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This research aims to investigate the factors influencing trust in the
Pipatchara brand and to assess the level of trust in the Pipatchara brand among
consumers. An online questionnaire, validated for quality with reliability
coefficients ranging from 0.746 to 0.865 for each variable, was employed as the
research instrument. The data were collected from a sample of 400 samples,
both male and female, who are familiar with and interested in the Pipatchara
brand. The sample was selected using a convenience sampling method.
Descriptive statistical analyses, including percentage, mean, and standard
deviation, were utilized. Additionally, multiple regression analysis and Pearson
correlation coefficient were employed for data analysis. This study found that
the factors of brand image (S = 0.137), product uniqueness (£ = 0.143),
environmental awareness ( £ = 0.137), and product innovation ( S = 0.497) affect
trust in the Pipatchara brand, while the factor of fashion involvement (S =
-0.038) does not affect trust in the Pipatchara brand with statistical significance

at the 0.05 level.
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