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Abstract

The purposes of this research were to: 1) identify factors affecting brand loyalty of brand-name coffee
consumers and 2) compare brand love and brand respect affecting brand loyalty of brand-name coffee
consumers. The research framework was adopted from the satisfaction model of American consumers and the
theories of brand love and brand respect. The data were collected from questionnaires distributed to 674
coffee consumers. The data were analyzed by paired t-test and Structural Equation Modeling.

The results revealed that: 1) the factors affecting brand loyalty of brand-name coffee consumers
included brand respect, brand love, satisfaction, trust, and consumers’ suggestions. Brand respect played the
most important role on brand loyalty than other factors. 2) The results revealed that the factors affecting
brand loyalty of brand-name coffee consumers included brand respect, brand love, satisfaction, trust and
consumers’ recommendations. Brand respect played the most important role on brand loyalty than other
factors. The results on brand love were found that the service users aged between 24-41 years old, those with
incomes between 20,000-35,000 baht and those who use the service more than 5 times/week have a higher
level of brand love affecting brand loyalty than other groups. As for brand respect, it was found that the
service users aged between 24-41 years old, those with incomes less than 20,000 baht, and those who use the

service less than 2 times/week have a higher level of brand respect affecting brand loyalty than other groups.

Keywords: Brand Love, Brand Respect, Brand Loyalty

unidn
¢ ¢ A o9y a o P & % a o ¢ A a v a
wusualussdysznaunviindndasldmleulasilunsseyliwdndud viauinisliinaiy
uansIINAuIdY uagdalldulunisasiadlviiuningoe (Aaker, 1991) :NnsAnwdayani1egsia wui
ganaUszamasesnun i duesesduiilasuarnuienuntulaqiu Weswnawsinvesmainniunduwiliy
maiulnegweliodaenunldnaraiduniestveeniendannsdsadamnisusinanunlulsemelvelay
\nAgUsun 300 uisieausel (U3 A3, 2563) Inglud 2561 Hyadnaingnaivnssuniunlneigeis

28,509 a1uumilnisiiulaegemaiiiosail

e ~

2067 28,81

2558 2559 2560

B Ry e A (HUE UL YY) — — e

M 1 yaagsnasunululseme

fan : (Euromonitor International, 2018)

Eumssusesnannanguedviinisd1sdnsasive (Ta) eglungu 1 | Msansuyvemansuardinumaniuming1desuys

Vol 16 NO 2 May - August 2022



Journal of Humanities and Social Sciences Thonburi University 91

a a

Uagdugsianuninanvansuusuanidsnudsiululsemalnedinsusudsiisssinadeuilnnnag

nu3Tniduegefifie Starbucks wazwusuAlUUSEWAT Ao Amazon lngausailSeuifisusglavaaniuni

£
=1

apausun (nadduis, 2018) lang

M15199 1 WSsuigusela (Mdae - auuin)

) 2557 2558 2559 2660 2561
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1. AuAAnIsYasguilna (Customer expectation)

Huslnpaiaumanianndsraunisaluaztayadnntuefnsiuiemdyaivetinnisnain (Kotler,
2000) Asfifuslnaniavsrondnfasiiy 1 dwateanufisnelavesiuilnalagsiu (Fornell et al, 1996) lsi4
swfusandvesniunl anamenveanui msléfunsuinsitranminanuldfunnuazmnausanneluiiu
dendnsusiviouinisnsmmanumanindeiiunitanuaaniwesiuilae fuilaafaziiaufionele
(Chiou & Droge, 2006; Santini, Ladeira, Vieira, Araujo, & Sampaio, 2019)

2. msFuianunn (Perceived Quality)

aunmvesAuidimuadunisdndulnesauifoafuaueivemaui aunmyemsaud fe
firuafidmannsiTeuiisuanuaianimesuilaa (Eneizan, 2018) aunn Aennsiuivesiuilag
Tnesmmasndndasiviouimsfiieadesiuanuiomnisvesuilnalunisiununuusudiusdy Aesauii
o3o8gnUn faruvesesniuiitluendnual fenuduiieaiwlunissilnesanimilowduynadsiluld
U313 flenuagmanaune lisumsuimsitfannminnu anassivlaluganm (ariisud)

3. n153uiAnuAn (Perceived Value)

Sweeney;& Soutar (2001) la LauaLLmﬁmﬁmﬁumﬁuifﬂmﬁ’mmaﬁﬁ W 95wl e wifinnseu uag
yaAmensRuluwineadeniu (Steenkamp, J. B. E., & Geyskens, 1., 2006) :1eamudn1suseiiuvesgnailuyan
wanfausTUsEnausBesUsEnauillaniiu ¢ Ussms 16un Usslemildaon ensual aanm uazsim
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5. aAnuNanalavasfuslaa (Consumer Satisfaction)
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Anumnzauuaglasunisensudulng laun anuiselavesjuslnrainuuuuinassdivil (SCSB) wuuinaes
syllannuiianelavesiuslarw ey (ACS) wazglsuwuuitaeiviauiianelavesiuilna (ECS) (Haitao,
Yanrong, 2020, Fornell et al, 1996) af1suuudtassnnuiienelavesyuslnavirewsiu (ACS) vugIuves
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7. anulinslasansrdudn (Brand Trust)
nandaadaunmduluaumnumenitiuguilnaeziinanudedulalunsidud Aanisuansds
AulInglalunsiduan (Delgado- Ballester, 2003) (Azize, S., Cemal, Z., & Hakan, K, 2012) na1131n15aain
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ANUAANIIYRIUSlnA” (Chaudhuri & Holbrook, 2001; Luk & Yip, 2008) fieassfignu

