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Abstract

The purpose of this research is to study the influence of Sales promotion, Brand experience
affects Brand awareness and Customer expectation and study the influence of Brand awareness,
Customer expectation that affect Repurchase intention of customers. This research is quantitative by
collecting data from small traders in the meat group in the fresh market area Udon Thani Province,
numbering 343 people. The researcher collected data using online questionnaires and field visits. The
data was analyzed using descriptive statistics to describe the mean and standard deviation of the
variables and a structural equation model was analyzed to check the consistency of the model with
the empirical data. The causal relationship model of Repurchase intention of small traders selling meat
products in the Udon Thani fresh market consists of 5 variables: Sales promotion, Brand experience,
Brand awareness, Customer expectation and Repurchase intention.

The results show that the developed causal relationship model is in good agreement with the
empirical data, considering CMIN/df = 2.017, CFl = 0.962, TLI = 0.922, IFI = 0.963, NFI = 0.930, SRMR =
0.058 and RMSEA = 0.054 and found that Brand awareness, Brand experience, Customer expectation
and Repurchase intention at a high level Meanwhile, Sales promotion are at a moderate level. The
results of the hypothesis testing revealed that Sale promotion and Brand experience have a positive
influence on Brand awareness and Customer expectation with statistical significance. In addition,
Customer expectation and Brand awareness it has a positive influence on Repurchase intention with

statistical significance.

Keywords: Sales promotion, Brand experience, Brand awareness, Customer expectation, Repurchase
intention.
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. daufi 3 ﬁJaLauaLLu“auﬂ WunuvasuaiuuseLanyaneila (Open- Ended Questionnaire) iR
mmmmw Feansluuvasunuussinnvaneda (Open-Ended Questionnaire) ummh AL NOABINTS
ANUARLTIUAGY Im&mmmauquaaummaaiﬂumﬁmumqmwmm
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0.50-1.00 ‘U‘Lllﬂ (Boonchom Srisat, 2010: 67) NANIIRTIVADUNUIN ﬂ’]ﬂ’l’]llLWENG]N%ENLLUU&@UQ’]@JL‘V]’]ﬂ‘U

0.8

2. MImAANUT ey (Rel |ab|L|ty) URNSUTGOIVIRH] ImaimsmammamﬂiuawﬁLLaaWWEN
A38UU1A (Cronbach’s Alpha Coefficient) Fernimnzauaasiiandous 0.7 Fuly suiuddeldiuuuaouany
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(Standard Deviation) maawmwaaumummu 343 31y Imauammamiﬂﬂmmu

A51e 1 amFieszisEumAnduressausTlElunsiinm

$18N13 U fovaz
LNF B8 118 34.4
Y 224 65.3
218 18-251 5 1.5
26 -30 U 25 7.3
31-407 135 39.4
41-50 9 129 37.6
51 Yguly 49 14.3
SEAUASANE ANINNsENANYINaUUAY 132 38.5
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Fueuisladesluninsan wui ssdumnudaiuidiadoniinu 3.91 Sseglusedu ann 9
seasBeamuin “Yhuszdadondedudnguidednituuusudiisn smnfimsduadunisedia” eglused
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NanTATEiLandlunIed 2
Maeil 2 wansenduusyAvsanduiusuuniiesau

AUy Sp BE BA CEP RI
Sp 1.000
BE 0.465** 1.000
BA 0.346** 0.429%* 1.000
CEP 0.460%* 0.577** 0.549** 1.000
RI 0.282%* 0.453%* 0.370** 0.484** 1.000

a o

vanewie: * AnduusyavSandiuiudiidudfameada fisziu 0.01
**SP fig Sale Promotion e N13data3uN51e

**BE fip Brand Experience fe Uszaunisaififnewusus

“**BA fig Brand Awareness fig N153UFUUTUA

*xCEP fip Customer Expectations fie A311A1A1Isve3gneAN
*64R| A Repurchase Intentions Ag mmé‘?ﬂ%%@%’l

1NM15°99 2 iefisanAduUTEANSanduiussenIeduUsne 5 fiuus wudrAdudseans
avduiusiianduuinnni wansiiuinnuduiusluiiemadeadty $1uiu 10 ¢ leeleegi 0.282-0.577
fuUsisianuduiuseglusyiuUunansdianuduiusiuegdidosyddynisadniiseau 0.01
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NSVAADUANATIULAZANNITIATIES

A8 lAN1svegeANLAZIUAUNTOULIIAAAILUUTIRBENN1TIATIATIE (SEM) IagTiaTies
Ay uSvesiuUsnEouiy othnamsinsRlussunemnuduiusvesiudssia 9 (Hair et al., 2010)
namsliaszinuilinaiiowlszneudsduiililunsinwedidemumnzauwazasandosiutoyaids
Uszdnd lnedlAvivinsirdeunnuaanndeshia CMIN/f = 2.017, CFl = 0.962, TLI = 0.922, IFl = 0.963, NFI
= 0.930, SRMR = 0.058, RMSEA = 0.054 mamﬁmiwﬁuamﬁ[ugﬂﬁ 1 uazAT199 3

| awareness ] | awareness?2 | I awareness3 H awareness4 | awareness5

0.666 0,557
0.7
0.701 e 0454 g Repurchase1
sale3 X
0.357
sale2 & 8% Repurchase2
sale1 0.777
° Repurchase3
0.535
Repurchase4
: 0.652 0.758
experience3 -
- oz 0.409 Repurchaseb
\
5
01
0508~ g expectations1
0.877, 0.705 0.809

0.390

|expectation57 Iexpectat]onsG”expectationsSl|expectations4| expectation33| expectationle

JUN 1 uansmnuduiusidaanvnvesladeidamaseninundladod
M131913 LAAINANITNAADUANNAFIU

AuNAgIY U9 Beta () S.E. CR. p-value
1 SP ----> BA .183 .049 2.11 0.035
2 SP -——-—-> CEP .290 .038 3.89 <.001
3 BE ----> BA .455 .080 4.97 <.001
4 BE -—--> CEP .409 .065 5.02 <.001
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