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Abstract

This research aims to assist executives in effectively planning marketing strategies for brand-name
products. It focuses on aligning strategies with target audiences that influence brand purchases, reducing costs
associated with hiring media influencers by targeting the appropriate audience, and fostering a positive brand
image and social media presence among consumers. The objectives of this study are: (1) To explain generational
differences that influence satisfaction in purchasing branded products in Thailand. (2) To identify the factors
affecting consumer satisfaction in Thailand.

The sample group group of 415 branded product buyers selected using stratified random sampling
consisted of consumers who purchase branded products, selected through stratified random sampling. The
data were analyzed using t-test statistics to test hypotheses for data with two variables and one-way ANOVA
for data with more than two variables. The research findings are summarized as follows: (1) Consumers aged
53 to 71 reported the highest satisfaction with branded products. (2) The factors significantly influencing
customer satisfaction included customer expectations, perceived value, perceived brand image, and the role
of influencers.

This research provides valuable insights for executives in planning marketing strategies for branded
products. It helps optimize the selection of media influencers to align with targeted audiences, reduce costs,
and enhance the brand's image. Additionally, it promotes positive word—of-mouth within online consumer

communities.
Keywords: Influencer, Brand name product, The American Satisfaction Index Model
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