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Abstract

This article aimed to study (1) the relationship level of Brand image, Brand experience,
and Perceived quality by the QR code on Automotive lubricant that influencing Brand trust and
Brand loyalty (2) To verify the causal relationship model of hypothesis are consistent with
empirical data. The research model is quantitative. the instrument for collecting data was
questionnaires. From the sample group of drivers that have driving license. Include owner car or
people who authorized to use the cars from car owners and chauffeur live in the Samut Sakhon
province from the sample were 360 peoples. Analysis data by descriptive statistics include
frequency distribution, percentage, and standard deviation. To verify the relationship between
independent variable and dependent variable by Pearson's correlation analysis method, and to
verify the hypothesis by structure equation modelling: SEM. The research results were found as
following,

1.The relationship between independent variable and dependent variable showed that
the Pearson correlation coefficient. The value is between 0.872 - 0.907. The relationship between
brand image, Brand experience and Perceived product quality were high positive correlation with
brand trust. The relationship between brand trust and brand loyalty very high positive correlation

2.The hypothesis developed model is appropriate and consistent with the empirical data
model. Explain that brand image Brand experience and Perceived quality has a positive influence
on Brand trust. and the Brand trust has a positive influence on Brand Loyalty with QR Codes on
Lubricant Labels. the Statistically significant at the 0.05 level. The results of this research can be
used in strategic planning. promotional activities and marketing communications with QR codes

on product labels to reach target consumers appropriately and with the greatest efficiency.

Keywords: Brand Image; Brand Experience; Perceived Quality; Brand Trust; Brand Loyalty; QR
Code
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v & N = v [ v v L3 a ¥ a 1%
TaqusvasAn 1 eRnwszauanuduiusvesn nanualnsdum Uszaunisallunsdud n1s
Suinaunmaud My QR code vuaamihdunaeiud wiusaewd dwaseninulingdalunsdud uag
anulindalunsduidmadonnudnfsensidud mgTBnsiemgianduiusuuuiiesdu g
MIBATIEE WU AruduiuSseninsulsiiAnegsening 0.872 - 0.907 wandliiiuindiwlsngidela
Anwdanuduiusideuinguavasnlvluiimmaseiu lnguansisnisned 1

A15197 1 waAdAEUUSEANSANEUNUSINESEU (Pearson’s correlation coefficient)

Bl BE PQ BT BL
BT .888** 872%* .890**
BL .896** .850** .840** 907

'
a =

**syautydrAgyn1eanan 0.01

1%

T Useanil 2 WensI9auluna AU USLE a1 MA Y0915 NN INEN YN TIFUAN
Usgaunsallunsndudn wazn1sfuinunindud Mg QR code vuaanduaiunasiusagud il

dnsnananulinilalunsdudwazmnudniluasdusmnvaundusnuauuigiu deudennassiu

Toyaidausedng nuImamATwvidafylanuaennd o uNMANITAA TaNNNNTA] AIN151991 2
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WAZAINLAAINANTITIATIZULULAAANNITIATIETIAININT 2 Lane31 TuaaN WA ua I NauuAgIul
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'?B BIS CE] 62
'85 BIS e 21 or
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iy e T
€10 . BL2 €1
794
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AN 2 LEAIHANNT AT ALLAAANNSIASIASS

AN199 1 LAPINANITIATIZAANNYTAINUADAARDIUDI LA

ANRTLALEDARADY WNATINRAITE | HANITIATIZN

FaflaaAf (Chi-Square: ¥2) P-Value > 0.05 0.081
AlAALAISELNUS ( XZ <20 1.330

df
ARUlInsEAUANADAAT DINANNAY > 0.95 0.984
(Goodness of Fit Index: GFI)
AdilaseRuAmNLdnAdeINaunALUTIUTULALE > 0.95 0.931
(Adjust Goodness of Fit Index: AGFI)
ANRTEINANNEDA AR DINAUNAULTIAUNNS > 0.95 0.999
(Comparative Fit Index: CFI)
mdiisnueseisiddeesdiniinge < 0.05 0.008
(Root Mean Square residual: RMR)
AdiisnuesmLeieddoeensUsELIaAI LA < 0.05 0.030
iAo (Root Mean Square Error of Approximation: RMSEA
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A5197 2 LLﬁﬂﬂNﬁﬂ?iWﬂﬁ@UﬁﬂJNaj’]u

AUUFIY LAUNN Beta ([3) S.E. CR. p-value
1 Bl --- > BT 0.208 0.101 2.053 0.040
2 BE --- > BT 0.267 0.105 2.547 0.011
3 PQ --- > BT 0.522 0.073 7.165 Fxx
4 BT -—- > BL 1.058 0.032 33.373 Fxx

