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ABSTRACT

Purpose — The purpose of this research was to provide a comprehensive picture of the enhancing
cultural product purchase intentions of prospective customers by jointly studying the impact of
local knowledge and brand equity on purchasing behavior as well as responding to recent calls
for research in the local business literature, especially in Pathum Thani province in Thailand.
Methodology - The research methodology was quantitative research with survey method by using
questionnaires for data collection. The respondents were 400 participants, who had experience
of purchasing cultural products. Pathum Thani was selected to conduct the empirical analysis of
this research. Descriptive statistics used for data analysis included frequency, percentage, mean,
and standard deviation. Due to hypothesis testing, inferential statistics used was Structural
Equation Modeling (SEM).

Results - The results of hypothesis testing revealed that cultural knowledge of the local area or
the customers’ perception of community intelligence is the most influencing brand equity
component. Furthermore, a positive relationship is observed between brand equity elements and
purchase intentions of cultural products.

Implications - The findings present several implications for both academia and practical
implications, highlighting the impacts of the customers’ perception of community intelligence on
brand equity and purchase intentions for effective marketing strategies planning.
Originality/Value — This empirical study explores the impact of customers’ perception towards
cultural knowledge or community intelligence play a crucial role for enhancing brand equity and
purchase intentions of cultural products, particularly in Thai context.
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INTRODUCTION

In recent years, the Thai government has actively introduced various policies and promoted the
development of the creative industry. Creative industries are a promising component of Thailand’s
economy and national development strategy. It counts 15 sectors in its portfolio that contributed
roughly 7 percent to Thailand’s gross domestic product (GDP) in 2021, which was higher than that
of total GDP during the past year (Creative Economy Agency, 2022). Thailand’s 20-year national
strategy, named Thailand 4.0, relies on fostering creativity, innovation, and R&D to bring the
Kingdom’s economy and society to a more advanced level of development. This also includes
cultural product industries, which are therefore significantly on the rise of late, and they are notably
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visible as drivers of local economic development at selected locations, above all in large
cosmopolitan cities but also in many other kinds of geographical contexts. Therefore, cultural
products can be regarded as an extension of cultural capital to create social value and concrete
economic value by related products or services such as cultural capital support of each locality come
to develop and continue to add economic value, including promoting community participation in
the operation to achieve the application of cultural values in a concrete way. Considering the Thai
context, cultural products and services are a particularly relevant issue for microenterprises in the
local areas, as cultural entrepreneurs tend to be more involved with these cultural business
activities than others. For instance, OTOP stands for “One Tambon (meaning sub-district) One
Product”. It is a local entrepreneurship stimulus program that aims to support the unique locally
made and marketed products of each Thai Tambon by applying local wisdom and traditional culture
all over Thailand. It can also be considered a type of cultural entrepreneur. However, they still have
some problems and obstacles, especially in terms of sales volume and marketing,

Considering customers’ purchase intentions, the general perception of a brand is a crucial
aspect. Roughly 74 percent of today’s customers expect more from brands in regard to how they
treat customers, employees, and the environment (Marketing Evolution, 2022). To stay ahead of
this shift, entrepreneurs need to consider how their various marketing initiatives contribute to
brand awareness, which they can leverage in order to effectively build and improve upon their
overall brand equity. Brand equity is the level of sway a brand name has in the minds of
consumers and the value of having a brand that is identifiable and well thought out. It is typically
attained by generating awareness through campaigns that speak to target-consumer values,
delivering on promises and qualifications when consumers use the product, and loyalty and
retention efforts. Inferring from the above, it can be assumed that cultural entrepreneurs are also
strongly motivated to pursue and improve levels of brand equity in cultural products to achieve
competitive advantage. However, they usually face several constraints related to resource
inadequacy, such as a limited ability to acquire information and brand knowledge, that may
hinder their achievement. Consequently, the topic related to brand equity and its related
determinants becomes essentially relevant in this study.

In light of the above mentioned, therefore, it is an attempt to enhance levels of customers’
perceptions in terms of brand awareness, perceived quality, brand association, and brand loyalty
as brand equity elements according to their interconnectedness with purchase intentions of
cultural products. Then, this study relies on ideas about the existence and nature of the firm that
emphasize the role of knowledge, especially in the case of cultural products in Thailand. Based on
customers’ perspectives, the authors believed that the intention to purchase cultural products
would be affected by individualism as well as some specific knowledge. Therefore, it could be
argued that local or traditional knowledge of customers may drive and benefit the customers’
purchase intention of cultural products. Although there is currently a lot of research on improving
the business performance of cultural products, the research related to the role of local knowledge
on customer-based brand equity has not received as much attention as it should have. Therefore,
this research aims to study the perception of local knowledge in various dimensions to create
brand equity value for enhancing the purchase intention of cultural products in the area.

All in all, this study aims to contribute to the role of local knowledge on customers’ brand
equity perception, which in turn influences their buying intention (Rittibul, 2020; Ngulube &
Onyancha, 2017). Then, the authors develop a conceptual model that proposes that local
knowledge as well as brand equity components are positively related to customers’ purchase
intention by drawing on the theory of planned behavior (TPB) (Ajzen, 1985) and customer-based
brand equity models (Aaker, 1996; Keller, 1988). The authors provide theoretical arguments for
why customers’ perceptions of local knowledge or community intelligence have a significant
impact on customers’ attitudes as key components of TPB theory, which might enhance
customers’ purchase intentions of cultural products. We test this model using structural equation
modeling (SEM) with a sample of 400 respondents in Thailand, which is classified as an emerging
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country located in Southeast Asia; new insights into the cultural products-based business
literature could thus be provided. According to the study area, Pathum Thani was selected for the
empirical analysis of this research because it is one of the provinces considered to be a mixed-
culture society combining various nationalities in Thailand, and it becomes a charm of the ancient
community’s way. Along with the biodiversity in Pathum Thani and local Thai wisdom, therefore,
the cultural products, usually categories such as food and non-food products, were generally
founded in the area. Hence, this province was selected as the area-based study. Consequently,
there is a certain need to extend the role of local knowledge in brand equity perceptions and
purchasing behavior research, especially in the Thai cultural product context.

