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The Influence of Brand Loyalty, Brand Awareness, and Brand Trust on

Repurchase Intention for Fiber Dietary Supplements

wALAOU auuAgTAaNa ¥ uarugau solngudy?

Sangduean Samankietsakul! and Narudom Tortheinchai ?

UNANED

N15338ASeHITngUsrasAiiteAn w18 navenuindrens1dual n155uslulusud was

q

Aanulindaluiusud Alinansaiudsladedndndusiaitomsussianlviveseeuilan

[

nqusegreguilnafinsdevdeineuilnanansasiliiues s1uau 400 au Teglduuuasuanudy
insesdielunsiiudoya uaziiaseideyaseaifdmssauuazaifideoyunu liun Aede diu
Weauunasgiu maesesiavdusius uasmsinsissinisanaenvg

HANTITENUTT AUAnAsiensIduA n15suslunusud wagaulingdalunusud d8vsna
Feunnserusilates wanduanasuensusannliuesegnadituddymetnfiszsu 0.001 Tne
anuinAdensdudutiedeiifidviwamniian sesasnenalindaluuusud waznssuiluuy
sud Mua1au nansITeausatlUld dunwimslunsiaunagnsaunisasnuusud n1sad
arudoiiu upgmssnwgiugnén wedinlemalunisdetiuazaivanuldiuiounenisutsdures

6

gsnandndaueiasuomsUssnmliueslussesen

AEAy: AuinAsensduan, nsusluwusud, anulindaluwusud, anuaslatied, winduel
iesuemsiniues

Abstract

This research aimed to study the influence of brand loyalty, brand awareness, and
brand trust on repurchase intention toward fiber dietary supplement products. The sample
consisted of 400 consumers who had previously purchased or consumed fiber dietary

supplement products. Data were collected through questionnaires and analyzed using
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descriptive and inferential statistics, including mean, standard deviation, correlation analysis,
and multiple regression analysis.

The results revealed that brand loyalty, brand awareness, and brand trust had a
positive influence on repurchase intention toward fiber dietary supplement products at a
statistically significant level. Brand loyalty was found to be the most influential factor,
followed by brand trust and brand awareness, respectively. The findings can be applied as
guidelines for developing branding strategies, building consumer trust, and maintaining
customer retention in order to increase repurchase opportunities and create a sustainable

competitive advantage in the fiber dietary supplement market.

Keywords: Brand Loyalty, Brand Awareness, Brand Trust, Repurchase Intention, Fiber Dietary

Supplements
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AT 2.3 HaNITIATIEY ARl wazdiudeavuuinggiuves anubianddalulusud (Brand

Trust) NilNasaANURIlaNISTRT AN UIMLESUDIMNTUTEAN I UDS

y . Anade  dwdsauy  sEAUAN
aulinelaluwusud (Brand Trust) e
X  W0gu (S.D)  AAwmuU
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M7 2.8 NaN1SATILY ALRde wavd i dEUUNINIEIUYeY AUASLITeYT (Repurchase

Intention) NARAMILESUBINTUSEANINLUDS
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1997 2.5 ANsneaeLannRgulaentTszinanesdadunyans (Multiple Regression
Analysis) v8InsAnwdnSnavesruinfsens1dud nsiufluwusus wazanuldanglalunususd

dld 1 ?:/ dgl/ %; a o & A &
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auuagﬂu Regression t-value p-value Tolerance VIF
Coefficient (B)
AUANARDATIAUA 0.58 1648  <.001 0.67 1.50

(Brand Loyalty) dswalis

UINADANUAI LT DY

nssusluusug (Brand 0.30 8.20 <.001 0.60 1.66
Awareness) aaNaLiauIn
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Aanulielalunusus 0.29 8.89 <.001 0.57 1.74

(Brand Trust) @nakaauan

1 gj = o
HOAINUAILIT DY
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o o aa U

*WUWR: R = 0.87, R* = 0.76, Adjusted R” = 0.76, p < .001 ** JfadAgynisatiannsedu 0.001
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