

denasianissindulazevedusnaie ienddadulsylamilunis@nsivainuaneninau uazinlUwamn

genalilszauaauddalanntiaau

518111981994

o

neaaneyas Aeuie, agnuge 29Aienw, algned wazinuagg waz Usal siemana. (2562). dautlszannig

o a ¥

NIAANALIENIT N9FLFAIAIMINENAT LAz ANTINNITTRTR9gNANE e NNALAT e LT
(Shopee). 07mﬁﬁ@”ﬂmm@ﬁuﬁfﬂﬂ?ﬁdm, 5(1), 107-119.
NB9UTTUNENNT. (2566). LOCALISM N13nauNI1ednsekdviaanuilen. wesae1y BOT MAGAZINE, 12(2),

52-53.

=

N YAN Uaz Wit agvidnayna. (2565). AnAIAAUALAzdulszannsnaIALEN T Ndenase

Q

nssndulagenanineilaFaunes Wiuma 19953 NALWBANTUNNINUAT. 21747175976
vaudindAns lungugsnauasdinuarans, 8(1), 1-18.

o

U7 WInnes uaz wayl lagnygania. (2566). N135ufAAINTIAWAT ANNAIANTS LaTNAYNENIIRRANT

nisnanRananianinasentsfinduldusnissanesaanviaacduiing luaanianziuesnuay

AARZTUBBNIRLNIUNG. 919417911I01740 1 WANEINIFIAN TN ULITAR, 9(3), 546-557.

68



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

¥

dngiT AUNULAS. (2565). Localism VaeAuilen. ifeunderwianmlaly TNTU'. Aududle 19
qumﬁuﬁ 2567, AN : https://www.creativethailand.org/view/article-
read?article_id=33760&lang=en

FLLA q’uﬂ?‘mqtﬁmﬂ’. (2562). PNANAUTTENINNNIFLTATIARM I AUAgAtIaaNaR e Tlanat] (OPC) iunns

ﬁmﬁu’l@%@mmﬁﬂﬂmLﬁmvl,m’lué’qw?mﬁw@@n. 9178193NEINFIANTT ADUSANEINITIANT
NYIINYIARI DA WY ARIATIN, 1(2), 1-13.

UNNT 29E3TR, T8a avlandl, Faun Ui, uzieu waug v, waz anla duugla. (2567). 93U
nwdnwal FudlanaielmintnasennaiaaulatereswnAnm luuaslnaauna Ay Lang
AZNIUUZLAR mma‘mé‘“gﬂimﬁﬂimﬂ?zmwmq. 971781739901 75A U agEiN179AN 17, 5(2), 78-
90.

wsung sulwyad. (2567). uualiugsia/gmaunssuil 2567-2569 griadmananaselu. Auduile 14
‘Wqﬁamﬂu 2566, AN : https://www.krungsri.com/th/research/industry/industry-
outlook/wholesale-retail/modern-trade/io/modern-trade-2024-2026

UoTH ATAZann. (2553). nsideniiaesi (ﬁuw’ﬂ%\‘iﬁ 8). NFANN: gaseNand.

Usmeyns Sunn. (2563). nww@mﬁw”nﬂmmTmzmyﬂugmmwnﬁu@éﬂ’ (MICE) elfuueAnrasfuilsy
(Localization): nscdAni+1 a0341 Fa1aa Fansm 4audaides v, (AnandwusiBoyniuvniugem).
WNANINMINENRE, AuzanNTRENITHAART.

21579 $uBUNI. (2561). grAaAAIALANgs? WiLn iiaagran” nadiAnmgiiadaednyanluniald
sunAsuisymalng driinaunald. Auduile 20 Sunau 2567, aan:
https://www.bot.or.th/content/dam/bot/documents/th/research-and-
publications/article/regional/2018/2018-retailwholesale.pdf

aVTans yunnes. (2564). n1sdaduladad zecgiiing nrdldnm glausnegueisnis Inludunsiyn &
e lalus 41in. @nantnusdIyyinntugn). uunineiaudating, duARIneae.

