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ABSTRACT 

 

 Currently, Thai consumer behavior has been attracted by the health care flows 

which are gaining widespread popularity such as eating chemical-free food, an 

exercise, an eating healthful and nurture brain included a various health products 

either in the form of tablets, capsules, powder and drinks. As a result, healthy drinks 

are becoming popular nowadays due largely of a functional beverage is a more 

convenient way to maintain a healthy lifestyle and tasting great. The objective of this 

study is to find the association or relation of factors that has an effect on the brand 

loyalty of chicken essence brand in Bangkok, including demographics, brand 

awareness, brand association, perceived quality and brand image are the major factors 

that involved with brand loyalty.  The samplings were collected 400 people with the 

age over 15 years old who drink chicken essence randomly by using survey research 

method. The survey was distributed and the results were received and progressed by 

the SPSS for windows. The research instruments are interviewing and using 

questionnaire.  The Percentage, Mean, Standard Deviation were used to analyze the 

statistic data while the Inferential Statistic are T-test, One-way ANOVA, Pearson 

correlation coefficient and Multiple linear regression. 

The research findings suggested that 65.5% were female and another 34.5% 

were male. Most respondents were between 16 - 30 years old; while Bachelor’s 

degree was the largest group of respondents’ education level. Most of them were 

student, corporate employee, business owner, freelance, government officer, and other 

occupations. Their monthly incomes were ranging from less than 15,000 baht to more 

than 75,000 baht. The brand of chicken essence that were consumed by respondents 

mostly were Brand’s at 77.8%, Scotch’s at 22%, and other brand at 0.3%. 
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The finding indicated that there is no difference in brand loyalty between male 

and female consumers, as well as those between different age groups, different groups 

of education, different groups of occupation, different groups of income level, and 

between consumers of Brand’s and Scotch’s chicken essence, in which their loyalty 

were considered as high. In other words, it can be said that there is no impact of 

demographic factors toward the brand loyalty in this study. Also, the finding from the 

multiple linear regression indicated that only brand association and perceived quality 

positively affected the brand loyalty of chicken essence brands.  The brand awareness, 

brand image have no relationship with brand loyalty. 

 

Keywords: demographics, brand awareness, brand association, perceived quality, 

brand image, brand loyalty, factors, chicken essence 
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CHAPTER 1 

INTRODUCTION 

 

The objective of this study is to investigate the factors affecting brand loyalty of 

chicken essence brand towards consumers in Bangkok. The topics in chapter 1 are as 

following: 

1.1 Background and statement of the problem in research 

1.2 Research objectives 

1.3 Research questions  

1.4 Expected benefits 

1.5 The scope of the study 

1.6 Operational definitions 

 

1.1 Background and statement of the problem in research 

At present, social Thailand has economic prosperity, social and progress of 

communications. This communication channel could allow consumers to change their 

demands to a greater variety and also change their expending habits. It is undeniable 

that the current Thai consumer behavior is dominated by information technology and 

from social network which is the main factor that sets value of goods and deviates 

consumers from their usual expending behaviors. In addition, Thai consumer behavior 

has been attracted by the health care flows which have gained widespread popularity 

such as eating chemical-free food, exercise, healthy eating lifestyle and nurture brain 

included a various health products either in the form of tablets, capsules, powder and 

drinks. As a result, healthy drinks are becoming popularity nowadays. According to 
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Richard Staack, he supposes “A functional beverage is a more convenient way to 

maintain a healthy lifestyle” (Kvidahl, 2014) and provides great taste.  

Functional drink is a product containing a mixture of nutrients that is 

beneficial to the human body. The benefits are a reduction in risks of diseases and in 

growth of diseases, an improvement of healthy skin, being wellness, a digestive 

system, and nurturing a brain. The main features of the functional drink are generally 

as following: 

1. Brain functional drink: It has particular advantages to the human brain. 

Target groups are students, working people and elderly. 

2. Beauty functional drink: The product is especially beneficial for staying 

healthy and beauty. A target group is women. 

3. Body balance functional drink: The product is particularly useful in 

modifying body shape and compositions. Target groups are people with weight 

problems. 

 Functional drink market is considered a healthy beverage market.  It is 

growing rapidly and continuously. According to the Euromonitor, “the global market 

for functional and fortified beverages grew to $86 million in 2013, up to 5.1 percent 

compared with 2012” explained by Heggie (Kvidahl, 2014). Sales of healthy drinks in 

Thailand have increased every year, and have been forecasted that the market of foods 

and beverages will grow by 27% from 2013 to 2017. 
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 (Unit: Million baht) 

 
Source: EIC | Economic Intelligence Center, May 2014. Sales of food and beverages for health and 

wellness in Thailand. Retrieved. From 

https://www.scbeic.com/THA/document/topic_macro_moneybanking_may14 

 

Figure1.1Sales of food and beverages for health and wellness in Thailand 

 

 

The chicken essence is classified as the brain functional drink, which is an 

alternative to consumers.  It apparently increases in a growth rate every year.  

 The essence of chicken was found long time ago.  It was discovered by 

Chinese people, they used these drinks to promote their health from being illness and 

promote their health to keep them strong.  As they believed that the essence of 

chicken has a lot of benefits. According to the result of Brand’s Essence of Chicken 

research, they found that this drink helped people to recover their physical and mental 

fatigues, especially it helped to decrease levels of stress. Additionally, the essence of 

chicken actually helps people to concentrate and memorize things easier (Wen, et al., 

2014). It would also improve a renal function. Moreover, drinking it every day would 

be useful for a prophylactic treatment against development of hypertension and renal 

injury (Matsumura, et al., 2002). It would increase levels of lactoferrin in colostrums 

that plays an important role in promoting immune functions towards infants and 
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supporting infant growth, during the lactating period of women (Chao, et al., 2004). It 

would enhance the metabolisms, increase the immune functioning (Li, et al., 2012). It 

would improve hypertension. It also decreases risks of hyperglycemia (Kurihara, et 

al., 2006). In addition, the essence of chicken may contain a number of substances 

with beneficial medicinal activities. There is a result showed that the soup contains a 

mild anti-inflammatory effect, which moderates the symptoms of upper respiratory 

tract infections (Rennard, et al., 2000). 

 As the result, people started to consume the essence of chicken soup much 

more compared to the past, causing value of Thailand’s marketing gaining 7,300 

million baht per year with the increase in grow rate 23% from last year. Brand’s 

Essence of Chicken is the market leader, which has the most market share 90% of 

chicken essence marketing, while Scotch has only 10% of market share (Burim, 

2013). However, Both Brand and Scotch companies, want to gain more percentage in 

the market share. Thus they have been modified their strategy by improving their 

advertisement to modify their looks as well as using superstars who are 

knowledgeable and capable to present their image in order to convince the consumers 

to believe and need their brand and products. As a consequence, the action makes 

consumers concern about their health, loyal to their brand and have good attitude on 

purchasing decision.  

 Therefore, the researcher has seen the importance and been interested in doing 

the research on the topic of factors affecting brand loyalty of chicken essence brand 

towards consumers in Bangkok. According to the present situation, people have more 

health conscious and would like to approach the highest education in order to get high 

standard of their life and in the high competitive society. Due to the fact that the great 

knowledge and high performance are required. Therefore, the needs of improving the 

http://www.ncbi.nlm.nih.gov/pubmed/22432477
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brain functioning and restore are increased which relate to marketing strategy of 

health products. The chicken essence is the first choice, which people select drinks as 

a gift, especially in festivals for their personage. Although it is expensive, some 

customers are willing to pay for chicken essence. There are some questions occurred 

that why the chicken essence is still popular among all people? What are the factors 

that encourage consumers to be loyal to chicken essence? For this reason, the 

researcher is interested in studying this topic. The result of this research can help the 

entrepreneurs involving a stimulation of appropriate marketing activities and build the 

goods for driving force of consumers' brand loyalty. Due to the marketing of chicken 

soup that has increased rate continuously, it can take an advantage of the marketing 

share which would get the maximum benefits and could run their business with high 

efficacy as well as support the growth of the business in the future. 

 

1.2 Research Objectives 

1. To study the relationship between demographics and brand loyalty of 

chicken essence in Bangkok area. 

2. To study the relationship between brand awareness and brand loyalty of 

chicken essence in Bangkok area. 

3. To study the relationship between brand association and brand loyalty of 

chicken essence in the area of Bangkok. 

4. To study the relationship between perceived quality and brand loyalty of 

chicken essence in the area of Bangkok. 

5. To study the relationship between brand image and brand loyalty of chicken 

essence in the area of Bangkok. 
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1.3 Research Questions 

1. How do demographics (gender, age, education level, occupation and 

income) affect brand loyalty of chicken essence? 

2. How do brand awareness, brand association, perceived quality and brand 

image affect brand loyalty of chicken essence? 

 

1.4 Expected Benefits 

1. To guide the implementation of demographic factors in order to develop 

products and strategies of the chicken essence drinks as the target. 

 2. To acquire information about brand awareness, brand association, 

perceived quality and brand image used for analysis and development activities 

towards the loyalty of chicken essence consumers. 

3. To guide the planning of marketing strategies in order to create business 

advantage for growing the number of consumers and to maintain consumer 

repurchase. 

4. To update the strategy in line together with the pattern of consumer demand 

in order to be able to compete with competitors in the same business effectively. 

5. To be useful for those who interested in studying the marketing of chicken 

essence and to guide the development of further research. 

This information would be benefit to the entrepreneurs of chicken essence 

beverage supplement. It could be used for creating the marketing plan and strategy in 

order to stimulate the appropriate marketing activities and driving force of consumers' 

brand loyalty. It would give a lot of benefit and efficacy in order to develop the 

country’s business and economic both in maintaining and increasing marketing share.  
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1.5 The Scope of the Study 

The topic of this study is factors affecting brand loyalty of chicken essence 

brand towards consumers in Bangkok. The target population is people who consume 

the chicken essence in Bangkok area approximately 400 people, including both males 

and females who were over 15 year old. The questionnaire was a tool used for survey 

and data collection.  

 

1.6 Operational Definitions 

 The definitions of terms that are relevant to this study are listed as bellowing; 

1. Brand awareness: the memories of those consumers about the brand or the 

ability of customers to recall and recognize the brand. 

2. Brand association: the belief, feelings and attitudes of consumers towards 

the brand. It is association between the brand such as characteristics, features and 

benefits with the consumers' memories through the thought processes. 

3. Perceived quality: feeling of consumers that recognize the overall quality or 

quality of the product over the other brand with the consideration to the purpose of the 

use or the properties of the product. 

4. Brand image: the reflection of the products and brand name, which can tell 

how customers look or think about products. 

5. Brand loyalty: the great experiences of the consumers, accumulated until it 

became familiar and became the brand loyalty in the end. 

6. Family influence: influences derived from family and relatives. Such as 

feelings, habits, satisfaction and so on. 
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7. Brand identity: a key element in the branding for people to remember, see 

and feel the difference when compared to products and services with the same or 

similar model. 

8. Brand personality: something that represents the identity of the product and 

corporation. Referring to the determinant the clarity of the brand to associate sense 

with the brands. Brand personality is an important element of brand image makes the 

overall image of the brand to life. 

9. Brand position: is to determine a special feature of products how are unique 

in the match? With the race strategy, the company can choose the concept such as 

different presentation which leading low price or who are interested in a particular 

market segment. 

10. Brand equity: the brand of the product that consumers see as valuable. It is 

the brand that consumers have a positive attitude on the properties of the product and 

favorite that brand. 

11. Brand recall: it happens when consumers recall the brand name without 

any motive. 

12. Brand recognition: it happens when consumers recall the brand name with 

the help of some other motives, for example, when they see the advertisement or 

overheard of something about that brand. 

13. Consumer perceives quality from intrinsic attributes: The intrinsic 

attributes are related to the physical aspects of a product (e.g. colour, flavour, form 

and appearance). 

14. Consumer perceives quality from extrinsic attributes: The extrinsic 

attributes are related to the product, but not in the physical part of this one (e.g. brand 

name, stamp of quality, price, store, packaging and production information). 
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CHAPTER 2 

REVIEW OF LITERATURE 

 

 According to the research on the topic of factors affecting brand 

loyalty of essence of chicken brand towards consumers in Bangkok, researcher 

studied the associated theories and concepts of other researchers to use as a source of 

this certain research, which are; 

2.1 Theoretical model 

2.2 Conceptual framework 

2.1 Theoretical Model  

 In this theoretical model, the literature review of relevant issues were explored 

from the secondary data in four issues that are related to this study, which are 

2.1.1 The concepts and theory of demographics 

2.1.2 The concepts and theory of brand 

 2.1.2.1 The concepts and theory of brand awareness  

 2.1.2.2 The concepts and theory of brand association 

 2.1.2.3 The concepts and theory of perceived quality 

 2.1.2.4 The concepts and theory of brand image 

 2.1.2.5 The concepts and theory of brand loyalty 

2.1.3 The related literature 

 

2.1.1 The concepts and theory of demographic characteristics  

People are normally differentiated by their physical, mental, socio cultural and 

emotional status, which would make each person have each unique individual special 

task. According to Defleur & Ball-Rokeach (1982), people have different personality 
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and psychological conditions, which are caused by learning different cultural from 

different environment. Thus, this would eventually lead to different believes, 

attitudes, values and personalities.  

 The theory of Defleur & Ball-Rokeach (1975) claimed that the personality of 

each person was related to the characteristics of that individual person or the 

demographic. It could be described that people who have similar personality would be 

more likely to gather in the same society. Hence, these people would choose and 

accept similar kinds of news or information. In the past, the concept of stimulus-

response or the S-R theory had been used to develop and improve the individual 

differences theory, which is now used as the indicators that different kind of person 

would receive different news or information. 

 Hanna & Wozniak (2001), Shiffman & Kanuk (1997) described the 

characteristics of demographic in similar way. They stated that the demographic 

characteristics mean the information associated with each person, such as age, gender, 

education, profession, income, religion and nationality that influence the personality 

of consumers. These factors were usually used as the basic standard that marketers 

would consider to apply in the market segmentation by associating with the demand 

and the rate of consumers. 

 Apparently, these two concepts are matched with the theory of Swenson 

(1992), which indicated the study about the understanding and important of the 

demographic characteristics.  It would allow the idea of demanding in limitation of 

particular target group to occur. This concept would limit the target group that has the 

same compartment to be separated from the big market, which is full of many 

different kinds of consumers. Thus, this method, market segmentation, is used to 
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improve the business focusing only on the appropriate particular market instead of 

responding to the common market.  

 As the result, the demographic characteristics, such as gender, age, family 

status, education, profession and salary have played an important role in personality 

and feelings of the consumers. 

 The demographic characteristics taken in this research are; 

1. Gender 

Normally, both males and females are strongly different personalities and 

thoughts from each other such as ideas, interests, values, attitudes, lifestyles or 

choices of consumption. So the marketer needs to set the target group in order to 

make marketing plan correctly and effectively. According to the research of Xie & 

Chirapanda (2013), they found that more females had significant effect on the 

purchase intention of the electronic cooking appliance than males. This was claimed 

that they would have different ideas, thoughts, attitudes and lifestyles. However, some 

of the research showed that both males and females had similar ideas, thoughts, 

attitudes, values, lifestyles and choices of consumption. 

2. Age 

It is the significant difference that age causes people to think and act 

differently. Younger people usually are liberalism, idealism and optimism more than 

older people, while older people, who have more experience in their lives, are more 

conservative and pessimistic than the younger. Moreover, older people like to receive 

hard news more than entertainment. Thus this causes people with different ages have 

different interests and different interpretation in that particular information as they 

have different physical factors and experiences. It could be stated that demanding or 

interesting in buying the products would alter according to the age of the consumers, 
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which causes the target group who earned products response differently and have 

different level of satisfactions. According to Protor et al. (1996) said, age affected the 

demand of a certain product and services. 

3. Income, education and occupation 

These three factors are significantly related to each other. As a person who has 

high education would have a better opportunity to have a higher profession with 

higher income, for example, doctors, engineers and business man. Thus, the 

consumers with high salary would have different styles in choosing and consuming 

the products, while poorer people who have poor standard of education would choose 

and consume lower-cost products (Schiffman & Kunak, 1997). Furthermore, the 

research of Greenberg, et al. (1968) found that people who had high standard of 

education and high incomes would allow themselves to open and get more 

information than the poorer. As the result, people with high education, high 

profession and high salary would always be pushed to learn and get more new 

information and eventually improve and help themselves make an appropriate 

decision in the right situation.   

 

The demographic characteristic is the one factor that influences the brand 

loyalty.  These factors of age, gender, profession, education and income are aimed to 

make customers consume different kinds of products and services (Laroche et al., 

2001; Syed, 2003). In conclusion, the person with different demographic 

characteristics would have different ideas and decisions in consumption. 
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2.1.2 The concepts and theory of brand 

Aaker (1991) stated that "A brand is a distinguishing name and/or symbol 

(such as logo, trademark, or package design) intended to identify the goods or 

services of either one seller or a group of sellers, and to differentiate those goods or 

services from those of competitors. A brand thus signals to the customer the source of 

the product, and protects both the customer and the producer from competitors who 

would attempt to provide products that appear to be identical". Which is consistent 

with Kotler (2003) stated that brand can be the name, term, symbol, design or the 

combination of all these together, which would determine the product and the service 

of a company or a group of companies. It is used to differentiate the product of one 

company from the others competitive company. Brand name and the trademark are 

both creating the brand. 

Brand is a feeling or impression overall to brand which is created within the 

minds of consumers by advertising, experience using the product, cooperating image 

and personnel from goods and services as well as any experience about goods and 

services of that brand. 

Brand is everything that the product exists as well as some feel that the 

consumers have with the product or the brand. As regards personality, trust / 

reliability, confidence, status, share experience, relationship or can explain that brand 

= Tangible + Feeling. 

As said that the brand will give both physical satisfaction and emotional 

satisfaction. So branding could be an important role in influencing a purchasing 

decision of consumers. It is the feelings of consumers towards their brand. Therefore, 

even if it is the same brand name, but in the sense of individual consumers have 

different feelings. 
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Branding is a simple and concise. 

1. Positioning = the market positioning of the product. 

2. Differentiation = to make a difference in the feelings and emotions. 

Branding to create the good, must know their strengths and special feature 

differences (Unique selling proposition) and then present it to come out, people get to 

know before competitors. A standing in a standing don't change by positioning theory 

is important as the one in the mind of the consumer, because most people will 

remember the first thing that come through their mind always. The branding is very 

important to build a reputation as a reputable source of trust is a source of credit and 

is something that imply the past and define the future. Therefore brand is something 

that helps add value to the business. 

Branding systematically will start from finding a different position of the 

brand + brand personality = brand identity. In the process of creating brand, 

components of behavior are the most important. Brand identity is not only designed 

the logo, but must be broadcasted in all activities of the brand. Which could create a 

relationship between the brand and the target group literally. 

Therefore, truly successful goods and services must understand that what is a 

brand and organizations need to think about design the overall composition in the 

branding in order to create maximum effectiveness. 

 

2.1.2.1 The concepts and theory of brand awareness 

 Aaker (1991) & Keller (2003) stated that brand awareness was the 

memories of those consumers about the brand or the ability of customers to 

recall and recognize the brand. Thus, brand awareness played an important 

role in building the brand. According to Sovina & Collins (2003), having 
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brand awareness was an advantage for the brand as it helped consumers to 

remember the brand easier, which helped them to identify the brand under 

different conditions. 

 In addition, Alba & Hutchinson (1987) mentioned that brand 

awareness was an exposure to a brand which could be measured from 

consumers’ recognition. It could be then rate the mindset of the consumers, 

such as recognition, recall, top of mind and brand dominance (the only brand 

recalled) (Aaker, 1996). 

