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Abstract

This study investigates the key determinants influencing consumer satisfaction
regarding Warrix sportswear within the Bangkok metropolitan area. Specifically, the research
evaluates the impact of three primary constructs: brand awareness, brand love, and
perceived quality. Employing a quantitative research design, primary data were collected
via structured online questionnaires from a purposive sample of 400 consumers with prior
experience purchasing or wearing the brand's apparel. The collected data were subjected
to descriptive statistical analysis and multiple regression analysis to test the proposed
hypotheses.

The analytical findings reveal that all three independent variables exert a statistically
significant and positive influence on consumer satisfaction at the 0.001 significance level.
Notably, perceived quality emerged as the most robust predictor (B =0.427), succeeded by
brand awareness (B = 0.234) and brand love (B = 0.217), respectively. The implications of
this study suggest that sportswear enterprises should prioritize the enhancement of service
excellence and the security of e-commerce platforms, concomitant with maintaining a
consistent brand presence across social media channels. The strategic implementation of
these elements is pivotal for cultivating superior consumer experiences, maximizing overall

satisfaction, and sustaining long-term competitive advantage in the market.

Keywords: Brand Awareness, Brand Love, Perceived Quality, Customer Satisfaction,

Sportswear
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