P3asn neten, adynn wedeidnd uay Usesns iaunlae. (2564). nsfufamrina@uduazdiutlszan
mqmmmm‘ﬁﬁm@ﬂixmuﬁi@ﬂﬂi%ﬂ@%@ﬂ@un?mmmm%mmguauvﬁmm;;Tﬂizn@umaﬁqiﬁ@

5

neafludswdnduni. 9196193991099099981AU82N179AN9 WANEIAENA TWIATTITHIAR

S1y1/7, 8(2), 75-87.

9

p
S ¥ 1 a 3 v a a

93AT1 BUUNTUIUNA UAT 4IANT BANTUNA. (2566). TAR8NNITUIAMUAININRUATUALENIIBNINANI

q LY ] a
1

a =3 n:ll 1 i’/ d” a o I3 a ° v a Y a
ANARTUAENNdINasian A laTanandsiguaiaidnandssinaduresduiina Gen
Z. W nsUsegua TN sua s AUBNANIUIRRITLAUTIA AT 5 (W.177-184). NTINN:
AWMU TAD AU TUN, TeuRRInenae.

AT BANIH. (2564). UsziRmaninnaneduduizesimusssnannnielitiunlanafdmn §5lne

wassiesduilen. 917479075u89n 7L nATEN, 11(1), 42-62.

69



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

AueRdan@nsne. (2567). Aantl’ 67 Aale 3.0% wslgnAnAuAT euaaTuguusIiLAWAI9INAY (N2
nssesl AT 3457). Auduiile 15 Tuneaw 2567, ann:
https://www.kasikornresearch.com/th/analysis/k-econ/business/Pages/Retail-CIS3457-14-02-
2024.aspx

BNBNA TAYENT LAY WATUTIY ANTVINAUYA. (2564). muﬂsmmwmimmmLmz@mﬁﬁmﬁuﬁﬁﬁdm@ﬁi@

nssindnlate L'gﬂﬁ’]mmgﬁiﬂ@'muﬁ@wa@@ﬂ@ﬂmmﬁﬁiﬂMuﬂ‘xxmﬂm. 917417441ANTNIAE,
26(1), 16-29.

Aaker, D. A. (2009). Managing Brand Equity: Capitalizing on the Value of a Brand Name. New York: The
Free Press, A division of Simon & Schuster, Inc.

Amin, A. M., Fadhilah, M., & Cahyani, P. D. (2024). The mediating role of perceived value on purchase decisions in
ecommerce. Jumnal Ekonomika Dan Bisnis, 25(2), 233-243.

Ardiansyah, M. R., Nuraeni, & Huda, K. (2023). Pengaruh kualitas produk, perceived value dan brand awareness
terhadap keputusan pembelian konsumen Ventela Footwear di Kota Pasuruan. Jumal Ekonomi, Manajemen,
Akuntansi dan Bisnis, 1(4), 215-231.

Arujunen, D. S., Kheng, Y. K., & Bhaumik, A. (2022). Extant corpus on retail brand choice behavior and multifactor
modelling on its impact on Malaysia's Retail Stores. Petra Intemational Journal of Business Studies, 5(2), 132-
144,

Cochran, W. G. (1977). Sampling Techniques. New York: Johan Wiley & Sons Inc.

Dewi, S. F., Elwisam, & Digdowiseiso, K., (2024). The influence of product differentiation, price perception, and brand
image on Wall's Ice Cream purchasing decisions at Lotte Mart South Jakarta City in 2020. Journal of Social
Science, 5(3), 139-149.

Dobbelstein, T., Mason, R. B., & Kamwendo, A. (2020). Consumer perceptions of critical success factors for small local
consumer brands. Studia Universitatis Babes-Bolyai Oeconomica, 65(2), 65-89.

Feldwick, P. (1996). What is brand equity anyway, and how do you measure it? Joumnal of the Market Research Society,
38(2), 85-104.

George, D., & Mallery, P. (2003). SPSS for Windows Step by Step: A Simple Guide and Reference, 11.0 Update (4"
ed.). Boston: Allyn & Bacon.

Grande, R., Sanchez-Sobrino, S., Vallejo-Fernandez, D., Castro-Schez, J. J., & Albusac, J. (2023).
Supporting small businesses and local economies through virtual reality shopping and artificial
intelligence: A position paper. Proceeding of the 25" International Conference on Enterprise
Information Systems (ICEIS), 2, 312-319.