 To summarize, awareness means how consumers recognize and 

remember the brand’s product and the service of the brand. For example, 

asking “what is soap brand that you know?” the brand that consumers 

answered is the brand that they recognize and familiar with the most. 

However, awareness is not the only important part of product’s brand, but also 

the perception and attitude of the brand, which all of these will produce the 

brand loyalty inside the customer’s mind (Aaker, 1991). Thus, it is important 

to make the brand win the consumers’ heart. 

 

 Methods of making a brand popular 

1. Staring for brand knowledge; making consumers to recognize the 

brand name is the first step to let them remember the characteristics, shape, 

advantages and procedure of using the product (Aaker, 1996). So making the 

consumers to know and get familiar with the product is called product 

knowledge (Keller, 1993). 

2. Familiarity; it is the experience between the product and consumers. 

When consumers get familiar with the brand and overheard of the brand name 
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many times, they will automatically create trust, recognize the brand and being 

enough reason for consumers to the product (Aaker, 1991). 

3. Be different; it is important to create the brand with specific design 

and make it easy to be distinguished from other brands, as it helps to catch 

customers’ attention. Also, it allows customers to recognize the brand easier. 

4. Involve slogan or jingle; creating slogan or jingle is the easy way to 

remember, so that the consumers can easily remember the brand. 

5. Symbol exposure; it is easier for consumers to remember the sign of 

the brand. 

6. Communication; The way they use all the media to advertise the 

brand, which helps consumers to understand more about the product and get 

familiar and remember with the brand faster.  

7. Event sponsorship; being a part of sponsor for some activities, such 

as tennis competition, charity and concert, as these activities are focused on 

some particular target group. Thus, being a sponsor for these events will make 

the consumers recognize the brand easier. 

8. Consider brand extension; to use the sign of the brand for other 

products as well, so this will emphasize the customer about the brand name 

and allow consumers to recall the product easier. 

9. Sale promotion; it is another way to capture the consumers’ 

attention, as consumers are usually interested in the sale promotion. Hence, it 

is the way to be more effective. 
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There are 2 kinds of brand awareness; 

1. Brand recall; consumers can recall the brand name without any 

motive. 

2. Brand recognition; consumers can recall the brand name with the 

help of some other motives, for example, when they see the advertisement or 

overheard of something about that brand. However, this proves that consumers 

are still familiar with the brand name. 

 

It can be concluded that these factors namely brand name, logo, 

symbol, sale promotion, and so forth to certain associations in memory, are 

needed as the ability to make consumers to recall or recognize the brand 

(Keller, 2003). 

 

2.1.2.2 The concepts and theory of brand association 

 Brand association is what the marketers create, such as characteristic, 

features and benefits that connects with the brand, in order to create some 

mindset about the brand to the consumers. Through the thought processes, it is 

the belief of consumers to the brand (Aaker, 1991). Letting the consumers 

recognize is what the category product. When connecting, the consumers 

recognize the image of product and consumers to know the brand position of 

product or mean some attitudes and feelings of consumers towards brands 

(Kotler & Keller, 2006). However, consumers might have some positive or 

negative feeling to the brand, depending on their experiences of how 

incredible, memorable, or consistency of the brand. 
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 Furthermore, Aakar’s theory had been supported by other 

academicians, such as Biel (1992), Keller (1993), Alba & Hutchinson (1987) 

& Park & Srinivasan (1994) which, had been reported that brand association 

had been created due to the feelings and experiences of consumers towards the 

brand. Arising from the experience, it was able to distinguish the different of 

the product feature and can help consumers to make decision easier when 

buying the products because it is the scope of the search for information on 

purchasing decisions (Osselaer & Alba, 2000). Also, this helps to reflect the 

features of the product (Chen, 2001). 

 Moreover, brand association is to create value for the company and its 

clients. By creating process and drawing a distinction, both in terms of 

generating positive attitudes or feelings, differentiate the brand, provide a 

reason to buy the product and provide a basis for extensions. Thus, a 

differentiating association can be a key competitive advantage. Associations 

represent base for purchasing decisions and for brand loyalty (Aaker, 1991). 

Brand association and brand awareness are similar as they have the same 

characteristic that formed by customer-brand contact, which means the attitude 

of the customers towards the brand (Keller, 2003) as well as connection or 

closely relationship of the consumers towards the brand (Aaker, 1991 & 

Fournier, 1998). 
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To create the connection with the consumers for understanding the 

product will make these benefits; 

 
 

 

 

  

 

 

 

 

  

 Source: David A. Aaker, 1991 

 

Figure 2.1 The Value of Brand Associations 

 

 1. Help process/ retrieve information; customers use brand associations 

to help process, organization, and retrieve information in memory to aid in 

making purchase decisions (Aaker, 1991; Low & Lamb, 2000) 

  2. Differentiation of the brand; it will allow the product to become 

more outstanding, which gives the benefits to the product. These outstanding 

when linked to the product, will make the consumers to understand more 

about the product. If the product has differentiation but the consumers do not 

understand or do not recognize, is useless. Thus, associating the outstanding 

with the product makes the differentiation become a competitive advantage 

(Aaker, 1991). 

  3. Reason-to-buy; it means what marketers use the link to the product, 

most often a feature that is useful to the consumers. Thus, it is important to 

explain the properties of the product to the consumers, so that they could 

trust and buy the product (Aaker, 1991; Osselaer & Alba, 2000). 

Associations 

Help Process/Retrieve Information  

 

Differentiate/Position 
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Create Positive Attitudes/Feelings 

 

Basis for Extensions 
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 4. Positive attitude/ feeling; it is to specify the positive thing about the 

product to acknowledging of the consumers. It will create the positive 

attitude of the consumers towards the product and it is the result to purchase 

them (Aaker, 1991).  

5. Basic for extension; it is to use the sign of the brand of accepted 

product with other products to create more trust on that particular product, so 

that it would help the company to gain more trust from the consumers 

(Aaker, 1991). 

 

2.1.2.3 The concepts and theory of perceived quality 

 Perception is the process that persons select, organize and interpret 

with the stimulus by using the senses in order to create the meaningful image. 

It also means that the method of how individual perceives things by the same 

stimulus, in the same condition but it has different ways of perception, 

selection, organization and interpretation. It can be said that perception is what 

people process thing based on their needs, values and expectations. 

 Perceived quality is acknowledged as “It is not the real quality of the 

product but the consumer judgment about a product’s overall excellence or 

superiority” (Zeithaml, 1988). Objective of quality refers to the technical, 

measurable and verifiable nature of products/services, processes and quality 

controls. The best way for a brand increasing perceived quality is to invest in 

improving its real objective quality. As it is impossible that the consumers can 

make a right judgment and a perfect objective quality, thus the quality 

attributes are used to create the association between them (Olson & Jacoby, 
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1972; Zeithaml, 1988; Ophuis & Van, 1995; Richardson et al., 1994; Acebro´n 

& Dopico 2000). 

 Na et al., (1999); Boulding et al., (1993); Zeithaml (1988) & 

Steenkamp (1997) stated that consumers perceive quality from intrinsic and 

extrinsic attributes. The intrinsic attributes are related to the physical aspects 

of product (e.g. colour, flavour, form and appearance).  On the other hand, 

extrinsic attributes are related to the product, not in the physical part of this 

one (e.g. brand name, stamp of quality, price, store, packaging and production 

information (Bernue´s et al., 2003). It is difficult to generalize all the attributes 

as they are specific to the product categories (Olson & Jacoby, 1972 & 

Anselmsson et al., 2007). This corresponds to the theory of Gronroos (1984) & 

Yoo et al. (2000) mentioned that the quality of the brand would be noticed 

through the communication by some marketing advertisement. Thus, the 

consumers could acknowledge the quality of the brand from direct experience 

and information received from environmental factors. However, the meanings 

of the perceived quality were included in the person that had never been used 

the product before or never had direct experience, while overheard and 

awareness something through the media allow mentioned above. By 

measuring the quality, can be measured as follows; 

 Quality dimensions of products 

Performance      = operating characteristics 

Features      = important special characteristics 

Flexibility      = meeting operating specifications over time 

Durability      = amount of use before performance deteriorates 

Conformance      = match with pre-established standards 
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Serviceability      = ease and speed of repair or normal service 

Aesthetics      = how a product looks and feels 

Perceived quality = subjective assessment of characteristics (product image)  

 Quality dimensions of services 

Timeliness      = performed in promised period of time 

Courtesy      = performed cheerfully 

Consistency      = giving all customers similar experience 

Convenience      = accessibility to customers 

Completeness      = fully serviced, as required 

Accuracy      = performed correctly each time 

 Furthermore, once the perceived quality is created, it can make a 

difference of the product position, as the quality of the product could identify 

the level of the product. The product with high quality could attract more 

consumers; it seems the reason to buy (Morton, 1994). Also, it is a good basis 

to set the brand extension (Aaker, 1991). It could be an interest in 

intermediaries between distribution channels. Finally, it will affect the price, 

according to Kotler (2003) mentioned that when the product was the high 

quality product, the company could set a product high price and quality. 

However, the consumers will still estimate the product’s price whether it is 

appropriate with quality or not.  If the price is too high the consumers will not 

buy the product again. If the price is worth its quality, the consumers would 

definitely buy the product. 
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2.1.2.4 The concepts and theory of brand image 

In general, an image means characteristics, attitudes or appearances of 

a person or organization. It can also mean the emotional showing of a person. 

Kotler (2000) explained that the image was the center of belief, thoughts and 

impression that a person had. Thus, the attitude and the behavior of person 

would relate to what a person interested or admired to. 

 In terms of brand, it can be the name, term, symbol, design or the 

combination of all these together, which would determine the product and the 

service of a company or a group of companies. It is used to differentiate the 

product of one company from the others competitive company (Kotler, 2003). 

Brand name and the trademark are both creating the brand. 

 Keller (1993) stated that brand image was how customers recognize 

about the brand. It was the way of customer to perceive about the brand 

(Aaker, 1996). It also was a set of association that might not reflect to the real 

objective (Aaker, 1991).    

 For brand image, it means the feelings of the customers when looking 

or talking about the brand. Temporal (2000) stated that the brand image was 

the reflection of the products and brand name, which told how customers look 

or think about products. However, the brand image was different from the 

brand identity, which the advertisers would first change the look of brand 

image before the brand identity. 

 Randazzo (1993) claimed that the brand image and the brand identity 

had the same meaning. He also stated that the brand image was a component 

of brand in the part of product components and perceptual components, which 
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formed various factors such as the advertisement, packaging, labeling, 

trademark and the experience of using that product. 

 Brand image, nowadays that consumer are apparently the image to 

reflections from the marketing communication activities of the brand that 

consumers perceived. On the other hand, the brand identity, brand personality, 

and the position of the brand were the role that the brand needs to plan in order 

to a part of the brand (Aaker, 1996). 

 Moreover Zimmer et al. (1999) found that perceived quality and brand 

image perceptions had effects on consumer demand.  

 Thus, the brand image means the overall reflection of thoughts and 

feelings of consumers to the brand. The brand image usually comes from the 

advertisement or other marketing communication activities of the brand, 

which influence the consumers to believe and perceive it and increase the 

relationship between customers and the brand. Thus, it would cause the brand 

image to have a significant effect on customer’s decision as the consumers do 

not only want the physical benefits, but also the mental benefits as well. 

 It is the significance that the advertisement could promote the brand 

image and it is also a long investment that would preserve the brand image in 

the positive way. The advertisement would relate the brand name to the 

particular experience that composed of individual, scene or events that the 

consumer would not get from other brands. 
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2.1.2.5 The concepts and theory of brand loyalty 

 Jacoby & Chestnut (1978) & Schultz (2005) explained that loyalty 

meant the different types of repeated purchasing behavior of a customer. This 

would affect the creating, maintaining and protecting the market of that 

product to gain maximum benefits in a long period of time. 

 According to Dick & Basu (1994) & Taylor et al. (2004), brand loyalty 

was created by two factors, which were attitudinal and behavioral. The 

attitudinal was formed by the positive feelings of the consumers towards the 

brand, or created by the connection of the brand attitudes and the consumer’s 

preferences. Besides, behavior was the way that the consumers behave which 

results in a certain purchase habit. So it can be said that brand loyalty has an 

influence on the consumers’ experience, which is accumulated until it 

becomes familiar and brand loyalty (Kotler & Keller, 2006). 

 Aaker (1991) also mentioned that brand loyalty was the important 

factor for building up the brand equity. It was important to measure the 

consumers’ perspective of the brand loyalty for management interest in the 

value of brand equity (Keller, 2000). Also, brand loyalty could measure the 

relationship between the consumers and the brand by observing the amount of 

the products which had been sold (Keller, 1998). 

 In addition, Aaker (1992) stated that when consumers were loyal to the 

particular brand, it gave the benefits to those brands by reducing the marketing 

costs, trade leverage, attracting more consumers and competitor’s threats. 

 Brand loyalty is now all the companies’ demand. When the consumer 

has the loyalty to that particular product or brand, the brand will gain the brand 

value. Moreover, when the consumers give high loyalty to that particular 
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brand will means that the brand would get the opportunity to strengthen their 

brand both to the sales and investment of the business. Also it would help to 

expand the market in the future. 

 However, having loyalty towards that product does not mean that all 

the consumers have the same level of loyalty. In fact, the level of brand loyalty 

could be categorized in many groups or a lot of loyalty segmentation 

(Grembler & Brown, 1996). Aaker (1996) claimed that the loyalty of the 

customers separated into main 4 parts, which were; 

 

Sourse: David A. Aaker, 1996 

 

Figure 2.2 Brand Loyalty 

  

 

 1. Non-customers; this group was a group who used the product of 

other competitive companies, or who never used the product that a company 

did not have (Aaker, 1996). 
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 2. Price switcher or no reason to change; this was a group of persons 

who had low loyalty in the brand. Price of the product was the main factor that 

influences their decisions to buy the product. This group of persons would 

change to use other products immediately when compare the price of products 

used to other competitive companies. Thus, the price was the factor to create a 

repetitive in purchasing behavior (Aaker, 1996). 

 3. Fence sitter; this happened when the products were put in the same 

place as the competitive company, but the customers did not see the different 

and trust on all the products of different company, they would decide to use 

any product from any company without any emotional effect. The customers 

would alter the product used all the time without concerning the different 

(Aaker, 1996). 

 4. Committed loyalty; this was a group of customers that all the 

companies desire for. This group of customers would commit to the only 

brand they use, so called “my brand”. This group would buy only the product 

from this brand and would never hesitate to buy (Oliver, 1997, 1999). This 

causes the repetition in purchasing behavior of the customers (Keller, 1998). 

However, creating the brand loyalty was not easy, it took time and understood 

what the clients need in order to make the company looks stronger and keeps 

the long relationship towards customers and traders (Aaker, 1996). 

 Thus, brand loyalty means the consumers’ adoration and faith on one 

particular brand, and they choose to buy that brand without any hesitation. It is 

difficult to change mind to another brand. The consumers are familiar with 

that brand so much. 
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2.1.3 The related literature 

 The researcher studied the researches, which were the research involved as 

follows. 

Zain & Jamalulail (2003) did the research on the topic of “Effect of Taking 

Chicken Essence on Stress and Cognition of Human Volunteers”. The result showed 

that attacking by stress was a normal event that everyone would face it. However, 

there are many ways to cope with stress. Stress usually helps people prepare and get 

ready to stand against challenging events or danger situations that might happen. For 

example, having a stress before having the exam would stimulate or trigger a student 

to study and focus on their exam instead of going out to the bar. However, having an 

excessive stress would lead to poor performance. This result has evaluated the study 

of the effect of a commercial essence of chicken (CEC) on various parameters related 

to stress and cognition of human volunteers. CEC is produced by a hot-water 

extraction process from chicken meat under high pressure condition, which contains 

concentrated amounts of proteins, amino acids and peptides such as carnosine 

compared to homemade traditional chicken soup. This unique process in CEC, amino 

acid and bioactive peptides are highly absorbed and presented in CEC. This 

experiment was held in order to see the effect of comparison between a placebo and 

carageenan on a group of stress medical students before their examination. Students 

were randomly divided into three groups; each group was given CEC, placebo or 

carrageenan to drink every day for two weeks. Students were also given tests, which 

are general health questionnaire (GHQ), SF36, digit span, construction of figures, 

three-min memory test, comprehension and mental arithmetic to evaluate their mental 

and physical well-being as well as attention and memory before and after the 

experiment trail. Lastly, the result showed that students who drank CEC every day 
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during two weeks had a better performance than those two groups, who did not drink 

it.  

 Chumtong (2009) has done research on “Influences of integrated marketing 

communication tool behaviors of functional drinks for maintaining brain and memory 

among consumers in Bangkok”. The study found that demographic characteristics had 

an effect on the consumer behavior of functional drinks for maintaining brain and 

memory in terms of brand selection, purchasing reason, and purchasing place. People 

who influenced with purchase decision, sources of purchasing information, 

purchasing frequency and decision making for purchasing in the future, integrated 

marketing communication effected to the consumer behavior of functional drinks for 

maintaining brain and memory in terms of brand selection, purchasing reason, 

purchasing place, people who influenced with purchase decision, sources of 

purchasing information, frequency and decision making for purchasing in the future at 

statistical significance level of 0.05. 

 Tiwsangvarn (2010) has done research on “Consumer Needs and Factors 

Affecting Consumer Buying Decision of Thai Male for Functional Drink”. The 

objective of this study was to investigate consumer needs and factors affecting 

consumer buying decision of functional drink for Thai male consumers. The designed 

questionnaire was used as a tool for evaluation. The study showed that two hundred 

and ten consumers who consume functional drink product wanted the functional drink 

with a benefit of brain and memory nourishment, and relieving tension. It could be a 

ready to drink, mixing with fruit juice, having sweet and sour taste without 

carbonation, and providing normal calorie. The highest price per unit of this drink that 

consumers were willing to spend was approximately thirty baht. Factor analysis (FA) 

technique classified twenty-one variables affecting consumer buying decision into six 
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factors. The explanation of totally cumulative variance was 64.78%. These six factors 

were 1) health benefit and safety, 2) marketing, 3) taste and appearance, 4) package 

and label, 5) thirst quenching and energy and 6) shelf life. These results could be 

useful for generating the product concept and developing novel functional drink 

product for Thai male consumers. 

 In 2008, Thipatdee has studied on the topic of “Factor Influencing Consumers’ 

Brand Loyalty on Singha Drinking Water in Bangkok”. The study looked at 

individual information, behavior of consuming bottle water, brand awareness, brand 

image and brand loyalty to Singha water bottle. The result showed that the consumers 

were usually women who had age between 21 and 30, having bachelor degree, and 

working in a private company with salary of 5000-10000 Baht. The consumers 

believed in brand image and created loyalty to the brand. Even though brand image 

associated with brand loyalty, brand awareness had no connection to the brand loyalty 

at all.  

According to Charoenphan (2009), the research was to examine “The factors 

affecting brand loyalty towards fermented milk”. This study showed that the 

association between family influence, brand awareness, brand associations, perceived 

quality and brand loyalty. Fermented milk was used to examine the research that was 

held with the brand loyalty consumers aged below forty who worked around Silom, 

Sathorn and Surawong. The primary data was firstly collected from three hundred and 

ninety nine respondents. The result showed that family had a significant impact on 

brand awareness, brand associations and perceived quality, which the most important 

factors were leading to brand loyalty. 

Rungdara (2006) has mentioned “The Relationship between Corporate Brand, 

Product Brand and Buyer’s Decision of Multinational Company in Thailand: A Case 
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Study of Detergent Powder Product was to explain the effect of corporate brands in 

order to make decision in buying products in Bangkok, Thailand”. This research can 

indicate the factors of corporate brands related to the brand of multinational 

companies in Thailand that focused on studying the brand awareness of consumers. 

The study showed that the product had significant impact on making decision in Thai 

people. However, the corporate brand had no effect to make decision in buying the 

detergent powder. Also, the corporate brand was strongly associated with product 

brand. 

