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The influence of brand image on the purchasing decisions of Generation Y

female consumers toward Sabina brand in Bangkok
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Abstract

This study aims to investigate the influence of brand image on the purchasing
decisions of Generation Y female consumers toward Sabina brand in Bangkok.

A quantitative research approach was employed, utilizing an online questionnaire
as the primary data collection tool. Content reliability was verified using Cronbach's alpha
with a pilot sample of 30 participants, yielding a reliability coefficient of 0.81 (0.83 for brand
image and 0.79 for purchasing decision). The main survey was conducted with 354
Generation Y female respondents, residing in Bangkok, selected through cluster sampling.
The reliability of the main data collection increased to 0.87 (0.86 for brand image and 0.87
for purchasing decision). Descriptive statistics were used to analyze respondent
demographics, brand image perception, and purchasing decisions, focusing on means and
standard deviations. Hypothesis testing was conducted using Pearson’s correlation
coefficient at the 0.01 significance level.

The findings reveal that brand image has a statistically significant positive influence
on purchasing decisions toward Sabina brand among Generation Y females in Bangkok, both
in overall and individual dimensions. Specifically, the three dimensions of brand image—
brand strength, brand affinity, and brand identity significantly affect purchasing decisions,
confirming the study’s hypothesis.
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7. NM3AUTIENA
nsfnwnmanwalnduaniinadenisanduladeduruususeduiveaieisdu Y
Tuwanganmannuasnudt WWuluauansfguididelanmvuald lneawdnvalveswduns 3
AU (ANULTINTS MNTUYOU Lastendnwal) dwananszuiunisanauladedud fedl
v 1 ! a ¥ Y ! d' d' = = v A
ATUANLTIUNTIVBINTIAUAT (Brand Strength) lasuAaduasnanliaisuiudnass
A wuIUsEnunnguigslianuddgiian fe Weluluuesgrunsdaduresyduning
AUNINALasLDe avvieudnduiinabinuddgiuaunimvesdudilugudunsn denndes
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furuideves Saand Beuares (2564) 11 nmdnuaivesnauddwalaenswienginisy
nstesmesiuilng iesnniludsiivilauilnaddntulalunmunmuazaudurivosdudn
uenani nuaueisdu v Sdlianuddytuniseonuuuyatulufivanefudnvusaniy
yana 1wy nihenidn wienlvg) viegfidesnsnszdumthen uandvisiuiuusuditilanny

a

foanisiuslaa uazanunsaneulanddsigfuilandiulngues mudl Assael (2004) 14
Anuming MEuslrezdenuusudniaudvnzauuazaeulandiuiymvosmnnumniian
suzdrtususussduniusudusniduilanfadadofesnmaygndulununmasuazansla
aune axvioumudifalusnsgrunsdalduiivioninguds fideves aduy aswaiariiesh
(2560) fmuiuusuaitnmdnuaidmaululaguilnrainsadmasionnudosiunaznsdindula
g0 Baluniniu ndushegnedslilanusudentiunlugugdfinduneluladuasuinnssy \wu ms
Tidlofiangu maluladszuisonadedliiuiusudldlfidufoundy wifamulunis
fininnssuieUssaunsainisldanuiifvesiuilng aeandesiunuiAnues Kotler et al.
(2016) i uvsudiannsanouauaimionnuaantaagldsuaulindamnd du
anvensidenldndiwumeseds ludisu fusivun fwdfazlddnadedesnitusiiudu usds
oglusefusnnBsaenadesiunaifovesindfa givunnsau uazasussa Sunsat (2568) 711
nadenlindiwunefiiumsmietnfesifunseuaaunsofsgansdaduladovesuilan
§u1nd sty ilesannifuddsvinalunsruiunisdndulade 91ndsdaemeng 1 iud,
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fumLBureusiens1duA (Brand Affinity) nuinnguduslamaiueisdu Y $nidenles
yso1sualivuusudendun egedniou lasdnsnndureunusudingzifleiiaenndosiulad
aladluTinusg i udsagouliifiuiuvsudannsoneulandnisléauaa feluduaany
azadnauie anustula waznmdnvaliisiuany aenadesiuuuiAnves Kotler and Keller
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anunsoiiluganuienelauasdureulusrezen wonani fuslnaduansnruiureusony
SUALULIYOY LLmJLﬂzyﬁdﬂLﬁ%ﬂﬁ@’mﬁq%’ﬂLLazﬁ’ﬂﬂuéfnLaﬂs‘ﬁqazﬁauﬁamiﬁamiﬁLﬁu@mﬂ'w
Al (Values) inssfununAnvonaiueisdy Y fnosnuusudifyndunieaioaonaded
WY ALUIAATEY NMamaneTuagAay (2024) 1171 Maassuuuilugatiagiudeddoans
AU 9ABUYBILUTUA (Brand Positioning) wag A1flensa (Shared Values) iiloasnsanuduiug
fudausuardatutuguslag uenniinguiogddurounusudsdniilfmnuddyfuns
Aamumsusduntuiemundudessieides audenisoenaeaantufiiawisuiudloiues
V3OUUTUATORS 19U Merge %30 Janesuda fliiiflssusiadnanudaniieliiuguiln ustoe
adaiunfdauindenusus fiilugussgdlalumsdnduladeluouiandsaonadeatuuuain
94 Engel et al. (1986) fiodune71 Jadoneluvesusina 1 yuues usagele dnwnzide
ms3uideya wagdinsdidudin TovdnademsiAnauidndenlossninaguslanfuuusud
e nuusuFaInsonUAuestamIuRLAr AR TinduauaLsTy Y auddylFoens
soiilos Aagdwmaronmdnualuusudiiufeuss uareunniudeorsuaiinndsiu qavinousd
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Fiu nauguslaaiueisdy v Suldauddgifudsaduiuenudiiunniuiaenadosi
ATeves Tuning Tuurdilles uazany (2568) Anuinnguiauiusistunemenddauiy
youAufmMImaailodsauviendndnsiiiuiinsiudunadeusnnnitmane Smauususd
msnaaiiedsauaninsansedumiuidlatodudlddamnuusudetiuinouaussiogaiiosns
Wads weeuaieuduiusinlusssrenuasenssdunmdnuaive U T lugugiildla
sodenunazAILIndey