LITERATURE REVIEW
Theoretical background
This research draws from consumer behavior approaches as the theoretical grounding to explain
the relationship among variables by adopting the theory of planned behavior (TPB) as the
underpinning theory due to its relevance to the topic. Past studies have concluded that the TPB is
a comprehensive framework to conceptualize, test, and empirically identify those factors that
influence the purchase intentions of customers (Ashraf et al., 2017; Lama, 2017). The TPB was
developed by Icek Ajzen in 1985 and is an extension of the theory of reasoned action (TRA), which
was jointly developed by Martin Fishbein and Icek Ajzen in 1967 (and further amended until
1975) (Ozer & Yilmaz, 2011; Fatoki, 2020). Itis considered the cognitive approach, which ascribes
observed action (behavior) to intrapersonal cognition. The individual is viewed as an
‘information processor’. This intrapersonal causation clearly challenges the explicative power of
environmental variables suggested in behavioral approaches; however, an influential role of the
environment and social experience is acknowledged, with consumers actively seeking and
receiving environmental and social stimuli as informational inputs aiding internal decision-
making. Therefore, the primary objective of the TPB is to provide a comprehensive framework
for understanding the various factors that influence the intentions of individuals (Ajzen, 1991).
Since the past three decades, the TPB has been successfully applied across many industries, such
as retail, health care, sports, finance, and online shopping, to predict consumer behavior (Arif,
2016; Ruangkanjanases et al., 2020). Past studies have found a significant impact of the TPB
variables on the purchase intention of customers (Tuan & Vinh, 2016; Lama, 2017; Fatoki, 2020).
According to Ajzen (1985), the TPB encapsulates that human intentions are primarily
influenced by three factors: attitude, subjective norms, and perceived behavioral control. Firstly,
attitude toward a behavior is seen as “the degree to which a person has a favorable or unfavorable
evaluation of the behavior in question”. It is a behavioral belief of an individual that includes a
perceived positive or negative consequence of performing a certain behavior. Attitude is an
aspect of human beings that is linked to their minds, and it provides them with a reason to form
an intention or behavior (Arif, 2016; Nomi & Sabbir, 2020). Secondly, subjective norm is defined
as “the perceived social pressure to perform or not to perform the behavior” by the individual
(Ajzen, 1985), and this pressure is primarily from the people who are important to the individuals
and are considered by them in the decision-making process (Wang, 2014; Fatoki, 2020).
Subjective norm can also be defined as social pressure that an individual has from the people
around him, and this pressure guides him to perform or avoid a certain type of behavior (Tuan &
Vinh, 2016; Nomi & Sabbir, 2020). Lastly, the TPB defines perceived behavioral control as “the
perceived ease or difficulty of performing the behavior” (Ajzen, 1985). For example, an individual
might think of all possible sources (such as ability and affordability, etc.) that are required for a
certain behavior. Perceived behavioral control is also known as the potential and ability of an
individual to perform a behavior independently (Ashraf et al., 2017). Considering the above
evidence, therefore, this study has chosen the TPB as the underpinning theory to determine the
impact of brand equity on the purchase intention of cultural products through the customers’
perception of local knowledge.
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Local knowledge conceptualization

Interest in local knowledge is growing because of its potential to promote and sustain
development activities (Ngulube & Onyancha, 2017). Although the knowledge of traditional and
indigenous communities is recognized as essential for the emancipation, empowerment, and
affirmation of marginalized societies, there is limited agreement on its definition and the most
appropriate label for the knowledge. Many scholars agree that most of the knowledge of
traditional and indigenous communities was developed through the interaction of human beings
with nature to sustain themselves. The interaction led to the evolution of practices, values, ideas,
and principles that contributed to their survival, control of their lives, and sustainable
development (Ngulube & Onyancha, 2011; Ossai, 2010; Senanayake, 2006). Grenier (1989)
argued that the knowledge of traditional and indigenous communities has common features. Most
of these features are well documented in the extant literature, which is rooted in a particular
community and situated within a broader social context whereby all life forms are a result of the
interaction between social and spiritual relations. It refers to the unique, traditional, local
knowledge existing within and developed around the specific condition of women and men
indigenous to a particular geographic area. Consistent with Owuor (2007), indigenous knowledge
is a process of learning and sharing social life, histories, identities, economic, and political
practices unique to each cultural group. Consequently, it can be argued that local knowledge
consists of the knowledge, beliefs, traditions, practices, institutions, and worldviews developed
and sustained by indigenous and local communities and are believed to represent an adaptive
strategy to the environment in which these communities live. Consequently, this study is an
attempt to establish a framework for exploring how the customers’ perception of local knowledge
or the customers’ perception of community intelligence responds to customer-based brand
equity elements, which are related to their purchase intentions and behavior based on TPB
theory.