Gil, Andres & Salinas (2007) did the research on the topic of “Family as 

source of consumer-based brand equity”. The objective of this research was to 

analyze the impact of family on consumer based on brand equity. The information of 

the brand (price, promotion and advertising spending) was given to the family and the 

firm to interpret as the source of consumer based brand equity and its dimension. The 

study was held with young adults (18-35 years old) by using the structural equations 

model. Six different brands of milk, toothpaste and olive oil were used as samples to 

analyze the brand equity. The result proved that family had an impact on the 

information of brand awareness, brand association and perceived quality in positive 

way, which could later lead to the brand loyalty and overall brand equity. The effects 

of the information provided by the family were higher than those of marketing 

variables studied. It also showed that brand loyalty was more similar to the brand 

equity than brand awareness, brand association and perceived quality. 

Huang (in press) did the research on the topic of “The Effect of Customer 

Loyalty Program and Service Quality on Customer Loyalty: Hypermarket in 

Bangkok”. The purpose was to indicate the effect of customer loyalty program and 

service quality on customer loyalty and research whether the mediators can trust to 
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make commitment and satisfy the loyalty program, service quality and customer 

loyalty in Bangkok hypermarket industry. The quantitative research was used in this 

study. Distributing four hundred questionnaires to customers of hypermarket by using 

face to face survey for collecting data. The questionnaires were collected at the 

location near Big C and Tesco Lotus in Bangkok downtown. The structural equation 

model was used for data analysis. The result showed that the customer loyalty 

program and service quality had a little impact on customer loyalty through the 

mediators of commitment, trust and satisfaction. 

Hou (in press) studied on the topic of “The relationship among brand 

awareness, brand image, perceived quality, brand trust, brand loyalty and brand equity 

of customer in China’s Antivirus Software Industry”. The objective was to study the 

inducing factors of brand equity and to study the relationship among brand awareness, 

brand image, perceived quality, brand trust, brand loyalty and brand equity. The 

quantitative study was used to present this data. Four hundred questionnaires were 

collected by using an online survey website. The respondents were the customer of 

antivirus software. This data was evaluated by a structural equation model. While the 

result showed that brand awareness had a positive impact on brand trust, which also 

associated to brand equity.  Brand image had an indirect impact on brand equity 

through perceived quality and brand trust. The understanding of quality had an 

indirect impact on brand loyalty by influencing the brand trust. However, brand 

loyalty had positive association to brand equity.    
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2.2 Conceptual Framework 

This research emphasizes on some variables that have an effect towards brand 

loyalty. This study is conducted by the researcher applying the research model from 

Charoenphan, (2009). In previous study, the researcher had considered the factors of 

brand awareness, brand associations and perceived quality affecting to brand loyalty. 

 

Source: Charoenphan Ornprapa (2009). “Factors Affecting Brand Loyalty towards Fermented Milk in 

Bangkok, Thailand,” International Journal of Business and Economic, pp.79-91. 

 

Figure 2.3 Factors Affecting Brand Loyalty towards Fermented Milk in Bangkok, Thailand 

 

 

From Figure 2.3, framework has been considered the relationship between the 

family influence and brand awareness, brand association, perceived quality. And also 

considered the relationship between brand awareness, brand association, perceived 

quality and brand loyalty. These variables are the sources of consumers perceived. 

Following Ornprapa, (2009) stated “The relationships between all variables in the 

model, Relations were all positive,” while Gil, Andres & Salinas (2007) stated “The 

brand awareness-associations had positive relationship with brand loyalty, but the 

perceived quality had not positive relationship with brand loyalty”. 
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Another model from Li & Chaipoopirutana (2014). The researcher emphasized 

on some variables that had an effect towards brand loyalty, which considered the 

factors of brand image affecting to brand loyalty. 

 

 
Source: Li Zhaoyang & Chaipoopirutana Sirion (2014) “The Important Factors that Influence on 

Building Brand Loyalty towards Chang’An Car Brand in Xi’An City, Shaanxi, China,” International 

Journal of Business and Economics, Vol. 6 No. 2, 2014, pp. 119-132. 

 

Figure 2.4 The Important Factors that Influence on Building Brand Loyalty Towards 

Chang’An Car Brand in Xi’An City, Shaanxi, China 

 

From Figure 2.4, framework has been considered the relationship between the 

customer satisfaction, price fairness, brand value, brand trust, brand affect, brand 

image and brand loyalty. The results of this study showed, these results had low 

positive relationship between customer satisfaction and brand loyalty, brand trust and 

brand loyalty, brand effect and brand loyalty, and brand value and brand loyalty. The 

other one showed a medium positive relationship between price fairness and brand 

loyalty. Besides, brand image had high positive relationship with brand loyalty (Li & 

Chaipoopirutana, 2014).  

Last model from Buapetch (2013). The researcher considered the variable of 

demographics which effect to brand loyalty. 
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Source: Buapetch Vimolmas (2013) “Management Factors that Influence Customer Loyalty in Brand 

“Tesco Lotus” of Consumer in Bangkok” Journal of Marketing and Communication, Vol. 1 No. 1, 

2013, pp. 65-80. 

 
Figure 2.5 Management factors that influence customer loyalty in brand “Tesco Lotus” of 

Consumer in Bangkok. 

 

 According to the Figure 2.5, framework has been considered the relationship 

between the demographics, consumer behavior, marketing mix, customer relationship 

management and brand loyalty. The results of this study in part of demographics 

showed, demographics; the status different impact on loyalty to the brand “Tesco 

Lotus” was different but sex, age, education, occupation and income differences affect 

to brand loyalty to brand “Tesco Lotus” was no different (Buapetch, 2013). 
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2.2.1 Framework this research 

Aforementioned, the researcher studied the topic of factors affecting brand 

loyalty of chicken essence brand towards consumers in Bangkok. The model was 

developed as following. 

 

Independent Variable    Dependent Variable 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Source: Developed from the other authors for this study 

 
Figure 2.6 Conceptual Framework of the research 

 

 

 

Brand Awareness 

Gil, Andres & Salinas (2007) 

and Charoenphan, (2009) 

Brand Association 

Gil, Andres & Salinas (2007) 

and Charoenphan, (2009) 

Perceived Quality 

Gil, Andres & Salinas (2007) 

and Charoenphan, (2009) 

Brand Image 

Li & Chaipoopirutana (2014) 

Brand Loyalty 

H2 

H3 

H4 

Demographic 

- Gender - Age 

- Occupation - Income 

- Education Level 

Buapetch (2013) 

H5 

H1 
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As you can see, Figure 2.6 was the conceptual framework of this study.  It 

showed the relationship of demographics with brand loyalty, brand awareness with 

brand loyalty, brand association with brand loyalty, perceived quality with brand 

loyalty and brand image with brand loyalty.  

 

2.2.2 Hypothesis 

 The following hypotheses were developed to analyze the dependency of brand 

loyalty on demographics, brand awareness, brand association, perceived quality and 

brand image. There were five hypotheses as follows: 

 

Hypothesis 1: The demographics have positive relationship with brand loyalty. 

 Hypothesis 1.1: The genders have positive relationship with brand loyalty. 

 H1: There is a difference in brand loyalty between male and female. 

 H0: There is no difference in brand loyalty between male and female. 

 Hypothesis 1.2: The ages have positive relationship with brand loyalty. 

 H0: There is no difference in brand loyalty between age groups 

 H1:  There is a difference in brand loyalty between age groups 

 Hypothesis 1.3: The educations have positive relationship with brand  

 loyalty. 

 H0: There is no difference in brand loyalty between education groups 

 H1:  There is a difference in brand loyalty between education groups 

 Hypothesis 1.4: The occupations have positive relationship with brand 

 loyalty. 

 H1: There is a difference in brand loyalty between occupation groups. 

 H0: There is no difference in brand loyalty between occupation groups. 
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 Hypothesis 1.5: The incomes have positive relationship with brand 

loyalty. 

 H1: There is a difference in brand loyalty between income groups. 

 H0: There is no difference in brand loyalty between income groups.  

Hypothesis 2: The brand awareness has positive relationship with brand loyalty. 

H0: There is no relationship between brand awareness and brand loyalty  

H1:  There is a relationship between brand awareness and brand loyalty 

Hypothesis 3: The brand association has positive relationship with brand loyalty. 

H0: There is no relationship between brand association and brand loyalty  

H1:  There is a relationship between brand association and brand loyalty 

Hypothesis 4: The perceived quality has positive relationship with brand loyalty. 

H0: There is no relationship between perceived quality and brand loyalty  

H1:  There is a relationship between perceived quality and brand loyalty 

Hypothesis 5: The brand image has positive relationship with brand loyalty. 

H0: There is no relationship between brand image and brand loyalty  

H1:  There is a relationship between brand image and brand loyalty 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

The study on the topic “Factors affecting brand loyalty of essence of chicken 

brand towards consumers in Bangkok” is a survey research that used questionnaire as 

an instrument for data collection. The process of data analysis used a quantitative 

analysis method. It has significant way to perform the process into several steps, 

resulting in the best data from the sample group. Besides, after getting the data results, 

this data will be used for further analysis with statistic procedures, which are; 

 1. Population and Sample Selection 

 2. Research Instrument 

 3. Instrument Testing  

 4. Data Collection 

 5. Making Data 

 6. Data Analysis 

 

3.1 Population and Sample Selection  

 Because researcher did not know the exact number of people who have the 

essence of chicken in Bangkok area, how many there were. Hence, the population was 

the customers, who have the essence of chicken soup in Bangkok area 

Therefore, the researcher calculated the sampling by using a formula WG 

Cochran (1951). The confident level of 95% and 5% sampling error were considered 

at the level of +/-5%. The calculation of the sample size was shown as following; 

Formula   n = P (1-P) Z
2
 

      e
2 
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When, 

 
n = Sample size 

P = The estimated proportion of an attribute that is present in 

the population (0.50) 

   e = The acceptable sampling error (0.05) 

Z = Value of standard normal distribution for desired level of 

confidence (1.96) 

n = 0.50 (1-0.50) (1.96)
2
 

    (0.05)
2 

     n = 385 

To get the sample for this study, it consisted of the sample size of 385 

people, and 15 people for sparing. Therefore, the total of samples was 400 

people.  

Convenience sampling was used as the sampling method. A 

questionnaire was used for data collection. 

 

3.2 Research Instrument 

The research instrument for data collection was a questionnaire. It had six 

parts which was all the Closed - ended questionnaire. 

 Part 1: Study of the demographics of the respondents including gender, age, 

education level, occupation, income per month, with five items. That was used for 

measuring general information adopting from Chirapanda (2010) & Rungdara (2006). 

 Part 2:  Information about brand awareness which would affected brand 

loyalty of consumer towards essence of chicken drinks in Bangkok. For example, how 

much participants can remember logo or package color? All six items were used for 

measuring brand awareness adopting from Homburg et al. (2010), Mohammad 
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(2012), Bhowal (2011), Severi & Ling (2013), Rungdara (2006), Archawasiripan 

(2007) & Hou (in press). 

 Part 3: It demonstrated the information about brand association affecting 

brand loyalty of consumers towards essence of chicken drinks in Bangkok. For 

example, how much an interests in this product more than the product of the other 

brands? How much the advertising format has a distinct/ unlike other brands? All 

eight items were used for measuring brand association adopting from Severi & Ling 

(2013), Rizwan & Xian (2008) & Rungdara (2006). 

 Part 4: It represented the information about perceived quality affecting brand 

loyalty of consumers towards essence of chicken drinks in Bangkok. For example, 

how much the product reliability / quality? How much the brand is well-known for its 

premium quality? All eight items were used for measuring perceived quality adopting 

from Chatrattikorn & Buavaraporn (in press), Rungdara (2006) & Hou (in press). 

 Part 5: It showed that the information about brand image affected brand 

loyalty of consumers towards essence of chicken drinks in Bangkok. For example, 

how much the image of this brand is better than other competing brand? All eight 

items were used for measuring perceived quality adopted from Severi & Ling (2013), 

Kayaman & Arasli (2007) & Cho (2011). 

 Part 6:  It demonstrated the information about brand loyalty that is dependent 

variable of this research. The variables were used to determine the relationship of 

brand loyalty toward chicken essence with other factors. For instance, how much this 

brand that be satisfied comes to my mind at first choice. All eight items were used for 

measuring perceived quality, it adopted from Severi & Ling (2013), Cho (2011), 

Petzer et al. (2014), Kristinsdóttir (2010), Rungdara (2006), Archawasiripan (2007), 

Kayaman & Arasli (2007) & Hou (in press). 
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 In summary, as following: 

Table 3.1:  Summary of the research instrument 

Questionnaires Reference 

Brand Awareness 

When I think about this product category, I can recall this brand name immediately Homburg et al. (2010), Hou (in press), 

Mohammad (2012) 

When I see ads or someone talk about this product category, I can recognize this brand Archawasiripan (2007), Rungdara (2006) 

This brand is always at the top of my minds, when I think of chicken essence Homburg et al. (2010), Archawasiripan (2007), 

Rungdara (2006) 

I can quickly recall symbol or logo of this product/brand that appeared in the social media Archawasiripan (2007), Severi & Ling (2013), 

Hou (in press), Bhowal (2011) 

I can think of certain specific characteristics of the product quickly Archawasiripan (2007) 

When I think this brand, I can remember the color of its Archawasiripan (2007), Severi & Ling (2013), 

Hou (in press), Bhowal (2011) 

Brand Association 

Advertising format has a distinct, unlike other brands Severi & Ling (2013) 

The project or event is outstanding that make a sense of identity Severi & Ling (2013) 

Product/brand that appeared in the social media has its own personality Severi & Ling (2013) 

I like activity and privileges of this brand Rizwan & Xian (2008) 

I like this product more than products of other brands Rizwan & Xian (2008) 

I have a passion for this brand more than other brands Rizwan & Xian (2008) 

This brand offers more beneficial products than other brands Rizwan & Xian (2008) 

My attitude toward the image of this brand is better than other competing brands Severi & Ling (2013), Rizwan & Xian (2008), 

Rungdara (2006) 

Perceived Quality 

The product of this brand is useful as proposed in the ads Rungdara (2006) 

The product of this brand is excellent quality Hou (in press), Rungdara (2006) 

The product of this brand involves with reliable R&D and production process Hou (in press), Rungdara (2006) 

The packaging of this brand is good quality Rungdara (2006) 

This brand offers superiority to consumers consistently Hou (in press) 

The quantity of product for this brand is considered as stable in term of quantity, quality and taste) Hou (in press), Rungdara (2006) 

The quality with price is appropriate Chatrattikorn & Buavaraporn (in press) 

The brand is well-known for its premium quality Rungdara (2006) 

Brand Image 

Symbol of this brand can build recognition to me Cho (2011) 

This brand is perceived as highly reliable brand Cho (2011) 

I am satisfied with the image of this brand Cho (2011) 

The brand can match with my self-image Cho (2011) 

The values of this brand give me confidence to its products Cho (2011) 

This brand is perceived as famous and acceptable Cho (2011) 

The image of this brand is better than other competing brand Kayaman & Arasli (2007), Severi & Ling 

(2013), Cho (2011) 

I have positive attitude to the image of this brand Cho (2011) 

Brand Loyalty 

When mentions essence of chicken, this brand would be my first-choice Severi & Ling (2013), Kayaman & Arasli 

(2007), Hou (in press), Rungdara (2006) 

I still buy this brand even the price is up Archawasiripan (2007)), Petzer et al. (2014), 

Kristinsdóttir (2010) 

I still buy this brand even no advertisement Severi & Ling (2013), Petzer et al. (2014), Hou 

(in press) 

I still buy this brand even other brands offer discount Severi & Ling (2013), Petzer et al. (2014), Hou 

(in press) 

I still buy products of this brand even other brand offers a new product Severi & Ling (2013), Petzer et al. (2014), Hou 

(in press) 

I am pleased to repurchase the product of this brand Severi & Ling (2013), Cho (2011), Petzer et al. 

(2014), Kristinsdóttir (2010), Archawasiripan 

(2007), Kayaman & Arasli (2007), Hou (in 

press). Rungdara (2006) 

If the brand’s product is out of stock, I am unlikely to buy another brand instead Petzer et al. (2014), Kayaman & Arasli (2007), 

Hou (in press) 

I would recommend this product/brand to others Severi & Ling (2013), Cho (2011), Kayaman 

& Arasli (2007) 
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 In the part of the Likert Scale questions, the respondents can rate as five 

levels. 

 5 = Strongly Agree 

 4 = Agree 

 3 = Neutral 

 2 = Disagree 

 1 = Strongly Disagree 

 When gathering information and frequency distribution were successful, the 

researcher would use the evaluated criteria from the following formula. 

Class Interval =           Max - Min 

    the number of classes
 

 =  5 - 1 

                        5
 

                                                                 =        0.8 

 The average rating was showed as the level of importance of the opinion 

from consumers about factors affecting brand royalty towards essence of chicken in 

Bangkok as following; 

 4.20 - 5.00  show that strongly agree 

 3.40 – 4.20 show that agree 

 2.60 – 3.40 show that neutral 

 1.80 – 2.60 show that disagree 

 1.00 – 1.80 show that strongly disagree 
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3.3 Instrument Testing 

In this research, there was the test for validity and reliability through the 

questionnaire.  It was tested before collecting the data. The processes of testing were 

as following; 

1. Test validity, often takes the questionnaire to the supervisor in order to 

check all the information or data correctly. The supervisor will look at the 

questionnaire and give some advice to improve or fix the error part of the 

questionnaire. As the questionnaire is checked, the researcher can improve it. 

2. Test reliability, the improved questionnaire is tried-out with a small sample 

size that has similar characteristics with the sample group.  That means people who 

are the researcher want to work with. This procedure uses 30 people, who have drunk 

the essence of chicken drinks to find the Cronbach’s Alpha and evaluate the 

unidimension of a set of scale items. It's a measurement of the extent to all the 

variables in your scale are positively related to each other (Cronbach, 1951) by using 

the program of SPSS/PC. 

The Alpha shows the stability level of the questionnaire, which is only in 

between 0 to 1, and only levels over 0.7 are counted as being reliable (Nunnally, 

1978). If the value more close to 1, that means the question is more reliable. 

 

The values of the coefficient were calculated by using SPSS/PC program. 

Reliability of pre-test is 0.902 and final test is 0.929 which considered as reliable and 

divided into the following table: 
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Table 3.2: Reliability test using Cronbach’s Alpha 

Variables Amount of Items 

Cronbach’s Alpha 

(Pre-Test) (Final) 

Brand Awareness 6 0.831 0.818 

Brand Association 8 0.793 0.807 

Perceived Quality 8 0.803 0.793 

Brand Image 8 0.750 0.871 

Brand Loyalty 8 0.778 0.832 

Total 38 0.902 0.929 

 

Table 3.2 showed that the coefficient of reliability on each variables of pre-test 

would be more than 0.7. It can be seen that the brand awareness 0.831, the brand 

association 0.793, the perceived quality 0.803, the brand image 0.750 and brand 

loyalty 0.778, respectively. Thus, this query was reliable. While the coefficient of 

reliability on each variables of final showed as the brand awareness 0.818, the brand 

association 0.807, the perceived quality 0.793, the brand image 0.871 and brand 

loyalty 0.832, which more than 0.7.Thus, this query was reliable. 

 

3.4 Data Collection 

Data collection for this research, the researcher used the Survey Method 

through a questionnaire. The target were people who have drunk the essence of 

chicken both men and women over 15 year old. The researcher used screening 

questions by starting an interview to respondents before starting doing queries in the 

questionnaire, have you drunk the essence of chicken? And are you over 15 years old? 