sutendnualueansIdud (Brand Identity) Anadsnwsaseysiuannidususuass
agvioulyiiiuin nquiuilnaaiuelsdu Y annsadudnnuuansnvesuusude Junldega
Forudlaivuiuguidunatn Taslamzaladnsoonuuuiviuaiouasufumnumsudldfnia
wusudguisluriesnaiauazlanruluniseendudriinainvatsuazaoulandynlaialadds
a@oanded Kotler and Keller (2003) findnain msa1sendnualfidautaelinsaudunnsng
1nFus uardsaiuieaudfavesnusud Wownu$uitsennulansuuargauansnsivh
Tldannsoduusudlaumaunuld uenani nduaeisdu Y vesiuusudeindiniulan
wuduaiszvosds egatulusazidorn annsnoulanddvlimnnidndeslesie
wususlddedu il Kotler and Keller (2003) nd1291 ms1d@udnanuisaasiouna gl
(User) Mnuususanansaeenuudumiivinzauiuanuagianesy (Personality) v0euslan
1o agy1el uslanandinazas e nd nwalldauInNdauUTUA ba bUTEEEE1Y dRvinY
gty Y Saduimnulanausnumaluladuazuinnssuvesuusude Jundleifisuiu
wususduluviosnann iz dumaluladin msszuigona videmsaldiiauie s
fuvsudlinuddgiunisiuilsnnudadiuresgndt Wethanusuugedudilinouland
Auslaaldfteiu Sudussdusznouihliuusudendurfiondnualiiud sundauasnouland
AN BINTYRINA LT IMLNELILBLTTY Y 9819t 9598 saanndasfuImTus Authentic
Marketing findn3nguatuerstu Y Wanuddgyfuuusudildlauazasslasesuilan wn
LusudlivasnaluaznienUTULUA suLi e UALDIAINA BIN1TVBIRNAIDYI8AT 19
pnuduiusinuazlindaluszezen inniuusudficiuaiianmdnualasnuusdsiaain
A11193413 (The Digital Tips, 2024)

MneamsAnmandnvaluusudetiridaaunazindede liifesaiianuderiy us
famovausanuaavisesiuslaaldognmsagn Weuusudasviouna 9y uazyadnam
ffuilaalieudify doudsnalifiin anuynitu Aulingda uaztlug mnuassnandly
Szere1) AUl WU et al. (2025) nd1239n159795 4 wusus (brand positioning) nanedu
Jadudfyifianinasenginssuvesiuilanuazanuinfdouusus Tnevarsuusuds
MsAnwILazITNLmanIsna1aigndeaiieUunagnsnisnatnrunsaisaudia
welalvifugnindsaenndoeiu adny asaianifiesd (2560) fiszyin amdnvaifidaiauuas
indeietelifuslnadaduladeldieiu lnsensdlofarufngmiutuwusud wudea
NAITEvDs ¥@In utde uax adnm a13yns (2566) fnui fuilamaiuelsty Z Suwnlihnden
wusuAfifiendnwal yadnamdalauuazazvisudanuyosnuies uingudaeg1sazanete ue
agviounulusimvefuilaagelvsifinesuusudidudiundawosnsuansiiny lilvifsadio
noulangmsldau
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8. tadfin
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flenfuaglulmniammamunsdsenaliannsaasvieunginssuvieruandiuresnguduslag
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Feonafidodiinlunsdfsnguinegisunsdin 1wy giliadansldanumelulad siufsenaiin
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