Cultural products
Cultural products refer to goods or services that include the arts (performing arts, visual arts,
architecture), heritage conservation (museums, galleries, libraries), the cultural industries
(written media, broadcasting, film, recording), and festivals. UNESCO has declared that these
products are not like other forms of merchandise (IGI Global, 2022). As for the development of
cultural products, it could be argued that cultural products are usually made from raw materials
that can be found locally. The older generation teaches the younger generation design and
processing techniques. These, also known as crafts, handcrafts, ethnic products, or handcrafted
products, have been involved in people’s lives for years. Historically, crafts were produced for
sale primarily within the local community. Moreover, cultural products are now merchandise that
has evolved into items that consumers may perceive as cultural products and/or are often
purchased as a gift or souvenir (Yu & Littrell, 2003). Consequently, cultural products have become
a major source of income in many craftsmen’s communities as well as local enterprises in the area
(Pye, 1986). In this study, the authors defined cultural products as various forms of artistic,
creative, and intellectual expressions that are produced, shared, and cherished within Thai
culture or society. These products can encompass a wide range of mediums, including commodity
goods, literature, music, film, visual arts, theater, dance, cuisine, fashion, and more. Cultural
products often reflect the values, beliefs, traditions, and unique characteristics of a particular
group or community, and they play a significant role in shaping and preserving cultural identity.
However, since producers of cultural products may not be familiar with consumers’
preferences, understanding what consumers from outside their culture think about cultural
products is an important start to successful product development. Knowing consumer
preferences is important for the producer to make a better product to suit the target market and
for the retailer to acquire the right product for their consumers. Additionally, if consumers in
different cultural or geographic markets have different preferences, retailers and/or producers
can respond to these varied preferences. Even when consumers’ preferences are known,
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information important to them must be communicated. To attract consumers who will purchase
a cultural product, it is important to use words and terms that consumers understand.

Interestingly, on the other hand, providing local knowledge to their prospective customers
in different regions would be an alternative idea to enhance the performance of cultural
entrepreneurs in the area, which is the aim of this study. As mentioned above, it is generally
believed that a better understanding of local knowledge or perceived community intelligence of
customers might influence their attitudes towards cultural products, which may lead to a higher
level of purchase intentions and purchasing behavior.

Brand equity and purchase intentions

According to Aaker (1991), “brand equity is a set of assets and liabilities linked to a brand,” and
brand equity can be analyzed through its dimensions, which include brand awareness, perceived
quality, brand association, brand loyalty, and other proprietary assets. Farquhar (1989) defines
brand equity as “an accumulative value or asset of a product or brand that combines the
customer’s positive emotions, opinion, and intention to purchase a product,” while Kotler and
Pfoertsch (2007) believe that “brand equity is the distinctive impact of a brand that comes to a
customer’s mind while interacting with the product or service of a brand”.

Previous studies by Perera et al. (2019) and Dissabandara (2020) found that brand equity
has a significant influence on the purchase intentions of customers. Similarly, Adam & Akber
(2016) concluded that during the brand selection process, when a customer selects one brand
over another, despite more features of alternate brands, it is simply the result of brand equity.
Therefore, brand equity should primarily be the focus of business firms and marketers to gain
enhanced market share and profit.

According to Aaker (1991), brand awareness, perceived quality, brand awareness, brand
loyalty, and other proprietary assets are the five dimensions of brand equity. However, as a
dimension, other property assets do not make a significant contribution to measuring brand
equity; therefore, this dimension has not been applied in various studies (Buil et al., 2013; Schmitz
& Roman, 2018). Hence, this study focuses on those dimensions that influence the purchase
intentions of customers. Four dimensions of brand equity are included in this study, notably
brand awareness, perceived quality, brand awareness, and brand loyalty.

Brand awareness

Brand awareness is the imagination of a brand in the mind of a customer and the ability of the
customer to recognize and recall a brand in various situations (Keller, 1993; Aaker, 1994). It is
the capacity of a brand to become well-known among consumers before they decide to make a
purchase (Civelek & Ertemelb, 2019). Tariq et al. (2017) concluded that brand awareness is
highly significant for brand equity since it has a strong relationship with purchase intentions.
Similarly, Akhtar et al. (2016) and Noorlitaria et al. (2020) found that it is closely linked with
purchase intentions since it portrays important information related to a brand in a customer’s
mind. Customers buy only those brands that they know, and they know only brands that they
consider good.

Perceived quality

According to Aaker (1994), perceived quality is the overall recognition in a customer’s mind
about the features and benefits of a brand compared to its competitors. It is also defined as an
intangible overall opinion about a brand, and it shows the extent to which a brand can meet the
needs, wants, and expectations of the customers (Padhy & Sawlikar, 2018; Ahsan et al., 2020).
Earlier studies by Perera et al. (2019) and Dissabandara (2020) concluded that perceived quality
is directly linked with purchase intentions in many ways. Consequently, perceived quality is an
essential constituent of brand equity.
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Brand association

Brand association is a combination of brand-related opinions, perceptions, ideas, past
experiences, knowledge, concepts, and approaches (Keller, 2009). It includes those experiences,
beliefs, attitudes, perceptions, feelings, colors, images, and thoughts that a customer associates
with a brand (Kotler & Gertner, 2002). Dissabandara (2020) conducted a study on the impact of
brand association on purchase intentions and found that brand association is closely related to
the purchase intentions of customers because it provides them with favorable information, a
positive attitude, and a reason to buy a product or service. Studies have shown that it is a core
constituent that has a strong impact on brand equity (Gordon et al., 2016; Ahsan et al., 2020). It
is generally believed that it is the most essential element of brand equity since it is something that
resides in the minds of customers (Keller, 1993).

Brand loyalty

Brand equity creates loyalty to the brand, improvement of margins, influences on stakeholders,
and access to distinguished competitive advantage in the market (Keller, 1993). It dictates that a
consumer who truly believes in the value of a brand’s offerings will often make frequent and
repeat purchases from it instead of switching between brands. High brand loyalty ensures that
business is stable and consistent and enables the organization to capture a larger market share.
Aaker (1994). The customers can become loyal to the brand due to its uniqueness, its taste, feel
at ease by using that particular brand, and they also have enough knowledge about that brand to
feel confident while making a purchase, which may be due to price factors, etc. Brand loyalty can
be defined as the degree of closeness of a client to a specific brand, expressed by their replicate
purchase regardless of the marketing stress created by the rival brands. It is the basic objective
of the organization that they set for their products and services. It is the preference of consumers
to make a purchase of a particular brand due to its attributes, image, quality, features, and price,
and they are normally committed to purchasing and referring to other people. There are two
types of loyal customers. The behavioral and the emotional: the behavioral customers will
become loyal to the brand but not emotional; however, the emotional customers will also be
emotional with the particular brand in which they are interested (Jones & Sasser, 1995).
Consequently, brand loyalty is a crucial element of brand equity.