If yes; please complete the questionnaire. The time to collect questionnaires, started 



46 

 

from 4 July, 2015 to 16 August, 2015. The amount of the data was 400 samples 

calculated by the quota sampling technique used for acquiring equally amount of 

respondents from each area. The respondents were recruited by using Convenience 

random from Bangkok area including; 

 1. University in Bangkok area. 

The researcher focused on respondents who have studied in university because 

the students need to develop the brain for remembering and learning.  Most students 

believed that drinking chicken essence could enhance the development of the 

recognition. 

The place where researcher collected questionnaires was Kasetsart University 

and University of the Thai Chamber of Commerce. By collecting 134 questionnaires 

from mentioned universities. It was divided into 67 respondents of each area as;  

- Kasetsart University; collecting 67 questionnaires on 17, 20 July, 2015 at 

10.00 A.M. – 1.00 P.M. 

- University of the Thai Chamber of Commerce; collecting 67 questionnaires 

on 17, 20, 21 July, 2015 at 2.00 P.M. – 6.00 P.M. 

2. Office building: Sathon and Silom areas.  

The researcher focused on respondents who have worked in Sathon and Silom 

areas. This was because people who have worked in this area want to refresh the brain 

and body. Many working people choose to drink chicken essence. What’s more, these 

areas were the center of business, trade, commercials and a variety of communication 

channels that have lots of people come to travel and work here. 

The place where researcher collected questionnaires included Silom Complex 

Tower and Empire Tower. To collect all 133 questionnaires from both office 
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buildings, the researcher divided the number of the respondents into two groups, 66 

respondents for one group and the rest of 67 respondents for another group.  

- Silom Complex Tower; collecting 66 questionnaires on 27, 28 July, 2015 and 

2 August, 2015 at 4.30 P.M. – 7.00 P.M. 

- Empire Tower; collecting 67 questionnaires on 29 July, 2015 and 6, 16 

August, 2015 at 4.30 P.M. – 7.00 P.M. 

3. Supermarkets in Bangkok area. 

The researcher chose the supermarkets including Tesco Lotus and Big C in 

Bangkok area because these places were often spend most chicken essence. 

The place where researcher collected questionnaires was including Big C Don 

Mueang and Tesco Lotus Lat Prao. To collect all 133 questionnaires from both office 

buildings, the researcher divided the number of the respondents into two groups, 66 

respondents for one group and the rest of 67 respondents for another group. 

- Big C Don Mueang; collecting 67 questionnaires on 4-7 July, 2015 at 3.00 

P.M. – 6.00 P.M. 

- Tesco Lotus Lat Prao; collecting 66 questionnaires on 10-12 July, 2015 at 

3.00 P.M. – 6.00 P.M. 

 

 Collecting data secondary data from the study research work related to create 

the questionnaire. 

Collecting data primary data from the questionnaires were collected from 

respondents. The researcher sent questionnaires to the samples and explained the 

purpose of the study and the questionnaire in order to ensure that they understand 

what to do and how to answer the questionnaire before they started filling out 
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questionnaires then, we collected the questionnaires and would perform data analysis 

and summarize as the next step. 

 

3.5 Making Data 

 Once the data was collected, the researcher would use the data for further 

progression, which were; 

- Editing; the researcher would collect all of the questionnaires. The collection 

was carried out to discharge the imperfect or incomplete questionnaire.  

- Coding; the researcher would code the complete questionnaire according to 

their types. 

- Data entry; the coded questionnaires were recorded on the computer by using 

the program called SPSS (Statistical Pack for the Social Science for Windows). 

-  Data checking; all the data were recorded on the computer and were 

rechecked to fix mistakes which could happen in the future.  

 

3.6 Data Analysis 

 Data analysis was the following 

 After performing data and verifying the accuracy of survey data, we would 

save the results of a survey into the computer, processed and analyzed statistically 

using SPSS (Statistical Package of Social Science). 

 The researcher analyzed the data using statistics. 

 1. Descriptive Statistics 

 1.1 Data analysis, the population of samples was used Frequency and 

Percentage to describe the data obtained from the questionnaires in part 1: 

demographics. 
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 1.2 Analyzing the data from the questionnaire in part 2-6 about the 

brand awareness, brand association, perceived quality and brand image was 

the factors affecting brand loyalty of consumers towards essence of chicken 

drinks by using Mean (Measure of Central Tendency) and Standard 

Deviation (Measure of Variation) presenting information in the form of 

tables and descriptive results. 

2. Inferential Statistics (Statistical hypothesis testing) 

 2.1 Analyzing the data by using Independent t-test with gender in part 

1 of questionnaire, demographics. The independent t-test analysis was 

performed so as indicate the different of average two groups that independent 

each other. 

 2.2 Analyzing the data by using One-way ANOVA with age, education 

level, occupation, income in part 1 of questionnaire: demographics. One-way 

ANOVA, a statistic method, was used to perform the one-way analysis of 

variance to find the different of the average of more than two groups. 

2.3 Analyzing the data by using Pearson correlation coefficient 

analysis in part 2-6 of the questionnaires that including the brand awareness, 

brand association, perceived quality, brand image and brand loyalty in order 

to test the relationship between the two variables whether these are 

independent and Interval or Ratio scale. The Pearson correlation coefficient 

has the range [-1 to 0] or [0 to 1] with perfect correlation being ±1.0 and 0 

being no linear association. 

2.4 Analyzing the data by using the Multiple Linear Regression for 

descriptive results. It is a linear model that describes how a y-variable relates 

to two or more x-variables (or transformations of x-variables). 
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CHAPTER 4 

DATA ANALYSIS 

 

From the study of “factor affecting consumer’s brand loyalty of chicken 

essence brands in Bangkok”, the researcher collected the data from 400 samples and 

encoded into the spreadsheet and then exported to SPSS software for making the data 

analysis. In this chapter, the finding and analysis consists of two major parts, which 

are descriptive statistical analysis and inferential statistical analysis.  

 

4.1 Descriptive Statistical Analysis 

4.1.1 Demographic Information of Respondents 

In this section, the respondents’ demographic information including their 

genders, ages, education levels, occupations, and monthly incomes are analyzed and 

summarized in the form of frequency and percentage as below.  

 

Table 4.1: Gender of respondents presented in form of Frequency and Percentage (n = 400) 

Personal factors Frequency Percent 

Gender Male 138.00 34.50 

 

Female 262.00 65.50 

Total   400.00 100.00 

 

 From table 4.1 showed that the people who consumed the chicken essence 

were female at (65.5%) or 262 people which were greater than male at only (34.5%) 

or 138 people. Overall, in the total survey population, the female respondents were 

higher than male respondents. 
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Table 4.2: Age of respondents presented in form of Frequency and Percentage (n = 400) 

Personal factors Frequency Percent 

Age 15 and below 5.00 1.30 

 

16-20 78.00 19.50 

 21-25 156.00 39.00 

 26-30 84.00 21.0 

 31-35 38.00 9.50 

 36-40 10.00 2.50 

 41-45 7.00 1.80 

 46-50 7.00 1.80 

 51-55 9.00 2.30 

 

56 and above 6.00 1.50 

Total   400.00 100.00 

 

From table 4.2 showed the respondents who consumed the chicken essence 

were people aged lower than 15 years old range (1.3%) or 5 people, followed by 16-

20 years old range (19.5%) or 78 people, the 21-25 years old range (39.0%) or 156 

people, the 26-30 years old range (21.0%) or 84 people, the 31-35 years old range 

(9.5%) or 38 people,  the 36-40 years old range (2.5%) or 10 people, the 41-45 years 

old range (1.8%) or 7 people, the 46-50 years old range (1.8%) or 7 people, the 51-55 

years old range (2.3%) or 9 people and the 56 years old and above range (1.5%) or 6 

people, respectively. 

The above age range of those respondents who drink chicken essence from 

most to least were as follows: 21-25 years old, followed by 26-30 years old, 16-20 
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years old, 31-35 years old, 36-40 years old, 51. -55 years old, 41-45 years old, 46-50 

years old, 56 years old and above, and the lowest was 15 and below. 

 

Table 4.3: Education levels of respondents presented in form of Frequency and Percentage (n = 400) 

Personal factors Frequency Percent 

Education level Elementary school 15.00 3.80 

 

Secondary school / High school 32.00 8.00 

 Bachelor’s degree 290.00 72.50 

 Master’s degree 59.00 14.80 

 Doctor’s degree 4.00 1.00 

Total   400.00 100.00 

 

From table 4.3 showed the respondents who consumed the essence of chicken 

were people with education in elementary school level at (3.8%) or 15 people, 

followed by the secondary school / high school level at (8.0%) or 32 people, the 

bachelor’s degree level at (72.5%) or 290 people, the master’s degree level at (14.8%) 

or 59 people and the lowest level was the doctor’s degree level at only (1.0%) or 4 

people, respectively. 

The result of educational level of those respondents who consumed the 

chicken essence from most to least was as follows: the bachelor's degree, followed by 

the master's degree, secondary school / high school, elementary school and the lowest 

level was the doctoral degree. 
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Table 4.4: Occupations of respondents presented in form of Frequency and Percentage (n = 400) 

Personal factors Frequency Percent 

Occupation Student 159.00 39.80 

 

Government officer / State enterprises 

officer 

27.00 6.80 

 Company employee 119.00 29.80 

 Business owner 45.00 11.30 

 Freelance 29.00 7.30 

 Other 21.00 5.30 

Total   400.00 100.00 

 

From table 4.4 showed the respondents who drank essence of chicken were the 

student (39.8%) or 159 people, followed by the government officer / state enterprises 

officer (6.8%) or 27 people, the company employee (29.8%) or 119 people, the 

business owner (11.3%) or 45 people, freelance (7.3%) or 29 peoples and the lowest 

respondents was other at only (5.3%) or 21 people, respectively. 

 

The occupation of the respondents who have had chicken essence from most 

to least were as follows: the student followed by company employee, business owner, 

freelance, government officer / state enterprises officer, and the lowest respondents 

was other group. 
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Table 4.5: Average income (per month) of respondents presented in form of Frequency and Percentage (n = 400) 

Personal factors Frequency Percent 

Average income 15,000 Baht and below 173.00 43.30 

 

15,001-30,000 Baht 146.00 36.50 

 30,001-45,000 Baht 54.00 13.50 

 45,001-60,000 Baht 16.00 4.00 

 60,001-75,000 Baht 3.00 0.80 

 75,001 Baht and above 8.00 2.00 

Total   400.00 100.00 

 

From table 4.5 showed the result of the average income (per month) of 

respondents who have consume the essence of chicken were people having income 

15,000 baht and below at (43.3%) or 173 people, followed by the 15,001-30,000 baht 

at (36.5%) or 146 people, the 30,001-45,000 baht at (13.5%) or 54 people, the 45,001-

60,000 baht at (4.0%) or 16 people, the 60,001-75,000 baht at (0.8%) or 3 people and 

more than 75,001 baht at (2.0%) or 8 people, respectively. 

To sum up, the revenue of those respondents who have had the chicken 

essence from most to least were as following: 15,000 baht and below, followed by 

15,001-30,000 baht, 30,001-45,000 baht, 45,001-60,000 baht, 75,001 baht and above, 

and the lowest respondents was 60,001-75,000 baht. 

 Moreover, as can be seen in table 4.6 respondents were asked to indicate their 

favorite essence of chicken brand. Brand’s Essence of Chicken was the most favorite 

brand in this study (77.8%) or 311 people, followed by Scotch’s Essence of Chicken 

(22.0%) or 88 peoples and others (0.3%) or one person, referring to Bezz’s Essence of 

Chicken. 
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Table 4.6: The popularity of chicken essence brands among respondents presented in form of 

Frequency and Percentage (n = 400) 

Essence of Chicken Frequency Percent 

Brands Brand’s Essence of Chicken 311.00 77.80 

 

Scotch’s Essence of Chicken 88.00 22.00 

 Other 1.00 0.30 

Total   400.00 100.00 

 

In this section, the descriptive results including mean, and standard deviation 

for each construct of variables, as well as the interpretation of mean were 

demonstrated for both independent variables and dependent variable in this research.   

 

4.1.2 Analysis of mean and standard deviation of information about 

brand awareness 

Brand Awareness consists of six constructs including “When I think about this 

product category, I can recall this brand name immediately”, “When I see ads or 

someone talk about this product category, I can recognize this brand”, “This brand is 

always at the top of my minds, when I think of chicken essence”, “I can quickly recall 

symbol or logo of this product/brand that appeared in the social media”, “I can think 

of certain specific characteristics of the product quickly”, and “When I think of this 

brand, I can remember the color of its”. The descriptive results and interpretation of 

means were demonstrated in the table 4.7 below. 
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Table 4.7: Mean and standard deviation of information about brand awareness (n = 400) 

Brand Awareness Mean 
Std. 

Deviation 
Level of Agreement 

1. When I think about this product category, I 

can recall this brand name immediately 

4.35 0.599 Strongly Agree 

2. When I see ads or someone talk about this 

product category, I can recognize this brand 

4.28 0.645 Strongly Agree 

3. This brand is always at the top of my 

minds, when I think of chicken essence 

4.26 0.733 Strongly Agree 

4. I can quickly recall symbol or logo of this 

product/brand that appeared in the social 

media 

4.01 0.736 Agree 

5. I can think of certain specific 

characteristics of the product quickly 

3.94 0.712 Agree 

6. When I think of this brand, I can remember 

the color of its 

4.21 0.688 Strongly Agree 

Average 4.17 0.497 Agree 

 

From the table 4.7, the average value of brand awareness was considered as 

high mean score of 4.17 and the standard deviation of 0.497. Among its six 

constructs, “When I think about this product category, I can recall this brand name 

immediately” was the highest value of mean, accounting for the mean score of 4.35 

and the standard deviation of 0.599, followed by “ When I see ads or someone talk 

about this product category, I can recognize this brand”, presenting the mean score of 

4.28 and the standard deviation of 0.645, “This brand is always at the top of my 

minds, when I think of chicken essence”, accounting for the mean score of 4.26 and 

the standard deviation of 0.733, “When I think of this brand, I can remember the color 

of its”, being the mean score of 4.21 and the standard deviation of 0.688, “I can 

quickly recall symbol or logo of this product/brand that appeared in the social media”, 

presenting the mean score of 4.01 and the standard deviation of 0.736, and “I can 

think of certain specific characteristics of the product quickly”, being the mean score 

of 3.94 and the standard deviation of 0.712. 
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4.1.3 Analysis of mean and standard deviation of information about 

brand association 

Brand association consists of eight constructs including “Advertising format 

has a distinct, unlike other brands”, “ The project or event is outstanding that make a 

sense of identity”, “Product/brand that appeared in the social media has its own 

personality”, “I like activity and privileges of this brand”, “I like this product more 

than products of other brands”, “I have a passion for this brand more than other 

brands”, “This brand offers more beneficial products than other brands”, and “My 

attitude toward the image of this brand is better than other competing brands”. The 

descriptive results and interpretation of means were demonstrated in the table 4.8 as 

can be seen below. 

 

Table 4.8: Mean and standard deviation of information about brand association (n = 400) 

Brand Association Mean 
Std. 

Deviation 
Level of Agreement 

1. Advertising format has a distinct, 

unlike other brands 
3.52 0.890 Agree 

2. The project or event is outstanding that 

make a sense of identity 
3.62 0.832 Agree 

3. Product/brand that appeared in the 

social media has its own personality 
3.82 0.707 Agree 

4. I like activity and privileges of this 

brand 
3.52 0.788 Agree 

5. I like this product more than products 

of other brands 
3.71 0.749 Agree 

6. I have a passion for this brand more 

than other brands 
3.78 0.841 Agree 

7. This brand offers more beneficial 

products than other brands 
3.42 0.928 Agree 

8. My attitude toward the image of this 

brand is better than other competing 

brands 

3.82 0.736 Agree 

Average 3.65 0.530 Agree 
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From the table 4.8, the average value of brand association was considered as 

high mean score of 3.65 and the standard deviation of 0.530. Among its eight 

constructs, “Product/brand that appeared in the social media has its own personality” 

experienced the highest value of mean, accounting for the mean score of 3.82 and the 

standard deviation of 0.707, followed by “My attitude toward the image of this brand 

is better than other competing brands”, presenting the mean score of 3.82 and the 

standard deviation of 0.736, “I have a passion for this brand more than other brands”, 

being the mean score of 3.78 and the standard deviation of 0.841, “I like this product 

more than products of other brands” which was the mean score of 3.71 and the 

standard deviation of 0.749, “The project or event is outstanding that make a sense of 

identity”, presenting the mean score of 3.62 and the standard deviation of 0.832, 

“Advertising format has a distinct, unlike other brands”, accounting for the mean 

score of 3.52 and the standard deviation of 0.89, “I like activity and privileges of this 

brand”, presenting the mean score of 3.52 and the standard deviation of 0.788, and 

“This brand offers more beneficial products than other brands” which was the mean 

score of 3.42 and the standard deviation of 0.928. 

 

4.1.4 Analysis of mean and standard deviation of information about 

perceived quality 

Perceived quality consists of eight constructs including “The product of this 

brand is useful as proposed in the ads”, “The product of this brand is excellent 

quality”, “The product of this brand involves with reliable R&D and production 

process”, “The packaging of this brand is good quality”, “This brand offers 

superiority to consumers consistently”, “The quality of product for this brand is 

considered as stable in term of quantity, quality, and taste”, “The quality with price is 
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appropriate”, and “The brand is well-known for its premium quality”. The descriptive 

results and interpretation of means were demonstrated in the table 4.9 as below. 

 

Table 4.9: Mean and standard deviation of information about perceived quality (n = 400) 

Perceived Quality Mean 
Std. 

Deviation 
Level of Agreement 

1. The product of this brand is useful as 

proposed in the ads 
3.61 0.806 Agree 

2. The product of this brand is excellent 

quality 
3.87 0.728 Agree 

3. The product of this brand involves 

with reliable R&D and production 

process 

4.07 0.826 Agree 

4 The packaging of this brand is good 

quality. 
4.20 0.657 Agree 

5. This brand offers superiority to 

consumers consistently. 
3.51 0.779 Agree 

6. The quality of product for this brand is 

considered as stable in term of quantity, 

quality, and taste. 

4.10 0.737 Agree 

7. The quality with price is appropriate 3.22 0.992 Neutral 

8. The brand is well-known for its 

premium quality 
4.38 0.626 Strongly Agree 

Average 3.87 0.496 Agree 

 

From the table 4.9, the average value of perceived quality was considered as 

high mean score of 3.87 and the standard deviation of 0.496. Among its eight 

constructs, “The brand is well-known for its premium quality” was the highest value 

of mean which was mean score of 4.38 and the standard deviation of 0.626, followed 

by “The packaging of this brand is good quality” presenting the mean score of 4.2 and 

the standard deviation of 0.657, “The quality of product for this brand is considered as 

stable in term of quantity, quality, and taste”, accounting for the mean score of 4.1 

and the standard deviation of 0.737, “The product of this brand involves with reliable 
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R&D and production process”, presenting the mean score of 4.07 and the standard 

deviation of 0.826, “The product of this brand is excellent quality”, being the mean 

score of 3.87 and the standard deviation of 0.728, “The product of this brand is useful 

as proposed in the ads”, accounting for the mean score of 3.61 and the standard 

deviation of 0.806, “This brand offers superiority to consumers consistently”, which 

presented the mean score of 3.51 and the standard deviation of 0.779, and “The 

quality with price is appropriate”, being the mean score of 3.22 and the standard 

deviation of 0.992, respectively. 

 

4.1.5 Analysis of mean and standard deviation of information about 

brand image 

Brand image consists of eight constructs including “Symbol of this brand can 

build recognition to me”, “This brand is perceived as highly reliable brand”, “I am 

satisfied with the image of this brand”, “The brand can match with my self-image”, 

“The values of this brand give me confidence to its products”, “This brand is 

perceived as famous and acceptable”, “The image of this brand is better than other 

competing brand”, and “I have positive attitude to the image of this brand”. The 

descriptive results and interpretation of means were demonstrated in the table 4.10 as 

below. 
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Table 4.10: Mean and standard deviation of information about brand image (n = 400) 

Brand Image Mean 
Std. 