Gupta, P., & Dwivedi, D. (2022). Women entrepreneurship: Vocal for local. International Journal of

Engineering Technology and Management Sciences, 6(6), 608-613.

70



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

Jaufenthaler, P., Kallmuenzer, A., Kraus, S., & De Massis, A. (2024). The localness effect of family firm branding on
consumer perceptions and purchase intention: An experimental approach. Joumal of Small Business
Management, 63(2), 590-619.

Jaya, P.E. J,, Utama, M. S., Yasa, I. G. W. M., & Yuliarmi, N. N. (2020). Improving competitiveness and well-being through
human resources quality, local culture, and product performance. Cogent Business & Management, 7(1),
DOI: 10.1080/23311975.2020.1831247

Kegoro, H. O., & Justus, M. (2020). Critical review of literature on brand equity and customer loyalty. Intemational Journal
of Business, Economics and Management, 7(3), 146-165.

Kotler, P., & Keller, K. L. (2016). Marketing Management (1 5" ed.). London: Pearson.

Krishnan, V., Nusraningrum, D., Prebakarran, P. N., & Wahid, S. D. M. (2024). Fostering consumer loyalty through green
marketing: Unveiling the impact of perceived value in Malaysia's retail sector. Joumnal of Ecohumanism, 3(8),
4318-4335.

Longwell, G. J. (1994). Managing brand equity: Capitalizing on the value of a brand name: David A. Aaker, The Free
Press, New York (1991). Joumal of Business Research, 29(3), 247-248.

Nuh, A, Syah, T. Y. R., Indradewa, R., & Fajarwati, D. (2020). Implementation marketing mix strategy for
local minimarket facing on national chain store: Case PT Noor Halal Minimarket. Journal of
Muitidisciplinary Academic, 4(3), 183-186.

Perera, G. A., & Ranaweera, A. (2023). Fashion localism: Evaluation and extensions of utility in Sri Lankan fashion brands.
Research Joumal of Textile and Apparel. 27(2), 264-280.

Solomon, M. R. (2020). Consumer Behavior: Buying, Having, and Being (13" ed.). London: Pearson.

Sulhaini, Rusdan, Sulaimiah, & Dayani, R. (2020). The effect of local brand conciousness and need for uniqueness
towards emotional value and buying intention on local brands. Journal of Management and Business, 19(1),
DOI: 10.24123/jmb.v19i1

Suutari, T., Lahdesmaki, M., & Kurki, S., (2023). Doing well and doing good? Small rural businesses’ performance and
responsibility towards local communities. Jounal of Rural Studlies. 102, DOI: 10.1016/}.jrurstud.2023.103097

Towner, N., & Lemarié, J. (2020). Localism at New Zealand surfing destinations: Durkheim and the social structure of
communities. Journal of Sport & Tourism, 24(2), 93-110.

Utari, W., & Permadi, G. (2024). The influence of brand image, atmosphere store and price perception on customer
satisfaction of Starbucks Grand Pakuwon - Food Junction through purchasing decisions. Jumal Riset
Manajemen Sekolah Tinggi limu Ekonomi Widlya Wiwaha Program Magister Manajemen, 11(2),126-140.

Vo, M. S., Nguyen, M. T., Le, T. V., Nguyen, G. B., Ho, M. D., & Pham, T. P. T. (2022). Impact of consumer ethnocentrism
on reasoned action and brand equity: Empirical evidence from local fashion brands in Vietnam. The Joumnal

of Asian Finance, Economics and Business, 9(5), 87-98.

71



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiufi 1 (UnTIAN-NEIEY 2568)

Wahyuni, I., Kusumaningtyas, D. P., Mahdani, H. B., & Wibowo, D. P. P. (2024). The relationship between customer
perceived value, service quality, brand trust, and customer retention in the retail industry. Interational Journal
of Business, Law, and Education, 5(2), 2816-2826.

Young, C. (2022). Should you buy local? Joumnal of Business Ethics, 176, 265-281.

Zhang, T., Chen, J., & Grunert, K. G. (2022). Impact of consumer global - local identity on attitude towards and intention to
buy local foods. Food Quality and Preference, 96, DOI: 10.1016/j.foodqual.2021.104428

72