Purchase intentions

The plan and desire to purchase a product or service by the customer are known as purchase
intention (Padhy & Sawlikar, 2018; Noorlitaria et al., 2020). Purchase intentions also refer to the
prediction of current and successive purchases by the customer. Based on this prediction,
business firms forecast the buying behavior of their customers (Saad et al.,, 2013; Civelek &
Ertemelb, 2019). There are two main perspectives on purchase intentions, namely, from existing
customers and from new customers. The purchase intentions of new customers reveal interest,
choice, and overall behavior, while the purchase intentions of existing customers anticipate
customer trust, satisfaction, and assurance of repetitive purchases in the future (Santoso &
Cahyadi, 2014; Ruangkanjanases et al., 2020). Thus, it is generally believed that marketers are
always eager to know the factors that influence the purchase intentions of customers. By knowing
these factors, they can direct their customers to a specific brand, which is the goal of all marketers
(Tariq et al., 2017).

Through a review of the literature, certain links are established between the TPB and this
study. Past studies have identified brand equity as having a significant influence on customer
attitude (Lama, 2017), and according to the TPB, customers’ attitudes have a direct influence on
their intentions (Arif, 2016; Fatoki, 2020). However, limited empirical work has focused on the
link between customer perceptions of local knowledge and the degree of perceived value of brand
equity. Consequently, this study proposed a conceptual framework to contribute to a more
comprehensive understanding of simultaneous links among the roles of local knowledge or the
customers’ perception of community intelligence on and brand equity elements as their purchase
intentions of cultural products from customer perspectives, which can lead to purchasing
behavior based on TPB theory.
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Figure 1. Conceptual framework

Drawing on the above, the current study aims to examine the association between the role of
local knowledge and brand equity aspects for further analysis to increase the purchase
intention of cultural products. Additionally, it considers the influence of cultural and related
factors, particularly in Pathum Thani. Thus, the preceding arguments support the following
hypotheses:

1) H1. Customers’ perception of local knowledge has a direct and positive influence on
brand equity.

H1a. Customers’ perception of local knowledge will have a positive influence on brand
awareness.

H1b. Customers’ perception of local knowledge will have a positive influence on
perceived quality.

H1c. Customers’ perception of local knowledge will have a positive influence on brand
association.

H1d. Customers’ perception of local knowledge will have a positive influence on brand
loyalty.

Based on previous literature discussed above and consistent with the impacts of brand
equity on customers’ purchase intentions of cultural products, thus the preceding arguments
support the following hypotheses:

2) H2. Brand equity has a direct and positive influence on purchase intention of cultural
products.

H2a. Brand awareness will have a positive influence on purchase intention of cultural
products.

H2b. Perceived quality will have a positive influence on purchase intention of cultural
products.

H2c. Brand association will have a positive influence on purchase intention of cultural
products.

H2d. Brand loyalty will have a positive influence on purchase intention of cultural
products.

METHODOLOGY
Population, sample and data collection
This research employs a survey methodology to collect primary data for empirical analysis.
Sampling is of great importance to researchers since the collection of data from the entire
population may be impractical or impossible due to limitations. However, the significance of any
sample lies in the representation of the population (Hair et al, 2013). The researcher may
consider a small group of people who are representative of a larger group, and therefore the
results could be generalized more accurately for a larger group of the population (Neuman, 2014).
Pathum Thani Province was selected for the empirical analysis of this research because Pathum
Thani is one of the provinces considered a mixed-culture society combining various nationalities
in Thailand, and this makes it a charm of the ancient community’s way. These cultures, ways of
life, and arts have been blended and integrated with local Thai wisdom and cultures from the past
to the present (Rittibul, 2020). Therefore, it was selected as the area-based study.

Consequently, purposeful sampling logic was used. To be included in the sample, the
sample is made up of a selection of respondents who generally have experience purchasing
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cultural products in Pathum Thani using the systematic random sampling method. A rule of
thumb for studies employing SEM is a recommended sample of 200 as fair and 300 as good
(Anderson & Gerbing, 1988; Iacobucci, 2010). The data was obtained through research assistants
who were trained and adequately briefed before they disseminated the research questionnaire.
A sample of 400 respondents in Pathum Thani using a drop-off-pick-up (DOPU) technique was
used in this study.

Measurement of variables

Several steps were followed in developing the questionnaire. Special attention was given to
different levels, language, question order, response format, scale types, design, and the general
context of the research. This research creates the scale to measure local knowledge, brand equity
components, and purchase intention for cultural products, adapting measurement items from
existing literature. All the items were measured using a 5-point Likert-type scale. Local
knowledge is measured with a 5-item scale adapted from Rittibul (2020). To measure brand
equity components towards cultural products (brand awareness, perceived quality, brand
association, and brand loyalty), this research adapted a 20-item scale from Chatzipanagiotou et
al. (2019). Finally, the authors applied the idea of Wright and MacRae (2007) to create a 5-item
scale to measure purchase intention for cultural products. However, it is a major challenge when
seeking to conceptualize the role of local knowledge and brand equity on purchase intention in a
feasible way for empirical investigation. All the items are measured using a multi-item scale with
five-point Likert-type scales.

Table 1. Results of factor analysis

Constructs Description X Standardized
factor
loadings
Local Knowledge helps to promote good consciousness for 0.850
the people in the area.
Local Local Knowledge should be preserved and inherited for 0.920 0.776
Knowledge future generations to learn.
(LK) Local Knowledge promotes awareness of the value of 0.829
cultural products.
Local Knowledge fosters pride in their own homeland. 0.772
Local Knowledge is important for access to information, news,
culture and traditions. and attitudes towards cultural products. 0.851
Having local knowledge makes you know and better
understand the brands of cultural products. 0.812
Brand Brand promotion from entrepreneurs will make you know 0.933 0.852
Awareness the brand even more.
(BAW) You become familiar with the brand from seeing 0.809
advertisements often.
You can think of various brands if you are aware of the 0.854
history of the business.
Publicity from government agencies helps you to remember 0.778
that brand.
Perceived local knowledge makes you believe in the quality
of the product. 0.804
Cultural knowledge makes you see the advantages of the 0.765
product.
Perceived You believe in the quality of cultural products from your own  0.923 0.754
Quality direct experience.
(PQ) Public relations from governmental agencies create build
confidence in the quality of cultural products. 0.846
Advertising from entrepreneurs builds confidence in the 0.777

quality of cultural products.
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Table 1. (Cont.)

