ansnan1ssuiAAUTUANINIINdINafanunladalnell
aunailalududsdeiny nsaifnuiuniinimgus
Wwaza1aYnIU WIane (Uszmalne)

Sufisuunang 10/03/2563
FuwAlvunany 31/03/2563 ASUE 19WRS

JumausuunAw 01/04/2563

1 Yo 1@l

NIINT KBIEYAUR

UNANED

N1939eUiTngUssasd 1) Wefnw1ansnaseninanssuiAuAUTUAN NI dnase

Y 9 Y
(% (%

aunegile 2) ilefinwdvswaszminnuniagiilefidmasiormndedeuas 3) iensaaaey
dvdnaniedenveanisiuinueuusuiunfidmansgnudoaudidate Tasdaunagile
Hususdsinu ngusegneiillunmsitefediliuinlueianosaieriv n§uimsans (sewelne)
Uszlan Prestige and Luxury Range 91u3u 208 A 35n1squsegnwuulalininuiiazdu
Mnsieseilagldadfdonssau Tiun dranud drdesar Aade dudeuvuninsgiu
wagldadndeyuulunismaasvauuAguuein1sive Ae3an15aselunaaunIslaTIasg
nan1TiTenuin mnuaeandesvedluinaaunislassaienunasineeniuld (in CMIN/DF

WINAU 1.936 A1 RMR W1AU 0.045 A1 GFI Ay 0.900 A1 RMSEA winAu 0.067 @1 IF]

4

a

WU 0.953 A1 CFI Wiy 0.952) Ba3Unan1siasIenead 1) n13uiAmAUTUAnING,

aNa A 1

Jgvsnadeauniagila winiu 0.869 2) Anumaniilandaninarenundla Wity 0.452 uay

1%

3) NsFusAMATLUSUANIUTIBTENaNTeuRemuRtlatamniu 0.393 Tasfinuniagiladu

Y 9

'
1 1 N v = LY

fruUsdeiu eglidedAyAszeau 0.001

AdnAny - NsTuiauen AunAgila ausalade

" dndnuUSaanln @a1unIuImsgene anInendeinunsenans

e-mail : saran.won@ku.th

? femmansn91sd Usednn1aivin1snatn a1uniniuimsgsng anTivendeinunsaans



Influence of Luxury Brand Value Perceptions on
Purchase Intention with Vanity as the Mediator:
A Case Study of the Swatch Group Trading (Thailand)

Received 10/03/2020 Saran Wonghirun' Songporn Hansanti”
Revised 31/03/2020

Accepted 01/04/2020

Abstract

The purposes of this research were 1) to study the influence of luxury brand value
perceptions on trait of vanity, 2) to study the influence of trait of vanity on purchase intention,
and 3) to study the influence of luxury brand value perceptions on purchase intention with
trait of vanity as the mediator. This research collected 208 samples from those users of The
Swatch Group Trading, who chose the watches in Prestige and luxury range, by non-probability
sampling. The questionnaires were used to conduct the survey. The data were analyzed
by descriptive statistics including frequencies, means, percentages and standard deviations.
The inferential statistical technique used in hypothesis testing in this research was a structural
equation model. The results revealed that the samples evaluated luxury brand value,
trait of vanity and purchase intention at moderate levels. Additionally, most fit indices
in the proposed structural equation model were at acceptable levels. (CMIN/DF = 1.936,
RMR = 0.045, GFI = 0.900, RMSEA = 0.067, IFl = 0.953 and CFl = 0.952). The summary of
the analysis was as follows: 1) luxury brand value perceptions significantly influenced trait of
vanity with p < 0.001 (3 = 0.869), 2) trait of vanity significantly influenced purchase intention
with p < 0.001 (B = 0.452), and 3) luxury brand value perceptions significantly and indirectly
influenced purchase intention through trait of vanity with p < 0.001 (B = 0.393).

Keywords: luxury brand value perceptions, trait of vanity, purchase intention
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