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The Model of Marketing Mix and Influence of Brand Equity affecting

Consumer’s Brand loyalty of Functional drink in Thailand
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Abstract

This purpose of research is to study the model of Marketing Mix and Influence of Brand
Equity on Consumer’s Brand loyalty of Functional drink in Thailand and factors affecting the
relationship between marketing mix and brand equity influence on brand loyalty of Functional
drink customer in Thailand. The studying of this research is used by methodology of the
quantitative research. Using the questionnaire as the method in collecting information from the
Functional drink consumer for total amount of totally 1,350 persons and the questionnaires are
used as tools; analyze data using descriptive statistics, inferential statistics and structural equation
modeling analysis using SPSS and AMOS in data analysis. The results study showed that marketing
strategy, brand awareness, brand familiarity. Have a direct effect on toward Purchase Intention of
Functional drink customer in Thailand. The causal model developed is appropriate and has the
ability to predict the good and acceptable. Because of the squared multiple correlation coefficients
(R2) is equal to 0.856 or percent 85.60
Keywords: Marketing Mix Strategy, Brand equity, Brand loyalty
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