Constructs Description X Standardized
factor
loadings
When you see cultural products, you will feel interested in 0.734
that brand.
Brand Cultural knowledge allows you to know the history of the 0.940 0.789
Association product better.
(BAS) When you see cultural products, you feel like owning that 0.899
product.
Cultural products are outstanding and different from general 0.845
products.
The quality of cultural products is high. 0.852
You want to buy cultural products from the same seller who
has experience in cultural industry. 0.864
You will recommend the shop that you have experience in 0.941 0.800
Brand buying-selling to your friends.
Loyalty Obtaining information make you come back to buy the same 0.785
(BL) product again.
Seeing advertisements and publicity of cultural products
makes you feel good and proud of that brand. 0.774
If you buy indifferent products, you will choose cultural 0.823
products.
The use of cultural products can solve the loss of culture. 0.805
Purchase Cultural products preserve the culture. 0.834
Intention Benefits and advantages of using cultural products lead to 0.931 0.845
(PD your decision making.
Product certifications influence your purchase intention. 0.856
Information about cultural products from advertising and 0.883

public relations leads to your decision making.

RESULTS

Measurement model

Cronbach’s alpha was used to assess the internal reliability of the scales. As shown in Table 1, the
range is between 0.82 and 0.90, which is higher than the recommended threshold of 0.70
(Nunnally & Bernstein, 1994). A confirmatory factor analysis (CFA) was performed to evaluate
the overall measurement model and to assess the reliability and validity of the constructs. To
effectively assess the validity of the measurement model, discriminant and convergent validity
were assessed. Discriminant validity measures the degree to which factors that are supposed to
measure a specific construct are actually unrelated (Wang & Wang, 2012). Fornell & Larcker’s
approach was used to assess discriminant validity (Fornell & Larcker, 1981). Using this approach,
the AVE for each of the research constructs should be higher than the squared correlation
between the construct and any of the other constructs. As shown in Table 2, the measurement
model demonstrates satisfactory discriminant validity. The diagonal elements (in bold{) shown
in Table 2 are the squared multiple correlations between the research variables. As shown in the
table, the AVE ranges from 0.714 to 0.784 while the diagonal values range from 0.845 to 0.885,
indicating that the diagonal variables are higher than the various AVE values suggesting that all
the constructs in this study have adequate discriminant validity.

Convergent validity measures the extent to which factors that ought to measure a single
construct agree with each other. In this research, convergent validity was assessed using
composite reliability and average variance explained (AVE). Using these measures, composite
reliability (CR) should be above 0.6 and AVE should be above 0.5 for all constructs. As shown in
Table 2, the CR ranges from 0.920 to 0.940, while the AVEs range from 0.714 to 0.784. These
results show that the model meets the criteria for assessing convergent validity.

The measurement model fit was assessed by evaluating the root mean square of
approximation (RMSEA), absolute fit measures including observed normed X 2X zdf)
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standardized root mean square residual (SRMR), comparative fit index (CFI), normed fit index
(NFI), goodness of fit (GFI) and adjusted goodness of fit (AGFI). As shown in Table 3, all the fit
indices met the recommended thresholds for evaluating model fit. It can therefore be concluded
that the model fits the data well and can thus be used to explain the research hypotheses.

Table 2. Reliability, validity statistics and correlations
CR AVE MaxR(H) 1 2 3 4 5 6

Local Knowledge  0.920 0.714 0.920 0.845t

Brand Awareness 0.934 0.760 0.934 0.421 0.871%

Perceived Quality 0.923 0.742 0.923 0.380 0.437 0.861ft

Brand Association 0.940 0.784 0.940 0.468 0.550 0.428 0.885%t

Brand Loyalty 0.940 0.734 0.941 0.544 0.553 0.553 0.598 0.8567F

Purchase Intention 0.931 0.736 0.931 0.487 0.383 0.445 0.572 0.538 0.857%
Note: CR = composite reliability; AVE = average variance extracted; MaxR(H) = maximum reliability; (H) and t =
square root of AVE.

Table 3. Fit indices of CFA model.

Measure Abbr. Recommended threshold Scores
Chi-square/df (CMIN/DF) X2/df <3.0 1.539
Goodness of fit GFI >903 >80P 0.851
Comparative Fit Index CFI >.902 0.961
Adjusted Goodness of fit AGFI >.802 0.824
Tucker-Lewis Index TLI >.90a 0.956
Incremental Fit Index IFI >90a 0.961
Root Mean-Square Error of Approximation RMSEA <0.082 0.045

a Acceptable. b Marginal.

Structural model

Table 1 and Figure 2 show the results of the test of hypotheses about the structural relationship
between the research variables. For hypothesis 1, the researcher examined the relationship
between the customers’ perception of local knowledge and brand equity. As shown in Figure 2
and Table 4, the effect of local knowledge practices on brand equity components (H1a: local
knowledge and brand awareness: $ =0.264, p < 0.01), (H1b: local knowledge and perceived
quality: $ =0.359, p <0.01), (H1c: local knowledge and brand association: § =0.360, p < 0.03), and
(H1d: local knowledge and brand loyalty:  =0.385, p < 0.09) is significant. Hence, hypothesis 1 is
fully supported, which means customers’ perception of local knowledge has a direct and positive
influence on brand equity.