Deviation 
Level of Agreement 

1. Symbol of this brand can build recognition 

to me 

4.03 0.642 Agree 

2. This brand is perceived as highly reliable 

brand. 

3.98 0.769 Agree 

3. I am satisfied with the image of this brand 
3.95 0.728 Agree 

4. The brand can match with my self-image. 
3.73 0.800 Agree 

5. The values of this brand give me confidence 

to its products. 

3.84 0.727 Agree 

6. This brand is perceived as famous and 

acceptable 

4.13 0.766 Agree 

7. The image of this brand is better than other 

competing brand 

4.40 0.618 Strongly Agree 

8. I have positive attitude to the image of this 

brand 

4.15 0.705 Agree 

Average 4.02 0.523 Agree 

 

From the table 4.10, the average value of brand image was considered as high 

mean score of 4.02 and the standard deviation of 0.523. Among its eight constructs, 

“The image of this brand is better than other competing brand” was the highest value 

of mean, accounting for the mean score of 4.4 and the standard deviation of 0.618, 

followed by “I have positive attitude to the image of this brand” which presented the 

mean score of 4.15 and the standard deviation of 0.705, “This brand is perceived as 

famous and acceptable”, presenting the mean score of 4.13 and the standard deviation 

of 0.766, “Symbol of this brand can build recognition to me”, accounting for the mean 

score of 4.03 and the standard deviation of 0.642, “This brand is perceived as highly 

reliable brand”, presenting the mean score of 3.98 and the standard deviation of 0.769, 

“I am satisfied with the image of this brand”, being the mean score of 3.95 and the 

standard deviation of 0.728, “The values of this brand give me confidence to its 

products” which was the mean score of 3.84 and the standard deviation of 0.727, and 
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“The brand can match with my self-image”, presenting the mean score of 3.73 and the 

standard deviation of 0.8, respectively. 

 

4.1.6 Analysis of mean and standard deviation of information about 

brand loyalty 

Brand loyalty is the dependent variable of this research, which consists of 

eight constructs including “When mentions essence of chicken, this brand would be 

my first choice”, “I still buy this brand even the price is up”, “I still buy this brand 

even no advertisement”, “I still buy this brand even other brands offer a discount”, “I 

still buy products of this brand even other brand offers a new product”, “I am pleased 

to repurchase the product of this brand”, “If the brand's product is out of stock, I am 

unlikely to buy another brand instead”, and “I would recommend this brand to 

others”. The descriptive results and interpretation of means were demonstrated in the 

table 4.11 as below. 

  
Table 4.11: Mean and standard deviation of information about brand loyalty (n = 400) 

Brand Loyalty Mean 
Std. 

Deviation 
Level of Agreement 

1. When mentions essence of chicken, this brand 

would be my first choice. 

4.26 0.780 Strongly Agree 

2. I still buy this brand even the price is up 
3.27 1.039 Neutral 

3. I still buy this brand even no advertisement 
3.61 0.860 Agree 

4. I still buy this brand even other brands offer a 

discount 

3.12 1.057 Neutral 

5. I still buy products of this brand even other brand 

offers a new product 

3.61 0.809 Agree 

6. I am pleased to repurchase the product of this 

brand 

3.90 0.762 Agree 

7. If the brand's product is out of stock, I am 

unlikely to buy another brand instead 

2.76 1.262 Neutral 

8. I would recommend this brand to others 
3.49 0.832 Agree 

Average 3.50 0.637 Agree 
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From the table 4.11, the average value of brand loyalty was considered as high 

mean score of 3.5 and the standard deviation of 0.637. Among its eight constructs, 

“When mentions essence of chicken, this brand would be my first choice” was the 

highest value of mean, from the mean score of 4.26 and the standard deviation of 

0.78, followed by “I am pleased to repurchase the product of this brand” which was 

the mean score of 3.9 and the standard deviation of 0.762, “I still buy this brand even 

no advertisement”, being the mean score of 3.61 and the standard deviation of 0.86, “I 

still buy products of this brand even other brand offers a new product”, presenting the 

mean score of 3.61 and the standard deviation of 0.809, “I would recommend this 

brand to others”, accounting for the mean score of 3.49 and the standard deviation of 

0.832, “I still buy this brand even the price is up” which presented the mean score of 

3.27 and the standard deviation of 1.039, “I still buy this brand even other brands 

offer a discount, accounting for the mean score of 3.12 and the standard deviation of 

1.057, and “If the brand's product is out of stock, I am unlikely to buy another brand 

instead”, being the mean score of 2.76 and the standard deviation of 1.262, 

respectively. 

 

4.2 Inferential Statistical Analysis 

Hypothesis Testing 

In this part, the hypothesis testing was performed by using inferential statistics 

to accept or reject the null hypothesis. The independent sample t-test, one-way 

ANOVA, pearson correlation coefficient and multiple regression were used as a 

statistical analysis techniques. The results of hypothesis testing were presented as 

follows. 
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4.2.1 Hypothesis 1: The demographics have positive relationship with 

brand loyalty. 

The researcher used the independent sample t-test to investigate the mean 

difference between male and female. The results of analysis were demonstrated as 

below. 

 

 Hypothesis 1.1: The gender has positive relationship with brand loyalty. 

 H1: There is a difference in brand loyalty between male and female. 

 H0: There is no difference in brand loyalty between male and female. 

 

Table 4.12: Difference between Genders 

 Gender N Mean Std. Deviation P-value 

Brand Loyalty Male 138 3.4909 .63803 0.798 

Female 262 3.5081 .63765  

 

From table 4.12, the results demonstrated the p-value of 0.798 which is greater 

than the significant value of 0.05, and thus the null hypothesis is accepted.  It can be 

said that there is no difference in brand loyalty between male and female consumers, 

in which their loyalty was considered as high. 

 

The researcher used the one-way ANOVA to investigate the mean difference 

between ages, education levels, occupations, income levels, and current consumed 

brands. The results of analysis are demonstrated as below. 
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Hypothesis 1.2: The ages have positive relationship with brand loyalty. 

H1: There is a difference in brand loyalty between age groups. 

H0: There is no difference in brand loyalty between age groups. 

 

Table 4.13: Difference between Ages 

 Sum of Squares df Mean Square F Sig. 

Between Groups 6.260 9 .696 1.743 .078 

Within Groups 155.660 390 .399   

Total 161.920 399    

 

From table 4.13, the results demonstrated the p-value of 0.078 which is greater 

than the significant value of 0.05, and thus the null hypothesis is accepted.  It can be 

said that there is no difference in brand loyalty between different age groups in this 

study. 

 

Hypothesis 1.3: The educations have positive relationship with brand loyalty. 

H1: There is a difference in brand loyalty between education groups. 

H0: There is no difference in brand loyalty between education groups. 

 

Table 4.14: Difference between Education Levels 

 Sum of Squares df Mean Square F Sig. 

Between Groups .968 4 .242 .594 .667 

Within Groups 160.951 395 .407   

Total 161.920 399    

 

From table 4.14, the results demonstrated the p-value of 0.667 which is greater 

than the significant value of 0.05, and thus the null hypothesis is accepted.  It can be 
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said that there is no difference in brand loyalty between different groups of education 

in this study. 

 

 Hypothesis 1.4: The occupations have positive relationship with brand loyalty. 

 H1: There is a difference in brand loyalty between occupation groups. 

 H0: There is no difference in brand loyalty between occupation groups. 

 

Table 4.15: Difference between Occupations 

 Sum of Squares df Mean Square F Sig. 

Between Groups 1.406 5 .281 .690 .631 

Within Groups 160.514 394 .407   

Total 161.920 399    

 

From table 4.15, the results demonstrated the p-value of 0.631 which is greater 

than the significant value of 0.05, and thus the null hypothesis is accepted. It can be 

said that there is no difference in brand loyalty between different groups of 

occupation in this study. 

 

 Hypothesis 1.5: The incomes have positive relationship with brand loyalty. 

 H1: There is a difference in brand loyalty between income groups. 

 H0: There is no difference in brand loyalty between income groups. 

 

Table 4.16: Difference between Income Levels 

 Sum of Squares df Mean Square F Sig. 

Between Groups 3.287 5 .657 1.633 .150 

Within Groups 158.633 394 .403   

Total 161.920 399    
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From table 4.16, the results demonstrated the p-value of 0.150 which is greater 

than the significant value of 0.05, and thus the null hypothesis is accepted. It can be 

said that there is no difference in brand loyalty between different groups of income 

level in this study. 

 

The researcher used the independent sample t-test to investigate the mean 

difference between Brand’s and Scotch. The results of analysis are demonstrated as 

below. 

 Hypothesis 1.6: The brands have positive relationship with brand loyalty. 

 H1: There is a difference in brand loyalty between Brand’s and Scotch. 

 H0: There is no difference in brand loyalty between Brand’s and Scotch. 

 

Table 4.17: Difference between Brands 

 
Gender N Mean Std. Deviation P-value 

Brand Loyalty 
Brand's 311 3.5036 .65264 0.846 

Scotch's 88 3.4886 .58034  

 

From table 4.17, the results demonstrated the p-value of 0.846 which is greater 

than the significant value of 0.05, and thus the null hypothesis is accepted. It can be 

said that there is no difference in brand loyalty between consumers of Brand’s and 

Scotch’s chicken essence, in which their loyalty was considered as high. 

 

4.2.2 Hypothesis 2: The brand awareness has positive relationship with 

brand loyalty. 

H1:  There is a relationship between brand awareness and brand loyalty. 

H0: There is no relationship between brand awareness and brand loyalty. 
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The researcher used the Pearson correlation coefficient analysis to investigate 

the relationship between brand awareness and brand loyalty. The results of analysis 

are demonstrated as below. 

 

Table 4.18: The relationship between brand awareness and brand loyalty 

 Brand Awareness Brand Loyalty 

Brand Awareness 

Pearson Correlation 1 .199
**

 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .199
**

 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

From table 4.18, the results demonstrated the p-value of 0.00 and the Pearson 

correlation coefficient at 0.199. The null hypothesis thus is rejected and it can be said 

that there is a relationship between brand awareness and brand loyalty. From the 

Pearson correlation coefficient of 0.199, or two variables move to the same direction, 

the relationship between them is positive but it is still very weak. 

 

4.2.3 Hypothesis 3: The brand association has positive relationship with 

brand loyalty. 

H1:  There is a relationship between brand association and brand loyalty. 

H0: There is no relationship between brand association and brand loyalty. 

 

The researcher used the Pearson correlation coefficient analysis to investigate 

the relationship between brand association and brand loyalty. The results of analysis 

are demonstrated as below. 
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Table 4.19: The relationship between brand association and brand loyalty 

 Brand Association Brand Loyalty 

Brand Association 

Pearson Correlation 1 .571
**

 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .571
**

 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

From table 4.19, the results demonstrated the p-value of 0.00 and the Pearson 

correlation coefficient at 0.571. The null hypothesis thus is rejected and it can be said 

that there is a relationship between brand association and brand loyalty. From the 

Pearson correlation coefficient of 0.571, or two variables move to the same direction, 

the relationship between them is positive and considered as moderate. 

 

4.2.4 Hypothesis 4: The perceived quality has positive relationship with 

brand loyalty. 

H1:  There is a relationship between perceived quality and brand loyalty. 

H0: There is no relationship between perceived quality and brand loyalty. 

 

The researcher used the Pearson correlation coefficient analysis to investigate 

the relationship between perceived quality and brand loyalty. The results of analysis 

are demonstrated as below. 
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Table 4.20: The relationship between perceived quality and brand loyalty 

 Perceived quality Brand Loyalty 

Perceived quality 

Pearson Correlation 1 .612
**

 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .612
**

 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

From table 4.20, the results demonstrated the p-value of 0.00 and the Pearson 

correlation coefficient at 0.612. The null hypothesis thus is rejected and it can be said 

that there is a relationship between perceived quality and brand loyalty. From the 

Pearson correlation coefficient of 0.612, or two variables move to the same direction, 

the relationship between them is positive and considered as high. 

 

4.2.5 Hypothesis 5: The brand image has positive relationship with brand 

loyalty. 

H1:  There is a relationship between brand image and brand loyalty. 

H0: There is no relationship between brand image and brand loyalty.  

 

The researcher used the Pearson correlation coefficient analysis to investigate 

the relationship between brand image and brand loyalty. The results of analysis are 

demonstrated as below. 
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Table 4.21: The relationship between brand image and brand loyalty 

 Brand Image Brand Loyalty 

Brand Image 

Pearson Correlation 1 .497
**

 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .497
**

 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
From table 4.21, the results demonstrated the p-value of 0.00 and the Pearson 

correlation coefficient at 0.199. The null hypothesis thus is rejected and it can be said 

that there is a relationship between brand image and brand loyalty. From the Pearson 

correlation coefficient of 0.497, or two variables move to the same direction, the 

relationship between them is positive and considered as moderate. 

 

 4.2.6 Analysis of correlation between brand awareness, brand association, 

perceived quality, brand image with brand loyalty by Multiple Linear 

Regression. 

 

Table 4.22: The Multiple Linear Regression 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .142 .241  .590 .556 

Brand Awareness -.100 .053 -.078 -1.871 .062 

Brand Association .396 .056 .329 7.105 .000 

Perceived Quality .516 .075 .402 6.886 .000 

Brand Image .083 .070 .068 1.191 .234 

Adjusted R square = 0.447, F-test = 81.48, P-value = 0.00  
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 From table 4.22, the results demonstrated the p-value of 0.00 and the Adjusted 

R square of 0.447.  It suggested that this model can be used to explained brand loyalty 

by 44.7%. The finding suggested that only brand association and perceived quality 

can be used to predict brand loyalty of chicken essence through the equation as below. 

Brand Loyalty = 0.142 + (0.396) Brand Association + (0.516) Perceived Quality 

 The correlation coefficient (r) of perceived quality and brand association is 

equal to 0.402 and 0.329 respectively, indicating that there is a moderate positive 

relationship between perceived quality and brand association towards brand loyalty.  

These two variables move in the same direction with brand loyalty.  Also, the strength 

of association (R
2
) is equal to 0.162 and 0.108, which means that if perceived quality 

increases (decrease), it will affect the increase in the brand loyalty (decrease) by 

16.2%; while brand association increases (decrease), it will affect the increase in the 

brand loyalty (decrease) by 10.8%. 

 

4.3 Summary of finding 

4.3.1 The descriptive results including the frequency and percentage of 

respondents about demographic factors, are summarized as below; 

 From 400 respondents, all of them had ever consumed chicken essence before.  

About 65.5% was female and another 34.5% was male. Most respondents were aged 

between 16 - 30 years old; while Bachelor’s degree was the largest group of 

respondents’ education level.  Most of them were student, corporate employee, 

business owner, freelance, government officer, and other occupations. Their monthly 

incomes were range from less than 15,000 baht to more than 75,000 baht. The brand 

of chicken essence that was consumed by respondents mostly was Brand’s at 77.8%, 

Scotch’s at 22%, and other brand at 0.3%. 
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Table 4.23: Frequency and Percentage of respondents about demographic factors (n = 400) 

Items Frequency Percentage 

(%) 

Consumed Brands: 

Brand's 

Scotch's 

Others 

 

311 

88 

1 

 

77.8 

22.0 

.3 

Gender: 

Male 

Female 

 

138 

262 

 

34.5 

65.5 

Age: 

15 and below 

16-20 

21-25 

26-30 

31-35 

36-40 

 

5 

78 

156 

84 

38 

10 

 

1.3 

19.5 

39.0 

21.0 

9.5 

2.5 

41-45 

46-50 

51-55 

56 and above 

7 

7 

9 

6 

1.8 

1.8 

2.3 

1.5 

Education Level: 

Elementary school 

Secondary School / High School 

Bachelor’s degree 

Master’s degree 

Doctor’s degree 

 

15 

32 

290 

59 

4 

 

3.8 

8.0 

72.5 

14.8 

1.0 

Occupation: 

Student 

Government officer/State enterprise 

official 

Company employee 

Business owner 

Freelance 

Others 

 

159 

27 

119 

45 

29 

21 

 

39.8 

6.8 

29.8 

11.3 

7.2 

5.3 

Income Per Month: 

Less than 15,000 Baht 

15,001-30,000 Baht 

30,001-45,000 Baht 

45,001-60,000 Baht 

60,001-75,000 Baht 

75,001 Baht and above 

 

173 

146 

54 

16 

3 

8 

 

43.3 

36.5 

13.5 

4.0 

.8 

2.0 

 

4.3.2 The descriptive results including mean, and standard deviation for each 

variable, as well as the interpretation of mean are summarized as blow.   
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Table 4.24: Mean and standard deviation of Variables (n = 400) 

Variable Mean 
Std. 

Deviation 
Level of Agreement 

Brand Awareness 4.17 0.497 Agree 

Brand Association 3.65 0.530 Agree 

Perceived Quality 3.87 0.496 Agree 

Brand Image 4.02 0.523 Agree 

Brand Loyalty 3.50 0.637 Agree 

 

From table 4.24 analyzed the result of brand awareness of who drank chicken 

essence was analyzed. The respondents consisted of 400 people found that level of 

agreement in part of brand awareness with the overall was “agree” by the mean score 

of 4.17 and the standard deviation of 0.497. 

For analyzed results of brand association of who drank chicken essence. The 

respondents consisted of 400 people which found that level of agreement in part of 

brand association with the overall was “agree” by the mean score of 3.65 and the 

standard deviation of 0.530.   

In terms of analyzed result of perceived quality of who drank chicken essence. 

The respondents consisted of 400 people which found that level of agreement in part 

of perceived quality with the overall was “agree” by the mean score of 3.87 and the 

standard deviation of 0.496.   

For analyzed result of brand image of who drank chicken essence. The 

respondents consisted of 400 people which found that level of agreement in part of 

brand image with the overall was “agree” by the mean score of 4.02 and the standard 

deviation of 0.523. 

For analyzed result of brand loyalty of who drank chicken essence. The 

respondents consisted of 400 people which found that level of agreement in part of 
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brand loyalty with the overall was “agree” by from the mean score of 3.5 and the 

standard deviation of 0.637. 

 

4.3.3 The hypothesis testing was performed by using inferential statistics to 

accept or reject the null hypothesis. The independent sample t-test and one-way 

ANOVA were used as a statistical analysis techniques. The results of hypothesis 

testing the finding demographics showed that there is no relationship with brand 

loyalty as summarized as below. 

 

Table 4.25: The results of hypothesis testing (t-test and one-way ANOVA) 

Null Hypothesis Results 

H1.10: There is no difference in brand loyalty between male and female Accepted Ho 

H1.20: There is no difference in brand loyalty between age groups Accepted Ho 

H1.30: There is no difference in brand loyalty between education groups Accepted Ho 

H1.40: There is no difference in brand loyalty between occupation groups Accepted Ho 

H1.50: There is no difference in brand loyalty between income groups Accepted Ho 

 

4.3.4 The hypothesis testing was performed by using inferential statistics to 

accept or reject the null hypothesis. The pearson correlation coefficient was used as a 

statistical analysis techniques. The results of hypothesis testing the finding presented 

that there is a relationship between brand awareness, brand association, perceived 

quality, brand image and brand loyalty, in which the relationship between them is 

positive as summarized as below. 
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Table 4.26: The results of hypothesis testing (Pearson correlation) 

Null Hypothesis Results 

H20: There is no relationship between brand awareness and brand loyalty  Rejected Ho 

H30: There is no relationship between brand association and brand loyalty  Rejected Ho 

H40: There is no relationship between perceived quality and brand loyalty  Rejected Ho 

H50: There is no relationship between brand image and brand loyalty  Rejected Ho 

 

 4.3.5 The hypothesis testing was performed by using inferential statistics to 

accept or reject the null hypothesis. The multiple regression was used as a statistical 

analysis techniques. The results of hypothesis testing the finding suggested that only 

brand association and perceived quality can be used to predict brand loyalty of 

chicken essence. 

