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ABSTRACT

The objectives of this independent study were as follows: 1) to study the brand image and
brand equity purchase decision of energy drink T247, 2) to study the effects of consumer factors on
brand image and brand equity purchase decision of energy drink T247, 3) to study the effects of
consumer factors on the purchase decision of energy drink T247, and 4) to study the effects of brand
image and brand equity on the purchase decision of energy drink T247.

The study was conducted with a group of 400 working-class people in Thailand. Data
were collected using a questionnaire and analyzed by descriptive statistics, namely, frequency,
percentage, mean, standard deviation, and inferential statistics comprising One-Way ANOVA and
multiple regression analysis with the Enter method for hypothesis testing.

The study indicated that 1) the factor most affecting consumers’ purchase decision of
energy drink T247 on the cognitive stage was the brand equity linked with brand associations (B =
0.361), 2) the factor most affecting customers’ purchase decision of energy drink T247 on the
affective stage was the brand equity linked with brand awareness (8 = 0.238), and 3) the factor most
affecting customers’ purchase decision of energy drink T247 on the behavioral stage was the brand

equity linked with perceived brand quality (B = 0.452).

Keywords: brand image, brand equity, purchase decision, energy drink
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