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Brand Equity and Marketing Communication affecting

decision making to buy herbal products of Gen Y in Songkhla province
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Abstract

The purposes of this research were to study demography, Brand Equity affecting
decision making to buy herbal products of Gen Y in Songkhla province, study the pattern
decision making herbal products of Gen Y in Songkhla province and Marketing
Communication affecting decision making to buy herbal products of Gen Y in Songkhla
province. The population sample was identified as Gen Y in Songkhla Province. The
questionnaires were used to collect data from 400 people. Data were analyzed by using
the statistical software packages. The statistical tools used for data analysis including
frequency, percentage, mean, standard deviation Independent T-test (ANOVA) and
Multiple Regression. The level of statistical significance was set at 0.05.

The result found that 1) The majority were female more than male age between
24-28 year. Their education was at the bachelor’s degree and engaged in government
employee/ state enterprise employee, which were single. Their average monthly income
was 10,001 — 20,000 baht. 2) Level of opinion on Brand Equity revealed that the overall
very high. 3) Level of opinion on Marketing Communication revealed that the overall very
high. 4) The making decision step was a high level. 5) For the marketing mix that influence
the purchasing decisions of the samples found that dermography characteristic consist of
gender, level of education, occupational status and average monthly income influenced
the decision making to buy herbal products of Gen Y in Songkhla province
affect of not significantly different at the o0.05 level. 6) The result of the Brand Equity
affecting decision making to buy herbal products which were four factors are Brand

Awareness, Perceived Quality, Brand Association and Other Proprietary Brand Assets. 7)



The result of the Marketing Communication affecting decision making to buy herbal

products which were two factors are Advertising and Personal Selling.

KEYWORDS : Brand Equity, Marketing Communication, DECISION MAKING, Herbal

products, Gen Y
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