9INANTNN 3 WAAINANIIATIVEBUANLAFIN aFUelafall

AUNRZIUN 1 91NHANITIATIENTUAAANNISTIATESNE NUTT A mEnvainsIdum 18nsna

'3
a a

Wauanaenulinedalunsidudi Tnederdudsz@ninisaennssuinsgiu (B) iadu 0.208 fiszdiv

TodAgyn19ada (p< 0.05) Faguladn vauuauufgnui 1

a

AuNAzIui 2 31NRaN15IATIERINtAaaNN1TIATIATe WU Ussaunisallunsnduen 4
dvsnadauinsemulindalunsduan nefmdudszansnisaenassuinsgiu () wihiu 0.267 9

sEAUTBdAYVN9Eaa (p< 0.05) Fagulan sousuanufgiui 2

a

AUNAFIUN 3 NHANTIATIEINIARANNSIATETIY WU MSTuAMnIMENA T8nEna

s
a a

Wavansenulinddalunsidua Inedarduuszdninisaennssuinsgiu () windv 0.522 Aiszau

v o w

TodAgyn19ada (p< 0.05) Feagulann veausuauudgnum 3

auufiguil 4 91nNan1sIATIERaINleaaNnI1slAsIEs1e wudn anulianslalunsiduan 4

®D)

a a i U a a v Y a £ o N 'y
NBINALVIVUINADAINUNNANDAINFUAN Iﬂﬁ]mﬁflﬁuﬂigamﬁﬂqﬁﬂaﬂﬂE]EJN'W]i;ﬂ:’]u (B) W1AU 1.058 nsgau

TodnAgyneadia (p< 0.05) Feaguladn veusuauufgiun 4
AMENEAIATIEUAN
(Brand Image) 0.208
Uszdunsallunsidudn arulAndlalupsidudn 1.058 | anufnddonsidud
{Brand Experience) (Brand Trust) (Brand Lovalty)

L
(]
o]
B
v

msduiannmmaudi 0.522

[Perceived Quality)
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2AUs1gNAaN15IAY

PNIRgUIEALAreINTIdeden 1 nansAnwiAudutussEnIeLUsAldlunsIdy wud
1) nuduiussevinamanualnsdua Jssaunsallunsnduan waznissuiaunmdudl i

AnuduiusdauIngwanulindalunsdum dwgndeaseng QR code vuaandumuidunaedu
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Mnguds uazdufiveniuvesiuilan deweliilisunuamisinla Jsaenndesiu Inta fudeswa (2562)
fiosursnmdnvaiveandnsue [uniladadediddglunisimuasiumimienisaain aunsaadns
Fusnld edswielifuilnaldfuauamednlaandudiy mnamdnuaivesduidaauiiliaiui
aenideunuuld uazduisousuvesiuslaanguidivuny avannsaudaiumimnanisnainainguas
¢ wazaonndosiu undln $aualsIas Lazaund A3assen (2558) aBUrnwanwaldufAa denali
Fuilnainnsandy wazddnduinedivaud Wemnudesiuaud sulsluguam waziinaudouduvy
b delauseulunisudedy weeduuumenIsnaIn wassnndiunumienisnainanaudelila wl
Winsazdguisiisiaudilndidsiuls iltannsadestunisUasuudasuazidounuuls waziAnminils
wela nduindet uazfinenuinfinedud QR code SeiliAnysyaun1sainIenIsnI 1wy nsuany
Wensraaeudufvey msaunudulusludy (Judu delhAnemuidnidesiudensndud Faainy
aenndasiunsinuves asgy waawail (2560) flesuneUszaunisallunmaudlalyfie sy lowld
aouiigngafieaiity Sisufsnismevauesitulssamduda annuddn seuad n1snsein uas
mwdusiusvesiuilandemnumssduasamdseivlalulszaumsalidenlesluganuiianelalun

[ a

duA1 n1311 QR code anldlunisasissusaunmdui Jeaiuilanzlidorrdurdedusngudni

Y 9

Uszaumsallild wavazifenlduusuitifiuvasiunidnlafnunin feilanuaenndasiunisfinuwives

[ [

uriand @nswsu (2558) oS uremssuinunmuesgndsenunmlnesIuvesdud axtdudafivun
sunesn1siuivesiuilnafideuueniennguss Wumgualunsdentodudvesjuilng afreannu
uARFILAEAINIuMwesdud Tanuldiuieumesnunan wazdesmsnsdndmineiiinaule

2) anuduriusseninennulindaluasmdumuazanudnfdensidumianuduiusideuings
110 Fehafundeduiisl QR code aguunandud vhlsuslnasandula uansdsenunsslunsauiuas
nsdansivtenvavesusinald aenndesiumsfnyives ety aviedsan (2558) fioSunedeniny
Pdlalunadud Winduldainnisadeaudeiuasaulinda femnulindavesfuslonasdema
somanduulding waraudeiulusssrenazdmatonmasindnivesuslnauiy

MnTRgUszasdveanisisededn 2 il onsraaeulunannuduiusifannveanisaing
Andnualnsduan Yszaunisallunsidudn wazn1ssuiAMAImaudl 68 QR code vuaaIndumn
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Y a @ =2

Ui Unaedusagus 11anSnanomulin9laluns18UAharAUANA b UASIEUAITA W AU UMY

(% L

auNfgIu nundeuaenndesiutoyallielszdny

NN TITeaNuRgIud 1 ndnualinsduddsvinadauandeanalindalussdud
aflnrwaonndesivauuigiunside wazilnuaenndosiuetidees Richard Chinomona (2016)
gduIEnmanvalnsduAlidnsnasemulingalunsdudiedaunn uazeulindalunsiduend

