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Abstract

This quantitative research aimed to study the brand equity of Thai canned fruit and
vegetables affecting the Americans’ purchase intentions. A questionnaire was used to collect
data from 400 American citizens residing in the United States. The descriptive statistics used
to analyze the data consisted of frequency, percentage, mean, and standard deviation.
Multiple regression was used as inferential statistics for hypothesis testing. Findings revealed
that the factors in terms of brand awareness and brand loyalty significantly affected the Thai
canned fruit and vegetables on Americans’ purchase intentions with the statistical level at .05.
with Beta values of 0.50 and 0.21, respectively. Therefore, marketing communicators should
promote their brands to create easy recognition and establish brand loyalty programs with

end consumers and distributors in order to increase brand equity.
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