 

Table 4.27: The results of hypothesis testing (Multiple regression) 

Null Hypothesis Results 

H20: There is no relationship between brand awareness and brand loyalty  Accepted Ho 

H30: There is no relationship between brand association and brand loyalty  Rejected Ho 

H40: There is no relationship between perceived quality and brand loyalty  Rejected Ho 

H50: There is no relationship between brand image and brand loyalty  Accepted Ho 
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CHAPTER 5 

CONCLUSIONS AND RECOMMENDATION 

 

In this chapter, the summary of findings, conclusion, as well as implication 

and recommendation are demonstrated. Also, the suggestion for future research is also 

provided in this chapter.    

 

5.1 Conclusions 

The researcher collected data from 400 respondents who had ever consumed 

chicken essence before. Of which, females accounted for 65.5% and males accounted 

for another 34.5%. Most respondents were between 16- 30 years old, comprising 39% 

of those who aged between 21 – 25 years old, 21% who aged between 26 – 30 years 

old; and 19.5% who aged between 16 – 20 years old. Bachelor’s degree was the 

largest group of respondents’ education level, followed by Master’s degree, secondary 

school or high school level, elementary school, and Doctor’s degree, respectively. 

Most of them were student, followed by a group of corporate employee, business 

owner, freelance, Government officer/State enterprise official, and other occupations. 

Their monthly incomes were ranged from less than 15,000 baht to more than 75,000 

baht. Most of them earned their monthly income of less than 45,000 baht. Of which, 

43.3% earned less than 15,000 baht per month; while 36.5% earned around 15,001 – 

30,000 baht per month; and 54 respondents or 13.5% earned around 30,001 – 45,000 

baht per month. The brand of chicken essence that were consumed by respondents 

mostly were Brand’s at 77.8%, Scotch’s at 22%, and other brand at 0.3%. The 

average value of brand awareness was considered as high from the mean score of 4.17 

and the standard deviation of 0.497. The average value of brand association was 
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considered as high from the mean score of 3.65 and the standard deviation of 0.530. 

The average value of perceived quality was considered as high from the mean score of 

3.87 and the standard deviation of 0.496. The average value of brand image was 

considered as high from the mean score of 4.02 and the standard deviation of 0.523. 

Also, the average value of brand loyalty was considered as high from the mean score 

of 3.5 and the standard deviation of 0.637.   

From the hypothesis testing, there was no difference in brand loyalty between 

male and female consumers, as well as those between different age groups, different 

groups of education, different groups of occupation and different groups of income 

level, in which their loyalty were considered as high. In other words, it can be said 

that there was no impact of demographic factors towards the brand loyalty in this 

study. Also, the finding from the multiple linear regression indicated that only brand 

association and perceived quality positively affected the brand loyalty of chicken 

essence brands.   

 

5.2 Discussion   

The following is the discussion of the results in chapter 4, which can be 

concluded from the relationship of the factor affecting brand loyalty of chicken 

essence towards consumers in Bangkok.  

 

The relationship of demographics and brand loyalty 

While Defleur & Ball-Rokeach (1982) mentioned that people were normally 

differentiated by their physical, mental, socio cultural and emotional status, which 

would make each person have different beliefs, attitudes, values and personalities, and 

thus lead to different behaviors. According to Hanna & Wozniak (2001), Shiffman & 
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Kanuk (1997), the demographic characteristics meant the information associating with 

each person, such as age, gender, education, profession, income, religion and 

nationality that influenced the personality of consumers. These factors were usually 

used as the basic standard that marketers would consider to apply in the market 

segmentation by associating with the demand and the rate of consumers. Swenson 

(1992) further explained that the demographic characteristics can be used to improve 

the business focusing only on the appropriate particular market instead of responding 

to the common market. As the result, the demographic characteristics, such as gender, 

age, family status, education, profession and salary have played an important role in 

personality and feelings of the consumers.   

However, the finding indicated that the demographics had no significant 

impact on brand loyalty of chicken essence in Bangkok. It meant the existing 

consumers of chicken essence shared the same of similar beliefs, attitudes, and values 

towards the brand of chicken essence in the market.  

This is consistent with research of Buapetch (2013), the results of this study in 

part of demographics show no difference in; sex, age, education, occupation and 

income differences affect to brand loyalty of brand “Tesco Lotus”. It means sex, age, 

education, occupation and income has no significant impact on brand loyalty. 

 

The relationship of brand association, perceived quality and brand loyalty 

Also, the finding from the multiple linear regression indicated that brand 

association, and perceived quality positively affected the brand loyalty of chicken 

essence brands. Among these four variables, only perceived quality and brand 

association can be used for predicting brand loyalty of chicken essence.   
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Perceived quality had the strongest impact on the brand loyalty, followed by 

brand association. This proved that suggestion of Morton (1994) which stated once 

the perceived quality has been created, it can make a difference of the product 

position. In other words, the product with high quality could attract more consumers 

which in turn would provide them a reason to buy (Morton, 1994). In the case of 

chicken essence, the quality of products were offered by both leading brands in the 

market comprising Brand’s and Scotch’s perceived as high and thus led to relatively 

high brand loyalty of their customers. With the strong brand loyalty, it provided both 

Brand’s and Scotch’s good opportunities for brand extension, as suggested by Aaker 

(1991). Also, the strong brand loyalty provided them with the high price setting for 

their products.   

The research result of information about perceived quality of who had drunk 

chicken essence, found that level of agreement in part of perceived quality with the 

overall is agree. The including; strongly agree level are the brand being well-known 

for its premium quality. Agree level is the packaging of this brand presenting good 

quality followed by the quantity of product for this brand considered as stable in term 

of quantity, quality and taste), the product of this brand involves with reliable R&D 

and production process, the product of this brand is excellent quality, the product of 

this brand is useful as being proposed in the ads and this brand offers superiority to 

consumers consistently, respectively. Neutral level is the quality with appropriate 

price which are consistent with the theory mentioned above. In particular theory of Na 

et al., (1999); Boulding et al., (1993); Zeithaml (1988) & Steenkamp (1997) stated 

that consumer perceived quality from intrinsic and extrinsic attributes and Gronroos 

(1984) & Yoo et al. (2000) mentioned that quality of the brand was noticed through 

the communication by some marketing advertisement. Thus, the consumers can 
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acknowledge the quality of the brand from direct experience and information received 

from environmental factors. 

The research results, indicated that there is a significant impact of perceived 

quality towards brand loyalty. This is consistent with research of Charoenphan, 

(2009), the results of this shows that have a strong positive relationship with brand 

loyalty. This means that the quality is very important in consumers’ decision to 

repurchase the chicken essence. 

 

Apart from perceived quality, brand association could help to further 

strengthen the brand loyalty through effective marketing communications. While 

brand association is what the marketers are creating, such as characteristic, features 

and benefits that connect with the brand to create some mindset about the brand to the 

consumers, the finding confirmed that brand association positively affects the brand 

loyalty. This proved the suggestion of Keller (1993), which indicated that brand 

association can help to distinguish the different of the product feature and help 

consumers make decision easier when buying the products because it is the scope of 

the search for information on purchasing decisions. Also, this helps to reflect the 

features of the product (Chen, 2001). In this sense, brand association is to create value 

for the company and its clients in terms of generating positive attitudes or feelings, 

differentiate the brand, provide a reason to buy the product and provide a basis for 

extensions.  

The research result of information about brand association of who had drunk 

chicken essence, found that level of agreement in part of brand association with the 

overall is agree. The including; agree level is product/brand appeared in the social 

media having its own personality followed by my attitude towards the image of this 
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brand which is better than other competing brands, I have a passion for this brand 

more than other brands, I like this product more than products of other brands, the 

project or event is outstanding that make a sense of identity, advertising format has a 

distinct, unlike other brands, I like activity and privileges of this brand and this brand 

offers more beneficial products than other brands, respectively. Which are consistent 

with the theory mentioned above. In particular theory of Aaker (1991) identified that 

brand association is what the marketers are creating, such as characteristic, features 

and benefits that connect with the brand to create some mindset about the brand. 

These would make consumers have easy decision-making. 

The research results, indicated that there is a significant impact of brand 

association towards brand loyalty. This is consistent with research of Charoenphan, 

(2009) and Gil, Andres & Salinas (2007), the results of this shows that have positive 

relationship with brand loyalty. This means that the brand association is important in 

consumers’ decision to repurchase the chicken essence. 

 

The relationship of brand awareness, brand image and brand loyalty 

However, the finding found that there was no significant impact of brand 

awareness and brand image towards brand loyalty. The high brand awareness of 

Scotch’s and Brand’s indicated consumers of chicken essence can recognize and 

recall both brands. Although brand awareness significantly affected the purchase 

decision as suggested by Macdonald & Sharp (2000), the finding suggested that brand 

awareness would not lead to brand loyalty in the case of chicken essence. Meanwhile, 

the finding also proved that there was no significant impact on brand image towards 

brand loyalty. Keller (1993) stated that brand image was how customers recognized 

the brand. It was the way of customer to perceive the brand (Aaker, 1996). It also was 
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a set of association that might not reflect to the real objective (Aaker, 1991). 

Temporal (2000) stated that the brand image was the reflection of the products and 

brand name, which told how customers look or think about products. The brand image 

of both Scotch’s and Brand’s were positive. The finding suggested that brand image 

did not significantly affect the brand loyalty. It affected only their purchasing decision 

as the consumers did not only want the physical benefits, but also the mental benefits 

as well.  

Role of brand image has been accepted widely and is proved in the present 

study too. However, in some cases there may not have significant effect of brand 

image on brand loyalty like the research of Upmanyu & Mathur (2012), where no 

relationship was found between brand image and brand loyalty in FMCG products as 

there were other factors which influence loyalty. As well as brand awareness, this was 

the most widely accepted and proved in the present study but in some cases there may 

not have significant effect of brand awareness on brand loyalty like the research of Lo 

(2002), shows that brand awareness is no relationship with brand loyalty. 

The research result of information about brand awareness and brand image of 

consumers who had drunk chicken essence, found that level of agreement in part of 

brand awareness with the overall was agreed.  

Moreover, the results found that consumers had high degree of perception on 

brand association, perceived quality, brand awareness, and brand image which shows 

the highest level of agreement compared to every factors. This could be described as 

“brand awareness” (mean = 4.17, S.D. = 0.497). This means that the respondents of 

this study pay attention to the brand awareness of chicken essence when they make 

their repurchase decisions. 
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5.3 Implication and Recommendations for business 

In the Thai market, functional beverage such as chicken essence is a more 

convenient way to maintain a healthy lifestyle although its taste is needed for further 

improvement for non regular consumers. Chicken essence contains nutrients that are 

beneficial to the body, which in turn can help a digestive system and nurture a human 

brain. Also, it helps people to recover from their physical and mental fatigues, 

especially it helps to decrease the level of stress. Also, the essence of chicken actually 

helps people to concentrate and memorize things easier as well as to improve renal 

function. Moreover, daily consumption of chicken essence would be a benefit as a 

prophylactic treatment which could improve hypertension and renal injury. At 

present, the market is growing rapidly and continuously.  However, the market is 

dominated by Brand and Scotch companies, in which both want to have more 

percentage in the market share. Thus they have modified their strategies by improving 

their advertisements to modify their looks as well as using actors and singers who are 

knowledgeable and capable to present their image in order to convince the consumers 

to believe and need their products. The action would make consumers concern their 

health and have good attitude on purchasing decision.  

 Therefore, the researcher has seen the importance and been interested in doing 

the research on the topic of factors affecting brand loyalty of chicken essence brand 

towards consumers in Bangkok. According to the present situation, people have more 

health conscious and would like to approach the highest education in order to have 

high standard of life in the high competitive society. Knowledge and high 

performance are required. Therefore, the needs of improving the brain functioning 

and restore are increasing through consumption of health products. The result of this 

research can help the entrepreneurs involving stimulation in the appropriate marketing 
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activities and build the goods for driving force of consumers' brand loyalty. There are 

three recommendations from the finding as follows: 

 1. The finding indicated that there was no difference in brand loyalty between 

male and female consumers, as well as those between different age groups, different 

groups of education, different groups of occupation, different groups of income level, 

and between consumers of Brand’s and Scotch’s chicken essence. The customer 

loyalty of both Brand’s and Scotch’s chicken essence were considered as high. In 

other words, it can be said that there is no impact on demographic factors. Therefore, 

marketers and producers of chicken essence should focus on market segmentation 

based on the usage instead of demographic factors. People are normally differentiated 

by their physical, mental, socio cultural and emotional status, which would make each 

person have different beliefs, attitudes, values and personalities, and thus these lead to 

different behaviors.  However, the finding indicated that the demographics had no 

significant impact on brand loyalty of chicken essence among consumers in Bangkok. 

As suggested by the previous study, it meant that the existing consumers of chicken 

essence shared the same of similar beliefs, attitudes, and values towards the brand of 

chicken essence in the market. However, it would be better if the market is divided 

into the psychographic factors or usage purpose such as for a gift or someone they 

care about, and for self-consumption. The information about the benefits of chicken 

essence should be promoted more in order to stimulate demand for the product amid 

the health consciousness trend in the market. 

 2. The finding suggested that there was a strong positive relationship between 

perceived quality and brand loyalty. In this regard, marketers and producers of 

chicken essence should try to further enhance the quality of product as it is a key 

strategy for customer retention. It proved that superior quality can make a difference 
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of the product position. In other words, the product with high quality could attract 

more consumers which in turn would provide them a reason to buy. In the case of 

chicken essence, the quality of products offered by both leading brands in the market 

comprising Brand’s and Scotch’s were perceived as high and thus led to relatively 

high brand loyalty of their customers. However, the level of quality as compared to its 

price should be further enhance, or even increase the quantity of the product to adjust 

their perception.    

 3. With the strong brand loyalty of both Brand’s and Scotch’s chicken essence, 

it provides both brands a good opportunities for brand extension. Also, the strong 

brand loyalty provides them with the high price setting for their products. As 

suggested by Keller (1993), Brand’s and Scotch’s are able to increase the number of 

consumers that will accept the image and/or information function of the extension, in 

which most brand extensions are implied under line extensions, which use the existing 

brand names and products and extend them into new sizes, flavors, ingredients, or 

more in the existing product category. This strategy involves with low risk to both 

companies and consumers due to low introduction cost and the target market’s 

product familiarity and that consumers often welcome the increased variety as it 

provides them with more choice and satisfies their variety seeking needs, as suggested 

by Kahn (1998).  

 4. While the finding indicated that higher perceived quality would lead to 

higher brand loyalty, marketers and producers of chicken essence should try to avoid 

over claiming about the product benefits as it would increase the customer’s 

expectation as well as their judgment of overall product quality. The dissatisfaction 

might occur if the expectation is greater and the actual experience. 
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 5. The finding proved that brand association significantly affected brand 

loyalty, in which the relationship between them are positive. In this sense, marketer 

and producers of chicken essence should develop effective marketing communication 

strategies in order to create brand personalities and characteristics, which in turn will 

help to strengthen the overall brand loyalty through the campaign through advertising, 

sales promotion, public relation, and personal selling. 

 

5.4 Suggestions for Future Study 

This research involves with some limitations that should be developed for 

future study. Firstly, this research focused on four independent variables that affect 

the brand loyalty, which are brand awareness, brand association, perceived quality, 

and brand image, as suggested in the brand equity model that has been applied in 

many branding researches. However, there are many factors more that affect the brand 

loyalty such as customer satisfaction, word of mouth, and perceived value which is 

not focused in this research. The researcher suggests that these factors should be 

investigated to have a broader understanding of the brand loyalty in the marketing 

context.   

Moreover, different consumer product categories should be examined in future 

studies for better explanation of why consumers making the repurchasing for a 

particular brand. For a broader understanding of the brand loyalty, future research 

should also relate to brand switching so as to explore why consumers decided to 

switch to purchase another brand. Then, a sample of 400 respondents for those who 

have ever consumed chicken essence made it difficult to apply to non-experience 

consumers of chicken essence. Therefore, the future research should explore the 
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purchasing intention of non-experience consumers in order to understand consumer 

behaviors for this type of product. 

Finally, this study was investigated only in Bangkok. For the future, further 

studies should be conducted in the other provinces. By doing this, an overview of the 

country and the results can be applied to develop a marketing strategy which could be 

a comprehensive. 
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APPENDICES 1: Questionnaire (English Version) 

 

 

Questionnaire 

 “Factors affecting brand loyalty of essence of chicken brand towards 

consumers in Bangkok”. 

 

 My name is Samachaya Homjitr. I am Global MBA student at the University 

of the Thai Chamber of Commerce, Bangkok. I am conducting a thesis for the master 

degree, titled “Factors affecting brand loyalty of essence of chicken brand towards 

consumers in Bangkok”. Therefore, prepared a questionnaire to collect data and use it 

to do some research on this. This questionnaire consists 6 parts with 43 statements. 

Part 1: Information about demographics, 5 statements. 

 Part 2: Information about brand awareness, 6 statements. 

 Part 3: Information about brand association, 8 statements. 

 Part 4: Information about perceived quality, 8 statements. 

 Part 5: Information about brand image, 8 statements.  

Part 6: Information about brand loyalty, 8 statements. 

I hope you can participate the research. I would be most grateful if you would assist 

me in my research by taking a few minutes of your time to complete this 

questionnaire.  
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Please answer all questions below with respect to the most of your favorite 

essence of chicken brand. 

What is the most favorite essence of chicken brand?  

(  ) Brand’s Essence of Chicken  

(  ) Scotch’s Essence of Chicken 

(  ) Other (please specify) …………………… 

 

Past 1: Demographic (Please select the appropriate answer each questions.) 

1. Please indicate your gender 

(  ) Male  (  ) Female 

2. Please indicate your age 

(  ) 15 and below (  ) 16-20   

(  ) 21-25  (  ) 26-30  

(  ) 31-35  (  ) 36-40   

(  ) 41-45  (  ) 46-50  

(  ) 51-55  (  ) 56 and above 

3. Please indicate your education level 

(  ) Elementary school  (  ) Secondary school / High school 

(  ) Bachelor’s degree  (  ) Master’s degree  

(  ) Doctor’s degree  

4. Please indicate your occupation 

(  ) Student   (  ) Government officer / State enterprises officer 

(  ) Company employee (  ) Business owner 

(  ) Freelance   (  ) Other (please specify) …………………… 

5. Please indicate your average income (per mouth) 

(  ) 15,000 Baht and below (  ) 15,001-30,000 Baht 

(  ) 30,001-45,000 Baht (  ) 45,001-60,000 Baht 

(  ) 60,001-75,000 Baht (  ) 75,001 Baht and above 
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Past 2-6: Please mark in the box that the best matches with your answer. 

*Please focus on your favorite brand of chicken essence. 

