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ABSTRACT

The study aims to compare the perceived value and brand equity of the store, as well as
purchasing behavior of construction materials from DoHome and Thai Watsadu in
Pathum Thani Province. 200 customers were interviewed from DoHome and 200 customers from
Thai Watsadu. A questionnaire was used as the data collection tool.

The results indicated that most samples were male, aged between 31-40 years old, with a
Bachelor's degree, and self-employed, with a range of income less than 20,000 baht per month.

The results of the hypothesis test found that the level of perceived value in terms of
monetary price, quality and reputation between customers from DoHome and Thai Watsadu were
significantly distinctive. The level of perceived value of DoHome was higher than Thai Watsadu.
Moreover, monthly income was only one demographic factor that indicated the significant
distinctiveness. The samples whose monthly income were less than 30,000 baht had lower intention
to buy than those whose income was between 30,001-40,000 baht. Perceived value in terms of
product quality had the highest correlation with the purchase intention for DoHome but for
the Thai Watsadu brand association had the highest correlation with purchase intention.
Simultaneously, store loyalty, which was one component of store equity, had the highest correlation

with the purchase intention.
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