8. ANUANARBASIAUAY (Brand Loyalty)
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fina (Bloemer ;& Kasper, 1995) Anusindlunsdudanansaimuaisnisatiuayunansins/uinsiidomnisves
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wWasulunsdudn (Oliver, 1999) NG )

9. Yauuzii1vasgnii (Customer Recommend)
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(Uayas Smillyd, 2565)

A5aniun1599e

Taonsnwassiifideimuaunndiogne (Sample size) lums@inwsnisimundiegeiianza
lunsinsgrideyanigfuuuinaesaunislaseasne (Structural Equation Model: SEM) (Bollen, 1989) ng
feg19sinIu 10-20 Whwesswaududsdans SsmAdeifsudsdanaldimun 42 duusiifoiden
YuInFeg1aUTTI 16 wiﬁaslfi’fﬂajuéhasjfmﬁu’ﬂgu 674 679E4 (Comrey;& Lee, 1992) lneld35n15gudireeng
wuUBund (Stratified Random Sampling) Tasutslédugléuin1sniuml Starbucks $1uau 355 Fr081e waw
AlEUINIsNIUH Amazon F1uu 319 fegslunsannamuasuasUsuama

wosdiefldlumaiudeyalumsidoaded Tnsuvvaeuauusenoulufenoud 1 doyaduynnaves
frouuuugeuam neudl 2 ngAnssuvesiuilaa aeudl 3 mnuAniuAafunisTiuInisiunum Starbucks
uay Amazon wagnouil 4 delausuuy §iduldiAuteyauvuesulalussuing feu wauniaw e, 2564 fs
dguigy w.A. 2564 ﬁﬁamﬁgﬂ 674 yn TR wamAIAiismsaduiiowt aanan Factor Analysis Lag
Total Variance Tnaadsiianmafun3eu1nnda 0.7 (Hair et al, 2010) 31ANISNAABUAIINULTDADUDY
wuuaeunLiiAngand 0.7 ynesduszneviduduldiuuuasuasiamiuifissmsuaziinnandodiold

Qgrp) mi%wamammsmm (Descriptive Analysis) Usgnaun e AHANLIIALE (Frequency) A3 a8ay
(Percentage) AAziLLRAY (Average) N33 Lﬂiwmsua:ualfmaumu (Inferential Statistics) 101157 meuwuauamam

SEAULAERAVNIAUE LTS e Us IneM TR UUT AR e LASIES S (Structure Equation Models : SEM)
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NAN15IY

fneunuuasumuiisuiuionun 674 au Ussnouludaeddlduimssiuniun Starbucks $11u 355 Au
uazliuinsruniul Amazon 11y 319 au Taggdiulduinisiuniun Amazon dalvgidugudeeny 24 -
a1 ¥ amunmilan fdsdnmnuTyans/Uiyyeiuarneliniing 20,000 v dugliuinsiumu Stabucks
faveJuindseny 24 - 41 Y anunmlan MdsdinudSayaws/Syaynsuagsngld 20,001-35,000

nanTieTgiteyanaziUIeuiisumuinuazauiuielunsdudfidamasenudindlunsaudn
wuinguilduinisdausieny 42 Piuludineld 35,001 vduluuazdanuilunsunlduing 5 afedulud
seiumusnuazanuiuislunsdudidmasiemuinilunsdufginiinguiedndy

nanIaaeUlLLAAENNTIIATIAS 1 (Structure Equation Models : SEM) wuan msvageulad-auaas (Chi-
squares) MS $iA1 4569.594 tazA1 Chi-squares BS dA1 29717.137 %qﬁy’naanﬁﬁWaﬂwqﬁﬁ'aa’ﬁwwaaaﬁisﬁu
0.01 F1 Comparative Fit Indices (CFI) i1 0.869 i1 Tucker-Lewis Index (TLD winifu 0.860 Faeniilélngifies
Inausi8n3B47 0.9 waze Coefficient of Determination (CD) Winfu 1.00 gendnnausiénsds daurin RMSEA winf

0.083 NN uNnIa1984 lnganansaesureanuulsusiuveseyandudiegslalussduniluarluliaasiunuii

'
v aada 1Y

ynasAUsEneuiliauaennn e iumUNTOULLIAANTTIdEeg 19l Tad A MeaiiiseAu 0.01 @NTOLAAINANTT

v '
= [ a

ApsgidvEnadeavnnglulinavesnsounnAnmAdeivautuindsami 3
Goodness of Fit Indices RMSEA = 0.083, CFl = 0.869, TLI = 0.860, SRMR = 0.368, CD = 1.000,