1 v L4

ANMUAUNUSAUNUANUANAUATIAUAT LANANISANBINUINNITADANTNTIAUAILDNTNARDNINEN AR

'
Y aa

aumuinninanuliinaalunsidusn %qLLamﬂﬁLﬁu’jﬂqﬂﬁwﬁLW’J‘[ﬁMﬁ%ﬁMﬂﬁ]LLasﬁﬂﬁﬁiamwﬁumm

AMNANUAILALTDLEEINR SIUDIEDAAARINUINUITEUDY Abdullah Alhaddad (2015) aSurenA nanual
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NaINMFITeauAg T 2 Ussaunisalluasdud favEnadauandenulinddalunsidudn
Feflawaenadesiuauufisiuniide uasdanuaenadesiuauidoves asan urmasiasl (2560) 7
afuemNduTuyotUsTaunsalionsdufrenulinddalunsdumuazanudnfsensidud uaz
arwdiiusvesnalindaluamaudonnudnidensdud fomniianudiiusiludaan

NaINMTITBaNNAgILT 3 Msfuinuamaud Tvswaisuindernulindalundud 3
fimuaenraedfuanufAgIuNIITe Laslnuaonaaainuiideves Philippe Aurier and Gilles Sere
de Lanauze (2010) 83 U1fsn33uRunwdansENUADA AN NANLFNTUS AT osiuazaw
sjasfuorsual Bsaziinadeviruaimuing warnssudminduiusiunsauiiinansenulaonsadauan
somnulindauazanusjaiunensual

na9nMITeanufgIud 4 malindalussdui Tvswaidauindenuindsonsdud

¥ % a

eﬁaﬁmmaamﬂamﬂuaumg’mmﬁ%’a wardnuaoAAaBINUIWITEUBY Abdullah Alhaddad (2015)
a5u18M5TUs AN T nSnalauineg el duddnyse nndnvalvesn U kazaNinGfenT
duAn nnanwalvowndumdsnsnasuindemiulindalunsdufuazmudnfdensidun Lag
AUl eI 1B UM VENALTIUINAOAINANARDATIAUADNAIY TILTIEDAARDIAUIIUITL VDS
Azize Sahin, Cemal Zehir and Hakan Kitapco (2011) Wu11Uszaun1salvoakusua auisnslalas

Anulindlatinademnusnfnawusus

3 1 a v
i’)\‘iﬂﬂ'J'lﬁng‘ViﬁJQ'lﬂﬂ'li’Jﬁ]ﬂ
nnFITerilbminesdnug Jadunszuiunisinunukasnisaidun1sdedlsnienis

pa1nludanguiusinatvany Wumalulad QR code uanafiannit 4

MWANHUATIRIA

(Brand Image) . -
_ — anulindla ANUANARE

15 RUNNT O UATI T UAN . -
TwasFEne ATIRUA

(Brand Experience)
(Brand Trust) (Brand Loyalty)

mﬁ%’ﬂj’qmmwﬁuﬁﬁ

(Perceived Quality)

A (3 1 a v
AN 4 LLﬂﬂQ@Qﬂﬂ')?NﬂﬂN"mﬂﬂqifJﬁ]ﬂ
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U
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mMssuinanmaud femuindidvinadaindenialindalussidud uazmulihnddalunsidudnd
Svswadeuandeauinilussaud ssunslnedaaudl

1 nmdnuaingidudn (Brand Image) vasiiundodusnsusiiidl QR code aguuaandudn 1
Tinménwalilaniau suasie waglvimuidnuaendelsunnsgu ililauavindotio duwalvifiavina
Wauansernulindalunsduivesiuilan

2 Uszauniseflunsndudn (Brand Experience) 7idoa13uiu QR CODE uuaainunsiuna odu
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TsludunSoazauazuuudmivandn Judu udszaunsalifumnsaninguds wagnseduliaiig
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Indalussduivesfuslan

3 MsuiannInAudn (Perceived Quality) vasthifuvdedusasusd #e QR code flaguuaain
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si1aq vilvddeyalunsdadulafendodudiiiaunnuazUaonss dealdddvinadeuansoa
IIndlalunsdumvesiuilag

4 aalirslalunsidudn (Brand Trust) fideanstinu QR CODE vuamntsuvdedusneus vh
Tguilangdniule annsauansiennunsslunsauaznisiamsiviodnaluFosnuandd qanim
waziinAuianely dawalviddnsnadsuindeauinalunsduavesuslan

5 Audnaluns@udn (Brand Loyalty) fideanstiu QR CODE vuaanninsiundedusasus [y

HAdNSNAAINNITATNANS Nl TIFUAINA adreuszaunisalnlinuuilan adreanssusaann

Y a ¥

Fumiansewazidulselewd vlmAsmuliinela waznduudedilunsiduaniuusiazdausvile
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19lalunsdud f8nsnadsuandenusnilunsdus dea1uisat QR code uldlun1swamn
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pgaMINzaNLazIAnUsEAvBA Mg Tian
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