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ABSTRACT

This research aimed to examine (1) brand equity factors and (2) online marketing
mix factors influencing consumers’ purchase decision of Montar: Ready-to-Eat Southern
Thai Fish Kidney Curry Powder Products through online channels. The sample consisted
of consumers with experience purchasing Montar products online. A questionnaire was
used to collect data, which were analyzed using descriptive statistics and multiple
regression analysis.

The results showed that consumers perceived brand equity factors, including
brand awareness, brand image, brand loyalty, and perceived quality, at a moderate level.
Perceptions of online marketing mix factors, namely product, price, distribution channel,
promotion, personalization, and security, were also at a moderate level overall.

The hypothesis testing revealed that neither brand equity nor online marketing
mix factors significantly influenced consumers’ purchase decision through online
channels. These findings suggest that purchase decisions may not depend solely on
marketing-related factors or brand image, but may also be influenced by factors such as
consumption experience, taste familiarity, and confidence in traditional recipes.

Overall, although consumers demonstrated moderate perceptions of brand equity
and online marketing mix factors, these factors were insufficient to clearly explain online
purchase decisions. The findings provide useful insights for marketing strategy
development, brand enhancement, and future research on consumer behavior in

the context of Thai local food products.

Keywords: Montar: Ready-to-Eat Southern Thai Fish Kidney Curry Powder, Purchase

Decision, Brand equity, Online Marketing Mix
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