Factors 

Level of Perception 

(5) 

Strongly 

agree 

 

(4) 

Agree 

 

(3) 

Neutral 

 

(2) 

Disagree 

 

(1) 

Strongly 

disagree 

 

Brand Awareness 

6) When I think about 

this product category, 

I can recall this brand 

name immediately 

     

7) When I see ads or 

someone talk about 

this product category, 

I can recognize this 

brand 

     

8) This brand is 

always at the top of 

my minds, when I 

think of chicken 

essence 

     

9) I can quickly recall 

symbol or logo of this 

product/brand that 

appeared in the social 

media 

     

10) I can think of 

certain specific 

characteristics of the 

product quickly 

     

11) When I think this 

brand, I can remember 

the color of its 

     

Brand Association 

12) Advertising format 

has a distinct, unlike 

other brands 

     

13) The project or 

event is outstanding 

that make a sense of 

identity 

     

14) Product/brand that 

appeared in the social 

media has its own 

personality 
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Factors 

Level of Perception 

(5) 

Strongly 

agree 

 

(4) 

Agree 

 

(3) 

Neutral 

 

(2) 

Disagree 

 

(1) 

Strongly 

disagree 

 

15) I like activity and 

privileges of this 

brand 

     

16) I like this product 

more than products of 

other brands 

     

17) I have a passion 

for this brand more 

than other brands 

     

18) This brand offers 

more beneficial 

products than other 

brands 

     

19) My attitude 

toward the image of 

this brand is better 

than other competing 

brands 

     

Perceived Quality 

20) The product of this 

brand is useful as 

proposed in the ads 

     

21) The product of this 

brand is excellent 

quality 

     

22) The product of this 

brand involves with 

reliable R&D and 

production process 

     

23) The packaging of 

this brand is good 

quality 
     

24) This brand offers 

superiority to 

consumers 

consistently 

     

25) The quantity of 

product for this brand 

is considered as stable 

in term of quantity, 

quality and taste) 
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Factors 

Level of Perception 

(5) 

Strongly 

agree 

(4) 

Agree 

(3) 

Neutral 

(2) 

Disagree 

(1) 

Strongly 

disagree 

26) The quality with 

price is appropriate 

     

27) The brand is well-

known for its premium 

quality 

     

Brand Image 

28) Symbol of this 

brand can build 

recognition to me 

     

29) This brand is 

perceived as highly 

reliable brand 

     

30) I am satisfied with 

the image of this brand 

     

31) The brand can 

match with my self-

image 

     

32) The values of this 

brand give me 

confidence to its 

products 

     

33) This brand is 

perceived as famous 

and acceptable 

     

34) The image of this 

brand is better than 

other competing brand 

     

35) I have positive 

attitude to the image 

of this brand 

     

Brand Loyalty 

36) When mentions 

essence of chicken, 

this brand would be 

my first-choice 

     

37) I still buy this 

brand even the price is 

up 

     

38) I still buy this 

brand even no 

advertisement 
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Factors 

Level of Perception 

(5) 

Strongly 

agree 

 

(4) 

Agree 

 

(3) 

Neutral 

 

(2) 

Disagree 

 

(1) 

Strongly 

disagree 

 

39) I still buy this 

brand even other 

brands offer discount 

     

40) I still buy products 

of this brand even 

other brand offers a 

new product 

     

41) I am pleased to 

repurchase the product 

of this brand 

     

42) If the brand’s 

product is out of stock, 

I am unlikely to buy 

another brand instead 

     

43) I would 

recommend this 

product/brand to 

others 

     

 

 

Thank you for your cooperation in this survey 
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APPENDICES 2: Questionnaire (Thai Version) 

 

 

แบบสอบถาม 
 “Factors Affecting Brand Loyalty of Essence of Chicken Brand towards Consumers in 

Bangkok”. 
“ปัจจัยที่มีผลกระทบต่อความภกัดีในตราสินค้าของผู้บริโภคซุปไก่สกัดในเขตกรุงเทพมหานคร” 

 
 ดิฉนัช่ือ สมชัญา หอมจิตร์ เป็นนกัศึกษาคณะ Global MBA ท่ีมหาวิทยาลบัหอการคา้ไทย, 
กรุงเทพมหานคร ดิฉนัก าลงัด าเนินการท าวิทยานิพนธ์ในระดบัปริญญาโท ในหัวขอ้ “Factors Affecting Brand 
Loyalty of Essence of Chicken Brand towards Consumers in Bangkok” จึงจดัท าแบบสอบถาม เพ่ือเก็บรวบรวม
ขอ้มลูและใชใ้นการท าวิจยัเก่ียวกบัเร่ืองน้ี แบบสอบถามน้ี ประกอบดว้ย 6 ส่วน 43 ขอ้ 

Part 1: ขอ้มลูดา้นประชากรศาสตร์, 5 ขอ้ 
 Part 2: ขอ้มลูเก่ียวกบั (Brand Awareness), 6 ขอ้ 
 Part 3: ขอ้มลูเก่ียวกบั (Brand Association), 8 ขอ้ 
 Part 4: ขอ้มลูเก่ียวกบั (Perceived Quality), 8 ขอ้ 
 Part 5: ขอ้มลูเก่ียวกบั (Brand Image), 8 ขอ้  

Part 6: ขอ้มลูเก่ียวกบั (Brand Loyalty), 8 ขอ้ 
ดิฉนัหวงัว่า คุณจะมีส่วนร่วมในการวิจยัในคร้ังน้ี ฉนัจะรู้สึกขอบคุณมากถา้คุณจะช่วยฉนัในการกรอก

แบบสอบถาม โดยใชเ้วลาเพียงไม่ก่ีนาทีของเวลาของคุณเพ่ือกรอกแบบสอบถามน้ี 
  
 
กรุณาตอบค าถามทุกข้อ ด้านล่างนี ้โดยเน้นไปทีค่วามชอบของตราสินค้าซุปไก่สกดัทีคุ่ณช่ืนชอบมากที่สุด 
ตราสินคา้ใดของซุปไก่สกดัท่ีคุณช่ืนชอบมากท่ีสุด?  
(  ) แบรนดซุ์ปไก่สกดั  (  ) สก็อตซุปไก่สกดั 
(  ) อ่ืน (โปรดระบุ) …………………… 
 
Past 1: ประชากรศาสตร์ (กรุณาเลือกค าตอบท่ีเหมาะสมในแต่ละค าถาม) 

1. เพศ 
(  ) ชาย   (  ) หญิง 

2. อาย ุ
(  ) นอ้ยกว่า 15  (  ) 16-20   (  ) 21-25    
(  ) 26-30   (  ) 31-35   (  ) 36-40 
(  ) 41-45   (  ) 46-50   (  ) 51-55    
(  ) 56 ข้ึนไป 
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3. ระดบัการศึกษาสูงสุด 
(  ) ประถมศึกษา  (  ) มธัยมศึกษา  (  ) ปริญญาตรี   
(  ) ปริญญาโท  (  ) ปริญญาเอก 

4. อาชีพ 
(  ) นกัศึกษา  (  ) ขา้ราชการ  (  ) พนกังานบริษทั   
(  ) เจา้ของธุรกิจ  (  ) อาชีพอิสระ  (  ) อ่ืนๆ (โปรดระบุ) …………………… 

5. รายได ้(ต่อเดือน) 
(  )  นอ้ยกว่า 15,000 บาท  (  ) 15,001-30,000 บาท 
(  ) 30,001-45,000 บาท  (  ) 45,001-60,000 บาท 
(  ) 60,001-75,000 บาท  (  ) 75,001 บาท และมากกว่า 

 
 
Past 2-6: กรุณาท าเคร่ืองหมาย ลงในช่องท่ีเหมาะสมกบัคุณท่ีสุด  
*กรุณาโฟกสัไปทีต่ราสินค้าของซุปไก่สกดัทีคุ่ณช่ืนชอบ  
 

ปัจจัย 

ระดับการรับรู้ 

(5) 
เห็นด้วย
มากทีสุ่ด 

(4) 
เห็นด้วย 

(3) 
ปานกลาง 

(2) 
ไม่เห็นด้วย 

(1) 
ไม่เห็นด้วย
มากทีสุ่ด 

การรับรู้ต่อตราสินค้า (Brand Awareness) 

6) เม่ือฉนันึกถึงผลิตภณัฑ์
ประเภทน้ี ฉนัจะสามารถจ าช่ือ
ตราสินคา้น้ีไดท้นัที 

     

7) เม่ือฉนัเห็นโฆษณาหรือมีคน
พดูถึงเก่ียวกบัสินคา้ประเภทน้ี 
ฉนัจะสามารถนึกถึงตราสินคา้น้ี
ได ้ 

     

8) ตราสินคา้น้ีมกัจะเป็นท่ีหน่ึง
ในใจ เม่ือฉนันึกถึงซุปไก่สกดั 

     

9) ฉนัสามารถจดจ าสัญลกัษณ์
หรือโลโกข้องผลิตภณัฑ ์/ ตรา
สินคา้น้ี ท่ีปรากฏในส่ือสังคมได ้

     

10) ฉนัสามารถนึกถึง 
ลกัษณะเฉพาะบางอยา่งของ
ผลิตภณัฑน้ี์ไดอ้ยา่งรวดเร็ว 
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ปัจจัย 

ระดับการรับรู้ 

(5) 
เห็นด้วย
มากทีสุ่ด 

(4) 
เห็นด้วย 

(3) 
ปานกลาง 

(2) 
ไม่เห็นด้วย 

(1) 
ไม่เห็นด้วย
มากทีสุ่ด 

11) ฉนัสามารถจดจ าสีของตรา
สินคา้น้ีได ้เม่ือฉนันึกถึงมนั 

     

เช่ือมโยงตราสินค้า(Brand Association) 

12) รูปแบบการโฆษณา มีความ
โดดเด่น แตกต่างจากตราสินคา้
อ่ืน 

     

13) การจดัโครงการ หรือ event 
มีความโดดเด่น ท าให้รู้สึกถึง
ความมีเอกลกัษณ์ 

     

14) ผลิตภณัฑแ์ละตราสินคา้ ท่ี
ปรากฏต่อส่ือต่างๆ มีบุคลิกภาพ
เป็นของตวัเอง 

     

15) ฉนัช่ืนชอบในกิจกรรม และ
สิทธิพิเศษของตราสินคา้น้ี 

     

16) ฉนัช่ืนชอบในตวัผลิตภณัฑ์
น้ี มากกว่าผลิตภณัฑข์องตรา
สินคา้อ่ืน 

     

17) ฉนัช่ืนชอบในตราสินคา้น้ี 
มากกว่าตราสินคา้อ่ืน 

     

18) ฉนัรู้สึกไดว้่า เป็นผลิตภณัฑ ์
ท่ีมีคุณประโยชน์ มากกว่า
ผลิตภณัฑจ์ากตราสินคา้อ่ืน 

     

19) ทศันคติท่ีฉนัมีต่อมี
ภาพลกัษณ์ของตราสินคา้น้ี มี
ความโดดเด่นกว่าตราสินคา้อ่ืน 

     

การรับรู้ถึงคุณภาพ (Perceived Quality) 

20) เป็นผลิตภณัฑท่ี์มีประโยชน์ 
เป็นไปตามท่ีเสนอในโฆษณา
ต่างๆ 

     

21) ผลิตภณัฑข์องตราสินคา้น้ี มี
คุณภาพท่ีดีเยีย่ม 
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ปัจจัย 

ระดับการรับรู้ 

(5) 
เห็นด้วย
มากทีสุ่ด 

(4) 
เห็นด้วย 

(3) 
ปานกลาง 

(2) 
ไม่เห็นด้วย 

(1) 
ไม่เห็นด้วย
มากทีสุ่ด 

22) ผลิตภณัฑข์องตราสินคา้น้ี  
มีความน่าเช่ือถือ (เช่น การ
ประกนัคุณภาพ/ การวิจยั/ การ
ผลิต) 

     

23) บรรจุภณัฑข์องตราสินคา้น้ี 
มีคุณภาพท่ีเหมาะสม 

     

24) ตราสินคา้น้ี มีสิทธิพิเศษ 
มอบให้กบัสมาชิกอยา่งต่อเน่ือง
และสม ่าเสมอ 

     

25) คุณภาพของผลิตภณัฑข์อง
ตราสินคา้น้ี มีความสม ่าเสมอ 
(เช่น ปริมาณ คุณภาพ รสชาติ) 

     

26) คุณภาพมีความเหมาะสมกบั
ราคา 

     

27) ตราสินคา้เป็นท่ีรู้จกัดี 
ส าหรับผลิตภณัฑคุ์ณภาพระดบั 
premium 

     

ภาพลกัษณ์ตราสินค้า (Brand Image) 

28) สัญลกัษณ์ของตราสินคา้น้ี 
สามารถสร้างการรับรู้ให้ฉนัได ้

     

29) ตราสินคา้น้ีเป็นตราสินคา้ท่ี
น่าเช่ือถือมากท่ีสุด 

     

30) ฉนัพอใจในภาพลกัษณ์ของ
ตราสินคา้น้ี 

     

31) ตราสินคา้น้ีสามารถเขา้กบั
ภาพลกัษณ์ของตวัเองได ้

     

32) คุณค่าของตราสินคา้น้ี ท  าให้
ฉนัเช่ือมัน่ในผลิตภณัฑ ์

     

33) ตราสินคา้น้ีเป็นตราสินคา้ท่ี
มีช่ือเสียงและไดรั้บการยอมรับ
มากท่ีสุด 
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ปัจจัย 

ระดับการรับรู้ 

(5) 
เห็นด้วย
มากทีสุ่ด 

(4) 
เห็นด้วย 

(3) 
ปานกลาง 

(2) 
ไม่เห็นด้วย 

(1) 
ไม่เห็นด้วย
มากทีสุ่ด 

34) ภาพลกัษณ์ของตราสินคา้น้ี
ดีกว่าตราสินคา้อ่ืน 

     

35) ฉนัมีทศันคติในเชิงบวกต่อ
ภาพลกัษณ์ของตราสินคา้น้ี 

     

ความภกัดีในตราสินค้า (Brand Loyalty) 

36) เม่ือกล่าวถึงซุปไก่สกดั ตรา
สินคา้น้ีจะเขา้มาในใจของฉนั
เป็นอนัดบัแรก 

     

37) ฉนัยงัคงซ้ือผลิตภณัฑข์อง
ตราสินคา้น้ี แมว้่าราคาจะสูงข้ึน 

     

38) ฉนัยงัคงซ้ือผลิตภณัฑจ์าก
ตราสินคา้น้ี แมว้่าจะไม่มีการ
โฆษณา 

     

39) ฉนัยงัคงซ้ือผลิตภณัฑข์อง
ตราสินคา้น้ี แมว้่าผลิตภณัฑจ์าก
ตราสินคา้อ่ืนจะมีกิจกรรมลด
ราคา 

     

40) ฉนัยงัคงซ้ือผลิตภณัฑจ์าก
ตราสินคา้น้ี แมว้่าจะมีผลิตภณัฑ์
ของตราสินคา้อ่ืนออกมาใหม่ 

     

41) ฉนัยนิดีท่ีจะซ้ือซ ้ าใน
ผลิตภณัฑข์องตราสินคา้น้ี 

     

42) หากผลิตภณัฑข์องตราสินคา้
น้ีหมด ฉนัก็ไม่ชอบซ้ือ
ผลิตภณัฑจ์ากตราสินคา้อ่ืน
ทดแทน 

     

43) ฉนัจะแนะน า ผลิตภณัฑ์ / 
ตราสินคา้น้ี กบัผูอ่ื้น 

     

 

ขอขอบคุณท่ีให้ความร่วมมือ/\ 
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APPENDICES 3: Reliability Test 

 

 

Reliability Analysis – Scale (Alpha) 

-Result for Brand Awareness (Pre-Test; N=30) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.831 6 

 

Item-Total Statistics 

Brand Awareness 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

When I think about this 

product category, I can recall 

this brand name immediately 

21.10 4.369 .735 .780 

When I see ads or someone 

talk about this product 

category, I can recognize 

this brand 

21.20 4.510 .639 .798 

This brand is always at the 

top of my minds, when I 

think of chicken essence 

21.10 4.231 .814 .765 

I can quickly recall symbol or 

logo of this product/brand 

that appeared in the social 

media 

21.23 4.530 .630 .799 

I can think of certain specific 

characteristics of the product 

quickly 

22.37 3.757 .618 .812 

When I think this brand, I 

can remember the color of 

its 

21.50 5.086 .305 .860 
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-Result for Brand Association (Pre-Test; N=30) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.793 8 

 

Item-Total Statistics 

Brand Association 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Advertising format has a 

distinct, unlike other brands 
28.13 12.602 .510 .768 

The project or event is 

outstanding that make a 

sense of identity 

27.77 13.082 .534 .766 

Product/brand that appeared 

in the social media has its 

own personality 

28.27 13.030 .489 .772 

I like activity and privileges 

of this brand 
27.33 14.092 .399 .784 

I like this product more than 

products of other brands 
28.13 13.844 .382 .787 

I have a passion for this 

brand more than other 

brands 

27.30 12.493 .453 .781 

This brand offers more 

beneficial products than 

other brands 

28.07 10.685 .777 .717 

My attitude toward the image 

of this brand is better than 

other competing brands 

27.60 13.421 .466 .775 

 

 

-Result for Perceived Quality (Pre-Test; N=30) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.803 8 
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Item-Total Statistics 

Perceived Quality 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

The product of this brand is 

useful as proposed in the 

ads 

29.40 5.972 .440 .800 

The product of this brand is 

excellent quality 
29.03 6.309 .663 .763 

The product of this brand 

involves with reliable R&D 

and production process 

28.90 5.955 .743 .748 

The packaging of this brand 

is good quality 
29.00 6.552 .520 .781 

This brand offers superiority 

to consumers consistently 
29.37 6.585 .530 .780 

The quantity of product for 

this brand is considered as 

stable in term of quantity, 

quality and taste) 

29.13 6.051 .552 .774 

The quality with price is 

appropriate 
29.37 6.516 .332 .813 

The brand is well-known for 

its premium quality 
28.90 6.507 .494 .784 

 

 

-Result for Brand Image (Pre-Test; N=30) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.750 8 

 

Item-Total Statistics 

Brand Image 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Symbol of this brand can 

build recognition to me 
30.27 5.720 .281 .751 

This brand is perceived as 

highly reliable brand 
30.30 5.597 .353 .739 
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I am satisfied with the image 

of this brand 
30.23 5.357 .439 .725 

The brand can match with 

my self-image 
30.77 4.599 .567 .697 

The values of this brand give 

me confidence to its 

products 

30.43 4.737 .584 .694 

This brand is perceived as 

famous and acceptable 
30.27 4.616 .617 .686 

The image of this brand is 

better than other competing 

brand 

29.83 5.385 .512 .715 

I have positive attitude to the 

image of this brand 
30.10 5.817 .211 .763 

 

 

-Result for Brand Loyalty (Pre-Test; N=30) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.778 8 

 

Item-Total Statistics 

Brand Loyalty 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

When mentions essence of 

chicken, this brand would be 

my first-choice 

28.23 7.495 .440 .760 

I still buy this brand even the 

price is up 
28.47 7.430 .446 .759 

I still buy this brand even no 

advertisement 
28.43 6.737 .529 .746 

I still buy this brand even 

other brands offer discount 
28.90 6.921 .525 .746 

I still buy products of this 

brand even other brand 

offers a new product 

28.47 7.430 .527 .749 

I am pleased to repurchase 

the product of this brand 
28.33 7.885 .419 .765 
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If the brand’s product is out 

of stock, I am unlikely to buy 

another brand instead 

28.73 7.513 .313 .785 

I would recommend this 

product/brand to others 
28.63 6.378 .687 .714 

 

 

-Result for all variables (Pre – Test; N=30) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.902 38 

 

