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The Influence of Brand Image, Perceived Value, and Brand Experience

on iPhone Repurchase Intention Among Gen Y Consumer in Bangkok
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Abstract

This research aimed to examine the influence of brand image, perceived value,
and brand experience on iPhone repurchase intention among Gen Y consumers in
Bangkok. The study employed a quantitative research design. The sample consisted of
400 Thai consumers in Bangkok aged 29-44 years who had purchased or used an
iPhone for more than 6 months, selected through convenience sampling. Data were
collected over a two-month period from January to February 2026. A questionnaire

was used as the data collection instrument. Descriptive statistics — including
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frequency distribution, percentage, mean, and standard deviation — were used for
data analysis, along with inferential statistics comprising multiple regression analysis.

The findings revealed that emotional brand experience, perceived functional
value, brand image, perceived quality value, and perceived social value each had a
statistically significant influence on iPhone repurchase intention at the 0.05 level
among Gen Y consumers in Bangkok. Among these, emotional brand experience
exerted the greatest influence on repurchase intention.

Keywords: Brand Image, Perceived Value, Brand Experience, Repurchase Intention
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Woodruff (1997) wiuind euszaunisainislddudiaennd e’ aliuniiainuninnds
fuslnaagiiuuliiudnwenuduiussuuusudlusseren maidendsduszgndlivguiues
Zeithaml (1988) TuAuTfAMA1Y8Y Sheth et al. (1991) Tnegjaitiu 3 Tandan laun A1uns
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