For hypothesis 2, this study examined the relationship between brand equity and purchase
intention for cultural products. The results of the hypotheses show that brand equity components
positively influence the purchase intention (H2a: Brand Awareness and Purchase Intention: 3
=0.238, p < 0.01), (H2b: Perceived Quality and Purchase Intention: 3 =0.350, p < 0.03), (H2Zc:
Brand Association and Purchase Intention: § =0.244, p < 0.01), and (H2d: Brand Loyalty and
Purchase Intention:  =0.233, p < 0.02) is significant. Consequently, hypothesis 2 is fully
supported, which means brand equity has a direct and positive influence on the purchase
intention of cultural products (Figure 2).

Table 4. Standardized path coefficients

Hypotheses Estimate T-values P-values Remarks

H1 is fully supported.
Hla .264 4.090 .001b Supported
H1lb 359 5.495 .001b Supported
Hlc .360 5.644 .003a Supported
H1d .385 5.495 .009- Supported
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Table 4. (Cont.)

Hypotheses Estimate T-values P-values Remarks

H2 is fully supported.
H2a 238 5.807 .010°b Supported
H2b 350 2.726 .031a Supported
H2c 244 3.458 .018a Supported
H2d 233 2.962 .0202 Supported

a Significant at the 0.05 level (2-tailed).
b Significant at the 0.01 level (2-tailed).

b

238

Brand Awareness
Perception l
of Local Perceived Quality 350" Customers’ Purchase
Knowledge Intentions on Cultural
248 Products
Brand Association

Brand Loyalty

a Significant at the 0.05 level (2-tailed).
b Significant at the 0.01 level (2-tailed).

Figure 2. Research model and result of test of hypotheses

DISCUSSION AND IMPLICATIONS

Many researchers have suggested that knowledge is an important antecedent of a firm'’s capacity.
In recent years, many authors have discussed the influence of different knowledge management
practices on various organizational outcomes. Despite the increased research interest in
knowledge management and innovation, very limited studies have provided empirical evidence
linking local knowledge and perceptions of brand equity, especially from a cultural business
perspective. Therefore, this study fills the gaps in existing literature and responds to previous
calls for an investigation in several ways. The first and most evident contribution of this research
is the examination of the role of local knowledge in brand equity.

Furthermore, although considerable support exists for the role of knowledge in business
development (e.g., Ngulube & Onyancha, 2011; Ossai, 2010; Senanayake, 2006), studies
investigating cultural products are relatively sparse (Rittibul, 2020). Interestingly, there is no
empirical study that has conceptualized the relationship between local knowledge and brand
equity in increasing purchase intention for cultural products. In this study, hence, local
knowledge is investigated for its effects on the key components of brand equity (i.e., brand
awareness, perceived quality, brand association, and brand loyalty), which in turn will have a
positive effect on the purchase intention of cultural products. The findings of this research make
significant contributions to the field of cultural entrepreneur literature.

Based on the TPB, the finding also shows that the effect of local knowledge on customers’
perceptions and purchase intentions is significant. There are two implications for these findings.
First, the perception of local knowledge enhances brand equity components (i.e.,, brand awareness,
perceived quality, brand association, and brand loyalty). This could indicate a greater
understanding of the local knowledge of customers in the area and a greater perception of brand
equity towards cultural products due to knowing their heritage values. Perceived cultural heritage
knowledge can promote good consciousness in terms of art, cultures, and their way of life, as well
as cultural products, among the people in the area. When buyers have adequate local knowledge,
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they might get involved with cultural aspects as well as their intentions and preferences. Secondly,
the findings show that brand equity elements contribute to purchase intention for cultural
products. It is generally believed that brand equity is the level of sway a brand name has in the
minds of consumers and the value of having a brand that is identifiable and well thought out. In this
research, therefore, building brand equity by increasing consumer awareness towards cultural
aspects, promoting perceived cultural product quality, creating cultural product associations, and
maintaining loyalty to customers appear to be crucial for purchase intention in cultural product
development. The findings obtained in this study are consistent with the findings of Ngulube and
Onyancha (2017), who found that local knowledge influences firms' performance. When knowledge
is managed effectively, it increases a firm’s capacity and competitiveness. Moreover, local
knowledge is a fundamental success factor for the development of new cultural products and a key
facilitator of local entrepreneur performance (Rittibul, 2020).

There are some practical implications that can be derived from this study. Since the
emphasis of the research has been on considering the relationship between the role of local
knowledge and customers’ perceptions of brand equity on the purchase intention of cultural
products in the Thai context, the study provides suggestions for policy implications. Traditional
or local knowledge can be learned, and its benefits are evident. Through understanding and
recognizing the importance of local knowledge, the business owner can allocate his or her limited
resources and guide herself or himself based on the role of traditional and indigenous knowledge.
From a national government perspective, serving cultural entrepreneurs is attractive given that
the local economy has a positive effect on the nation’s balance of payments and thereby
contributes to its economy. Cultural entrepreneurs are increasingly required by their
governments to become more proactive, financially autonomous, and therefore more culturally
market oriented.

By highlighting the importance of local knowledge, the empirical findings offer guidelines
for national policymakers. Consequently, policy initiatives should aim to enhance the
development of local knowledge sharing with a view to successfully formulating and putting into
practice their strategies. Thereby, the promotion of traditional or local knowledge as well as
cultural business education and training programs, which are already pursued in both schools
and universities, should receive increased and continuous policy support to help decision-
makers. Additionally, the findings will be of particular interest to some governmental institutions,
such as the Office of Small and Medium Enterprises Promotion (OSMEP), because the OSMEP
plays an important role in providing cultural entrepreneurs with updated information about
various marketing aspects. Therefore, the OSMEP should aim at providing training programs for
SME managers to be able to successfully engage in cultural business operations.