Item-Total Statistics 

Factors 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

When I think about this 

product category, I can recall 

this brand name immediately 

153.40 114.593 .406 .900 

When I see ads or someone 

talk about this product 

category, I can recognize 

this brand 

153.50 114.328 .422 .900 

This brand is always at the 

top of my minds, when I 

think of chicken essence 

153.40 114.041 .459 .900 

I can quickly recall symbol or 

logo of this product/brand 

that appeared in the social 

media 

153.53 114.671 .390 .900 

I can think of certain specific 

characteristics of the product 

quickly 

154.67 109.333 .584 .897 

When I think this brand, I 

can remember the color of 

its 

153.80 116.924 .163 .903 

Advertising format has a 

distinct, unlike other brands 
154.33 108.506 .566 .897 
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The project or event is 

outstanding that make a 

sense of identity 

153.97 111.482 .473 .899 

Product/brand that appeared 

in the social media has its 

own personality 

154.47 111.154 .453 .899 

I like activity and privileges 

of this brand 
153.53 115.154 .268 .902 

I like this product more than 

products of other brands 
154.33 111.402 .484 .899 

I have a passion for this 

brand more than other 

brands 

153.50 108.672 .492 .899 

This brand offers more 

beneficial products than 

other brands 

154.27 107.375 .557 .898 

My attitude toward the image 

of this brand is better than 

other competing brands 

153.80 111.269 .491 .899 

The product of this brand is 

useful as proposed in the 

ads 

154.10 109.610 .607 .897 

The product of this brand is 

excellent quality 
153.73 113.857 .533 .899 

The product of this brand 

involves with reliable R&D 

and production process 

153.60 114.455 .419 .900 

The packaging of this brand 

is good quality 
153.70 113.459 .554 .899 

This brand offers superiority 

to consumers consistently 
154.07 113.513 .569 .899 

The quantity of product for 

this brand is considered as 

stable in term of quantity, 

quality and taste) 

153.83 114.282 .359 .901 

The quality with price is 

appropriate 
154.07 111.582 .531 .898 

The brand is well-known for 

its premium quality 
153.60 114.110 .452 .900 

Symbol of this brand can 

build recognition to me 
153.67 116.782 .209 .902 

This brand is perceived as 

highly reliable brand 
153.70 114.562 .440 .900 
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I am satisfied with the image 

of this brand 
153.63 117.137 .169 .903 

The brand can match with 

my self-image 
154.17 114.144 .333 .901 

The values of this brand give 

me confidence to its 

products 

153.83 112.420 .510 .899 

This brand is perceived as 

famous and acceptable 
153.67 110.368 .662 .896 

The image of this brand is 

better than other competing 

brand 

153.23 113.771 .568 .899 

I have positive attitude to the 

image of this brand 
153.50 114.603 .396 .900 

When mentions essence of 

chicken, this brand would be 

my first-choice 

153.63 112.792 .514 .899 

I still buy this brand even the 

price is up 
153.87 114.533 .353 .901 

I still buy this brand even no 

advertisement 
153.83 113.799 .328 .901 

I still buy this brand even 

other brands offer discount 
154.30 112.424 .458 .899 

I still buy products of this 

brand even other brand 

offers a new product 

153.87 116.257 .243 .902 

I am pleased to repurchase 

the product of this brand 
153.73 118.064 .093 .904 

If the brand’s product is out 

of stock, I am unlikely to buy 

another brand instead 

154.13 116.671 .138 .904 

I would recommend this 

product/brand to others 
154.03 112.585 .433 .900 

 

 

-Result for Brand Awareness (Final; N=400) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.818 6 
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Item-Total Statistics 

Brand Awareness 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

When I think about this 

product category, I can recall 

this brand name immediately 

20.69 6.630 .619 .783 

When I see ads or someone 

talk about this product 

category, I can recognize 

this brand 

20.77 6.450 .621 .781 

This brand is always at the 

top of my minds, when I 

think of chicken essence 

20.79 6.037 .645 .774 

I can quickly recall symbol or 

logo of this product/brand 

that appeared in the social 

media 

21.03 6.274 .566 .793 

I can think of certain specific 

characteristics of the product 

quickly 

21.11 6.589 .493 .808 

When I think this brand, I 

can remember the color of 

its 

20.83 6.456 .564 .793 

 

 

-Result for Brand Association (Final; N=400) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.807 8 

 

Item-Total Statistics 

Brand Association 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Advertising format has a 

distinct, unlike other brands 
25.70 14.110 .455 .796 
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The project or event is 

outstanding that make a 

sense of identity 

25.60 14.196 .488 .790 

Product/brand that appeared 

in the social media has its 

own personality 

25.40 15.018 .443 .796 

I like activity and privileges 

of this brand 
25.70 13.871 .589 .775 

I like this product more than 

products of other brands 
25.51 14.090 .586 .776 

I have a passion for this 

brand more than other 

brands 

25.44 14.051 .506 .787 

This brand offers more 

beneficial products than 

other brands 

25.80 13.218 .573 .777 

My attitude toward the image 

of this brand is better than 

other competing brands 

25.40 14.400 .537 .783 

 

 

-Result for Perceived Quality (Final; N=400) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.793 8 

 

Item-Total Statistics 

Perceived Quality 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

The product of this brand is 

useful as proposed in the 

ads 

27.35 11.758 .603 .753 

The product of this brand is 

excellent quality 
27.09 11.658 .715 .738 

The product of this brand 

involves with reliable R&D 

and production process 

26.89 11.364 .664 .742 
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The packaging of this brand 

is good quality 
26.76 12.848 .523 .768 

This brand offers superiority 

to consumers consistently 
27.45 12.825 .414 .784 

The quantity of product for 

this brand is considered as 

stable in term of quantity, 

quality and taste) 

26.86 12.306 .559 .761 

The quality with price is 

appropriate 
27.74 12.693 .292 .814 

The brand is well-known for 

its premium quality 
26.58 13.808 .331 .793 

 

 

-Result for Brand Image (Final; N=400) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.871 8 

 

Item-Total Statistics 

Brand Image 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Symbol of this brand can 

build recognition to me 
28.19 14.746 .478 .870 

This brand is perceived as 

highly reliable brand 
28.24 12.938 .721 .844 

I am satisfied with the image 

of this brand 
28.26 13.086 .742 .842 

The brand can match with 

my self-image 
28.49 13.138 .645 .853 

The values of this brand give 

me confidence to its 

products 

28.38 13.373 .680 .849 

This brand is perceived as 

famous and acceptable 
28.09 13.316 .647 .853 

The image of this brand is 

better than other competing 

brand 

27.81 15.120 .420 .875 



124 

 

I have positive attitude to the 

image of this brand 
28.07 13.564 .666 .851 

 

 

-Result for Brand Loyalty (Final; N=400) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.832 8 

 

Item-Total Statistics 

Brand Loyalty 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

When mentions essence of 

chicken, this brand would be 

my first-choice 

23.76 23.708 .223 .849 

I still buy this brand even the 

price is up 
24.76 18.521 .716 .789 

I still buy this brand even no 

advertisement 
24.41 20.258 .648 .802 

I still buy this brand even 

other brands offer discount 
24.91 18.853 .658 .798 

I still buy products of this 

brand even other brand 

offers a new product 

24.41 20.338 .688 .798 

I am pleased to repurchase 

the product of this brand 
24.13 22.006 .480 .822 

If the brand’s product is out 

of stock, I am unlikely to buy 

another brand instead 

25.26 18.595 .534 .823 

I would recommend this 

product/brand to others 
24.54 20.882 .584 .810 
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-Result for all variables (Final; N=400) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.929 38 

 

Item-Total Statistics 

Factors 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

When I think about this 

product category, I can recall 

this brand name immediately 

141.11 245.950 .330 .928 

When I see ads or someone 

talk about this product 

category, I can recognize 

this brand 

141.19 245.846 .309 .928 

This brand is always at the 

top of my minds, when I 

think of chicken essence 

141.21 241.919 .441 .927 

I can quickly recall symbol or 

logo of this product/brand 

that appeared in the social 

media 

141.46 242.806 .400 .928 

I can think of certain specific 

characteristics of the product 

quickly 

141.53 244.360 .343 .928 

When I think this brand, I 

can remember the color of 

its 

141.25 245.742 .292 .929 

Advertising format has a 

distinct, unlike other brands 
141.94 243.047 .313 .929 

The project or event is 

outstanding that make a 

sense of identity 

141.84 242.520 .359 .928 

Product/brand that appeared 

in the social media has its 

own personality 

141.65 243.565 .382 .928 

I like activity and privileges 

of this brand 
141.95 239.904 .493 .927 

I like this product more than 

products of other brands 
141.75 238.427 .584 .926 
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I have a passion for this 

brand more than other 

brands 

141.68 235.900 .615 .925 

This brand offers more 

beneficial products than 

other brands 

142.05 237.812 .485 .927 

My attitude toward the image 

of this brand is better than 

other competing brands 

141.64 238.315 .600 .926 

The product of this brand is 

useful as proposed in the 

ads 

141.86 235.972 .641 .925 

The product of this brand is 

excellent quality 
141.60 236.689 .683 .925 

The product of this brand 

involves with reliable R&D 

and production process 

141.40 237.215 .574 .926 

The packaging of this brand 

is good quality 
141.27 242.286 .479 .927 

This brand offers superiority 

to consumers consistently 
141.96 240.141 .487 .927 

The quantity of product for 

this brand is considered as 

stable in term of quantity, 

quality and taste) 

141.36 241.146 .472 .927 

The quality with price is 

appropriate 
142.24 238.094 .439 .928 

The brand is well-known for 

its premium quality 
141.09 244.596 .385 .928 

Symbol of this brand can 

build recognition to me 
141.44 242.136 .498 .927 

This brand is perceived as 

highly reliable brand 
141.49 237.185 .622 .926 

I am satisfied with the image 

of this brand 
141.51 236.989 .669 .925 

The brand can match with 

my self-image 
141.74 236.475 .625 .925 

The values of this brand give 

me confidence to its 

products 

141.62 237.974 .624 .926 

This brand is perceived as 

famous and acceptable 
141.33 239.112 .541 .926 
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The image of this brand is 

better than other competing 

brand 

141.06 245.345 .351 .928 

I have positive attitude to the 

image of this brand 
141.32 239.132 .591 .926 

When mentions essence of 

chicken, this brand would be 

my first-choice 

141.21 240.164 .485 .927 

I still buy this brand even the 

price is up 
142.20 233.772 .556 .926 

I still buy this brand even no 

advertisement 
141.85 235.870 .602 .926 

I still buy this brand even 

other brands offer discount 
142.35 237.474 .427 .928 

I still buy products of this 

brand even other brand 

offers a new product 

141.85 235.780 .647 .925 

I am pleased to repurchase 

the product of this brand 
141.57 237.990 .594 .926 

If the brand’s product is out 

of stock, I am unlikely to buy 

another brand instead 

142.70 238.426 .320 .930 

I would recommend this 

product/brand to others 
141.98 238.866 .504 .927 
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APPENDICES 4: Result for all tests 

 

 

Frequency and Percentage Analysis 

-Result for Brands 

Brands 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Brand's 311 77.8 77.8 77.8 

Scotch's 88 22.0 22.0 99.8 

Others 1 .3 .3 100.0 

Total 400 100.0 100.0  

 

 

-Result for Gender 

Gender 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Male 138 34.5 34.5 34.5 

Female 262 65.5 65.5 100.0 

Total 400 100.0 100.0  

 

 

-Result for Age 

Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

15 and below 5 1.3 1.3 1.3 

16-20 78 19.5 19.5 20.8 

21-25 156 39.0 39.0 59.8 

26-30 84 21.0 21.0 80.8 

31-35 38 9.5 9.5 90.3 

36-40 10 2.5 2.5 92.8 
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41-45 7 1.8 1.8 94.5 

46-50 7 1.8 1.8 96.3 

51-55 9 2.3 2.3 98.5 

56 and above 6 1.5 1.5 100.0 

Total 400 100.0 100.0  

 

 

-Result for Education level 

Edu 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Elementary school 15 3.8 3.8 3.8 

Secondary School / High School 32 8.0 8.0 11.8 

Bachelor’s degree 290 72.5 72.5 84.3 

Master’s degree 59 14.8 14.8 99.0 

Doctor’s degree 4 1.0 1.0 100.0 

Total 400 100.0 100.0  

 

 

-Result for Occupation 

Occupation 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Student 159 39.8 39.8 39.8 

Government officer 27 6.8 6.8 46.5 

Company employee 119 29.8 29.8 76.3 

Business owner 45 11.3 11.3 87.5 

Freelance 29 7.2 7.2 94.8 

Others 21 5.3 5.3 100.0 

Total 400 100.0 100.0  
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-Result for Income 

Income 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Less than 15,000 Baht 173 43.3 43.3 43.3 

15,001-30,000 Baht 146 36.5 36.5 79.8 

30,001-45,000 Baht 54 13.5 13.5 93.3 

45,001-60,000 Baht 16 4.0 4.0 97.3 

60,001-75,000 Baht 3 .8 .8 98.0 

75,001 Baht and above 8 2.0 2.0 100.0 

Total 400 100.0 100.0  

 

 

-Result for Brands (Bar Chart) 

 
 

 

 

-Result for Gender (Bar Chart) 
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-Result for Age (Bar Chart) 

 
 

 

-Result for Education level (Bar Chart) 
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-Result for Occupation (Bar Chart) 

 
 

 

-Result for Income (Bar Chart) 

 
 

 

 

 

 



133 

 

Mean and S.D. Analysis 

-Result for Brand Awareness 

Descriptive Statistics 

 N Mean Std. Deviation 

1. When I think about this 

product category, I can recall 

this brand name immediately 

400 4.35 .599 

2. When I see ads or someone 

talk about this product category, 

I can recognize this brand 

400 4.28 .645 

3. This brand is always at the 

top of my minds, when I think of 

chicken essence 

400 4.26 .733 

4. I can quickly recall symbol or 

logo of this product/brand that 

appeared in the social media 

400 4.01 .736 

5. I can think of certain specific 

characteristics of the product 

quickly 

400 3.94 .712 

6. When I think of this brand, I 

can remember the color of its 
400 4.21 .688 

Brand Awareness 400 4.1742 .49722 

Valid N (listwise) 400   

 

 

-Result for Brand Association 

Descriptive Statistics 

 N Mean Std. Deviation 

1. Advertising format has a 

distinct, unlike other brands 
400 3.52 .890 

2. The project or event is 

outstanding that make a sense 

of identity 

400 3.62 .832 

3. Product/brand that appeared 

in the social media has its own 

personality 

400 3.82 .707 

4. I like activity and privileges of 

this brand 
400 3.52 .788 
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5. I like this product more than 

products of other brands 
400 3.71 .749 

6. I have a passion for this brand 

more than other brands 
400 3.78 .841 

7. This brand offers more 

beneficial products than other 

brands 

400 3.42 .928 

8. My attitude toward the image 

of this brand is better than other 

competing brands 

400 3.82 .736 

Brand Association 400 3.6525 .52954 

Valid N (listwise) 400   

 

 

-Result for Perceived Quality 

Descriptive Statistics 

 N Mean Std. Deviation 

1. The product of this brand is 

useful as proposed in the ads 
400 3.61 .806 

2. The product of this brand is 

excellent quality 
400 3.87 .728 

3. The product of this brand 

involves with reliable R&D and 

production process 

400 4.07 .826 

4 The packaging of this brand is 

good quality. 
400 4.20 .657 

5. This brand offers superiority 

to consumers consistently. 
400 3.51 .779 

6. The quality of product for this 

brand is considered as stable in 

term of quantity, quality, and 

taste. 

400 4.10 .737 

7. The quality with price is 

appropriate 
400 3.22 .992 

8. The brand is well-known for 

its premium quality 
400 4.38 .626 

Perceived Quality 400 3.8703 .49593 

Valid N (listwise) 400   
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-Result for Brand Image  

Descriptive Statistics 

 N Mean Std. Deviation 

1. Symbol of this brand can build 

recognition to me 
400 4.03 .642 

2. This brand is perceived as 

highly reliable brand. 
400 3.98 .769 

3. I am satisfied with the image 

of this brand 
400 3.95 .728 

4. The brand can match with my 

self-image. 
400 3.73 .800 

5. The values of this brand give 

me confidence to its products. 
400 3.84 .727 

6. This brand is perceived as 

famous and acceptable 
400 4.13 .766 

7. The image of this brand is 

better than other competing 

brand 

400 4.40 .618 

8. I have positive attitude to the 

image of this brand 
400 4.15 .705 

Brand Image 400 4.0272 .52320 

Valid N (listwise) 400   

 

 

-Result for Brand Loyalty 

Descriptive Statistics 

 N Mean Std. Deviation 

1. When mentions essence of 

chicken, this brand would be my 

first choice. 

400 4.26 .780 

2. I still buy this brand even the 

price is up 
400 3.27 1.039 

3. I still buy this brand even no 

advertisement 
400 3.61 .860 

4. I still buy this brand even 

other brands offer a discount 
400 3.12 1.057 

5. I still buy products of this 

brand even other brand offers a 

new product 

400 3.61 .809 
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6. I am pleased to repurchase 

the product of this brand 
400 3.90 .762 

7. If the brand's product is out of 

stock, I am unlikely to buy 

another brand instead 

400 2.76 1.262 

8. I would recommend this brand 

to others 
400 3.49 .832 

Brand Loyalty 400 3.5022 .63704 

Valid N (listwise) 400   

 

 

T-test Analysis (Gender) 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

Brand Loyalty 
Male 138 3.4909 .63803 .05431 

Female 262 3.5081 .63765 .03939 

 

 

One-way ANOVA (Age) 

ANOVA 

Brand Loyalty 

 Sum of Squares df Mean Square F Sig. 

Between Groups 6.260 9 .696 1.743 .078 

Within Groups 155.660 390 .399   

Total 161.920 399    

 

 

One-way ANOVA (Education Levels) 

ANOVA 

Brand Loyalty 

 Sum of Squares df Mean Square F Sig. 

Between Groups .968 4 .242 .594 .667 

Within Groups 160.951 395 .407   

Total 161.920 399    

 



137 

 

One-way ANOVA (Occupations) 

ANOVA 

Brand Loyalty 

 Sum of Squares df Mean Square F Sig. 

Between Groups 1.406 5 .281 .690 .631 

Within Groups 160.514 394 .407   

Total 161.920 399    

 

 

One-way ANOVA (Income Levels) 

ANOVA 

Brand Loyalty 

 Sum of Squares df Mean Square F Sig. 

Between Groups 3.287 5 .657 1.633 .150 

Within Groups 158.633 394 .403   

Total 161.920 399    

 

 

T-test Analysis (Brands) 

Group Statistics 

 Brands N Mean Std. Deviation Std. Error Mean 

Brand Loyalty 
Brand's 311 3.5036 .65264 .03701 

Scotch's 88 3.4886 .58034 .06186 
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Pearson Correlation Analysis 

-Analysis result between brand awareness and brand loyalty 

Correlations 

 Brand Awareness Brand Loyalty 

Brand Awareness 

Pearson Correlation 1 .199
**
 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .199
**
 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

-Analysis result between brand association and brand loyalty 

  Correlations 

 Brand Association Brand Loyalty 

Brand Association 

Pearson Correlation 1 .571
**
 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .571
**
 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

 

-Analysis result between perceived quality and brand loyalty 

Correlations 

 Perceived Quality Brand Loyalty 

Perceived Quality 

Pearson Correlation 1 .612
**
 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .612
**
 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 
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-Analysis result between brand image and brand loyalty 

Correlations 

 Brand Image Brand Loyalty 

Brand Image 

Pearson Correlation 1 .497
**
 

Sig. (2-tailed)  .000 

N 400 400 

Brand Loyalty 

Pearson Correlation .497
**
 1 

Sig. (2-tailed) .000  

N 400 400 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

 

Multiple Linear Regression 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .672
a
 .452 .447 .47392 

a. Predictors: (Constant), Brand Image, Brand Awareness, Brand 

Association, Perceived Quality 

 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 73.203 4 18.301 81.481 .000
b
 

Residual 88.717 395 .225   

Total 161.920 399    

a. Dependent Variable: Brand Loyalty 

b. Predictors: (Constant), Brand Image, Brand Awareness, Brand Association, Perceived Quality 
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Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .142 .241  .590 .556 

Brand Awareness -.100 .053 -.078 -1.871 .062 

Brand Association .396 .056 .329 7.105 .000 

Perceived Quality .516 .075 .402 6.886 .000 

Brand Image .083 .070 .068 1.191 .234 

a. Dependent Variable: Brand Loyalty 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