Chi2_ms = 4569594
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n1snAdevaNNAgIuYesUItelIdelaldn1sinseiansna (Path analysis) fam13199 2 ngd

NURLLDUARI

A13197 2 LEAIHANIINAADUALNAZIY (Hypothesis Testing)

Total Direct Indirect
Hypothesis Path Test Results
Effect Effect Effect
Model Total

H1 Bl -> CE 0.5406*** 0.5406*** Supported

H2 CE -> PQ 1.0696*** 1.0696*** Supported

H3 CE -> PV 0.9109%** 0.6275%** 0.2833%** Supported
PQ -> PV 0.2648*** 0.2608%* Supported

Ha CE -> CSlI 0.5058*** 0.5058*** Supported
PQ -> CSI 0.2831%** 0.1975%** 0.0856*** Supported
PV -> CSI 0.3233%** 0.3233%** Supported
Bl -> CSI 0.3420%** 0.0685*** 0.2735%** Supported
BL -> CSI 0.3771%** 0.3771%** Supported
BR -> CSI 0.1099*** 0.1099*** Supported

H5 CSI-> BT 0.9205%** 0.9205%** Supported
Bl -> BT 0.3238*** 0.0089 0.3149%*** Supported

H6 CSI-> LY 0.3317%** 0.1870** 0.1447%** Supported
BT -> LY 0.1285 0.1285 Not Supported
RC -> LY 0.0578*** 0.0578*** Supported
BL ->LY 0.4132%** 0.2881*** 0.1251%** Supported
BR -> LY 0.5694*** 0.5329%** Supported

H7 CSI->RC 0.4563%** 0.4563*** Supported

' v v
a va o
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d5duazanusnena
HANFITeNUIIMTVIRFRUANLAT UG TN UsvasAlasndnaiienelavesjuslaa anusnlunsidusl Ay

Huielunsdun uardauusinvesuslnm Iaruduius@enmndmararuindlunisldusnisiuniun wusud

va o

iy FeIdelifendnuninm 2 wusudlduwiniun Starbucks wagmun Amazon amsaesunelaeisdl
PNNANISANYINUIT Lovemarks @uUszneulumeanusnuazanutuislunsidumiiunuimidfyy
lunsadeanuitanelasaranudnalunislduinisiuniun Starbucks wagiuniunl Amazon Ineuslaanld
USn1sasiinanuinatusriinnuddgiuanuiuietasausnlunsdudiganindadedun aenndesiy
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v
(% 1w o L

91338904 (Song, H., Bae, S. Y., & Han, H., 2019) laszyimsanuinuazanuiuierensnausvesgnaife

q

LY

duituslumauinduanudnfdensidualagainusnuazanuiufesensiduailaudAygegalunisasng

14 [ o w

ANANARDANTIAUAT (Kim;& Lee, 2020) lananifsanuduiusvosanusnlunsiduaniudsdfgves

graMNTIN UMWz LUV TalNEITULUTUAYEIgNAT anunsaasurelagiunldusnisasd

Y

Anufndluasdudiugdesedoanuidnnisiuensuiilutedendn Jadulunuwwfaniinismainsendy

\@vlinsa (Lovemarks) fdnilaanusnuaganuiviengeiuazneliiinanuinfdenusunnunietionas uazd

=

anugniunsensualluszezefiuguilan (Roberts, 2005) 1 Kevin Roberts linaninlutiagiuuisniies
Uszauanudisa uazimluirmihegnsdsduuenmiennmsaauusududiusasuitndesaiennuinives
;EU'%Iﬂﬂ%’wmaﬁqﬂﬁl,%aaﬂsmmamimﬁﬁﬁﬂ%a (Roberts, 2006)

ATz Ldiusseintaded ioyiidswaserminfvesiianliiinsumum Starbucks uag
$1ununl Amazon Tusuanusgneulumermnutiuislunsdus anusnlunsdudn anuitanela Arulingda way
msuuziwesfuslnanuadu Tneslandisiaudniunslduimedianuddyivan dufewasanuinly
ATIAUAIAOAAABINUINUATEUBY (Kim, H. W& Gupta, S., 2009) tag (Song, H., Wang, J;& Han, H, 2019) Wui1Anu
Snuazemnuiuiislunsdudidanuduiusinaennuinfvewmsduilaenansidelaseyinmsinnsivaes
23AUsENaUTaY Lovemarks (AusnuarAnuiuiiolunsndudn) IanudAygaatunmsadsemudnisensdun
2045 UTnA (Song, Wang, & Han, 2019) ndnfisanuduiugseninanulindawazanudnfdensidudilign
Wenlesifu Lovemarks (nam Aermsinlunsauduazeuiiuiolunsdud) snmsinseidmuiguilnaiie
Tu Gen Y fneldreudegs Insaedienudnisonisliuinisdunium Starbucks uag¥1unium Amazon Huly
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