LIMITATIONS AND FUTURE RESEARCH POSSIBILITIES

First, the research findings are drawn from self-reported data. This could lead to potential
common method variance. Secondly, the approach used in this study is cross-sectional and does
not reflect how the mechanisms examined in this research perform in the long term. Third,
knowledge management is multidimensional. This study has focused on only local knowledge.
There are other dimensions of knowledge management that have not been examined and can
equally be useful in explaining the impact on brand equity for cultural entrepreneurs. As a
suggestion for future research, other researchers can examine the effect of other knowledge
management practices on cultural entrepreneurs across different industries. Such studies can
also adopt a longitudinal approach to examine the long-term effects of these knowledge
management practices. Despite these limitations, this study has provided practical empirical
evidence to demonstrate the associations between perceptions of local knowledge and brand
equity and purchase intentions for cultural products. Finally, moderating variables, such as
demographic factors, should be considered in the study.
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CONCLUSION

The current study aims to examine the association between the role of local knowledge and brand
equity aspects for further analysis to increase the purchase intention of cultural products.
Additionally, it considers the influence of cultural and related factors, particularly in Pathum
Thani, from customer perspectives in a Thai context. The results show that customers’ perception
of local knowledge and the customers’ perception of community intelligence are the most
influential brand equity components, which can in turn influence the level of purchase intentions
for cultural products. This study also contributes to both academic and practical terms, which
benefits the implications related to the field of business study and marketing strategy planning
for cultural product entrepreneurs. Highlighting the role of local knowledge, it is generally
believed that a better understanding of local knowledge or perceived community intelligence of
customers can influence their attitudes towards cultural products, which leads to a higher level
of purchase intentions. Consequently, all parties involved should consider the local knowledge
transfer process and relevant marketing activities, which influence the level of purchase
intentions of cultural products significantly.

ACKNOWLEDGMENTS

The authors would like to thank the Program Management Unit on Area Based Development
(PMU A) Thailand for the funding of this study and the respondents in Pathum Thani who were
involved in the survey during the research. Many thanks to our colleagues and the anonymous
referees, whose comments and suggestions were precious for the improvement of our paper.

CONFLICTS OF INTEREST

The authors declare that there are no conflicts of interest found in this research.

REFERENCES

Aaker, D.A. (1991). Managing Brand Equity. Free Press.

Aaker, D.A. (1994). Building a Brand: The Saturn Story. California Management Review, 36(2),
114-133.

Aaker, D.A. (1996). Building Strong Brand. Free Press.

Adam, M.A. & Akber, S.N. (2016). The Impact of Brand equity on Consumer Purchase Decision of
Cell Phones. European Journal of Business and Innovation Research, 4(4), 60-133.

Ahsan, S.M.H., Azam, M.K.G., Raihan, M.Z., Iman, I.B. & Islam, M.N. (2020). Impact of Brand Equity
on Consumer Purchase Decisions of Smart Phone: A Case Study on University Students in
Chittagong, Bangladesh. Global Journal of Management and Business Research, 20(6), 37-41.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision
Processes, 50(2),179-211.

Ajzen, 1. (1985). From Intentions to Actions: A Theory of Planned Behavior. in Kuhl, ]. and Beckman,
J. (Eds), Action-Control: From Cognition to Behavior, Springer, Heidelberg, 11-39.

Akhtar, N., Ain, Q., Siddiqi, U.I., Ashraf, A. & Latif, M. (2016). Impact of Brand Equity on Consumer
Purchase decision in L'Oreal skincare products. International Review of Management and
Business Research, 5(3), 808-816.

Anderson, ].C. & Gerbing, D.W. (1988). Structural Equation Modeling in Practice: A Review and
Recommended Two-Step Approach. Psychological Bulletin, 103(3), 411-423.

Arif, A. (2016). Brand Equity’s Impact on Consumer Willingness to Pay Premium Price: An Extension
to Theory of Planned Behavior [Unpublished Master’s thesis]. COMSATS Institute of
Technology.

Ashraf, S, Yaseen, A. & Hasnain, A. (2017). Do They Care What They Believe? Exploring the Impact
of Religiosity on Intention to Purchase Luxury Products. Pakistan Journal of Commerce and
Social Sciences, 11(2), 428-447.

Buil, I., Martinez, E. & de Chernatony, L. (2013). The Influence of Brand Equity on Consumer
Responses. Journal of Consumer Marketing, 30(1), 62-74.

60



RMUTT Global Business Accounting and Finance Review (GBAFR)
Volume 7 Issue 2 : July - December 2023

Chatzipanagiotou, K., Christodoulides, G. & Veloutsou, C. (2019). Managing the Consumer-Based
Brand Equity Process: A Cross-Cultural Perspective. International Business Review, 28(2),
328-343.

Civelek, M.E. & Ertemelb, A.V. (2019). The Role of Brand Equity and Perceived Value for
Stimulating Purchase Intention in B2C E-Commerce Web Sites. Business and Economics
Research Journal, 10(1), 233-243.

Creative Economy Agency (2022). Creative Information Center (CIC). https://www.cea.or.th/th/economy-
review

Dissabandara, R. (2020). Impact of Brand Equity and Loyalty on Consumer Behavior for Clothing
Industry in Sri Lanka. International Journal of Current Research, 11(5), 3782-3787.

Farquhar, P.H. (1989). Managing Brand Equity. Marketing Research, 1, 24-33.

Fatoki, O. (2020). Factors Influencing the Purchase of Energy-Efficient Appliances by Young
Consumer in South Africa. Foundations of Management, 12(1), 151-166.

Fornell, C,, & Larcker, D. F. (1981). Structural Equation Models with Unobservable Variables and
Measurement Error: Algebra and Statistics. Journal of Marketing Research, 382-388.
Gordon, B.S,, James, ].D. & Yoshida, M. (2016). The Development of Brand Association Measures
in Multiple Product Categories: New Findings and Implications for Goods and Service

Brands. International Journal of Business Administration, 7(3), 140-152.

Grenier, L. (1989). Working with Indigenous Knowledge: A Guide for Researchers. Ottawa:
International Development Research Centre.

Hair, J.F.,, Hult, T., Ringle, C. M., & Sarstedt, M. (2013). A Primer on Partial Least Squares Structural
Equation Modeling (PLS-SEM). SAGE Publications.

lacobucci, D. (2010). Structural Equations Modelling: Fit Indices, Sample Size, and Advanced
Topics, Journal of Consumer Psychology, 20(1), 90-98.

IGI Global (2022). What is Cultural Products. https://www.igi-global.com/dictionary/the-
cultural-product/39220

Jones, T.0., & Sasser, W. (1995). Why satisfied Costumers Defect. Harvard Business Review, 73,
88-99.

Keller, K.L. (1993). Conceptualizing, Measuring and Managing Customer-Based Brand Equity”,
Journal of Marketing, 57(1), 1-22.

Keller, K. L. (1998). Strategic Brand Management, Building, Measuring, and Managing Brand
Equity. Upper Saddle River, NJ: Prentice Hall.

Keller, K.L.. (2009). Building Strong Brands in Modern Marketing Communication Environment.
Journal of Marketing Communications, 15(2/3), 139-155.

Kotler, P. & Gertner, D. (2002). Country as Brand, Product and Beyond: A Place Marketing and
Brand Management Perspective. Journal of Brand Management, 9(4), 249-261.

Kotler, P. & Pfoertsch, W. (2007). Being Known or Being One of Many: The Need for Brand
Management for Business-to-Business (B2B) companies. Journal of Business and Industrial
Marketing, 22(6), 357-362.

Lama, A. (2017). Consumer Purchase Intention: An Empirical Study of Consumer Buying Behavior
with Respect to Country of Origin, BAW, Brand loyalty, Brand Image and Perceived Quality.
[Unpublished Master’s thesis]. Nord University, Norway.

Marketing Evolution (2022). Marketing Essentials. https:/ /www.marketingevolution.com/marketing-
essentials

Neuman, W.L. (2014). Social Research Methods: Qualitative and quantitative approaches (7th ed.).
Essex: Pearson.

Ngulube, P. & Onyancha, O.B. (2011). What’s in a Name? Using Informetrics Techniques
Conceptualize the Knowledge of Traditional and Indigenous Communities. Indilinga:
African Journal of Indigenous Knowledge System, 10(2), 129-152.

Ngulube, P. & Onyancha, 0.B. (2017). Conceptualizing the Knowledge of Traditional and
Indigenous Communities Using Informetrics Approaches. Indigenous Studies. 1GI Global,
362-388.

61



RMUTT Global Business Accounting and Finance Review (GBAFR)
Volume 7 Issue 2 : July - December 2023

Nomi, M. & Sabbir, M.M. (2020). Investigating the Factors of Consumer’s Purchase Intention
towards Life Insurance in Bangladesh: An Application of the Theory of Reasoned Action.
Asian Academy of Management Journal, 25(2), 135-165.

Noorlitaria, G., Pangestue, F.R,, Fitriansyah, S.U. & Mahsvar, S. (2020). How Does Brand Awareness
Affect Purchase Intention in Medication by Perceived Quality and Brand Loyalty. Journal of
Critical Reviews, 7(2), 103-109.

Nunnally, J. C., & Bernstein, 1. (1994). The Assessment of Reliability. Psychometric Theory, 3(1),
248-292.

Ossai, N. B. (2010). African Indigenous Knowledge Systems. Simbiosis, 7(2), 1-13.

Owuor, J. A. (2007). Integrating African Indigenous Knowledge in Kenya’s Formal Education
System: The Potential for Sustainable Development. Journal of Contemporary Issues in
Education, 2(2), 21-37.

Ozer, G. & Yilmaz, E. (2011). Comparison of the Theory of Reasoned Action and The Theory of
Planned Behavior: An Application on Accountants’ Information Technology Usage. African
Journal of Business Management, 5(1), 50-58.

Padhy, S.K. & Sawlikar, R.K. (2018). The Role of Brand Equity and Brand Awareness on
Consumer’s Purchase Intention. International Journal of Business and Management
Invention, 7(1), 12-16.

Perera, K., Wijisekera, K., Priyadarshani, B., Koodippili, L. & Jayssuriya, N.A. (2019). The Study of
Brand Equity and Purchase Intention of Shampoo Market in Sri Lanka. Global journal of
Management and Business Research: E-Marketing, 19(4), 24-28.

Pye, E. (1986). Crafting the Future. Craft International, 4(1), 27-35.

Rittibul, P. (2020). A Study of the Cultural Products to be Creative Design Performance. Fine Arts
Journal: Srinakharinwirot University, 24(1), 77-96.

Ruangkanjanases, A., You, ].J., Chien, SW., Ma, Y., Chen, S.C. & Chao, L.C. (2020). Elucidating the
Effect of Antecedents on Consumers’ Green Purchase Intentions: An Extension of the
Theory of Planned Behavior. Frontiers in Psychology, 11, 1-13.

Saad, R., Ishak, H. & Johari, N.R. (2013). The Impact of Demographic Factors toward Customer
Loyalty: A Study on Credit Card Users. Elixir Marketing Management, 55, 1,3078-1,3084.

Santoso, C.R. & Cahyadi, T.E. (2014). Analyzing the Impact of Brand Equity towards Purchase
Intention in Automotive Industry: A Case Study of ADC in Surabaya. iBuss Management,
2(2), 29-39.

Senanayake, S. G. J. N. (2006). Indigenous Knowledge as a Key to Sustainable Development. The
Journal of Agricultural Science, 2(1), 87-94.

Schmitz, A. & Roman, N.V. (2018). Do Brands Matter in Unlisted Firms? An Empirical Study of the
Association between Brand Equity and Financial Performance. Administrative Sciences,
8(4), 1-12.

Tariq, M., Abbas, T., Abrar, M. & Igbal, A. (2017). EWOM and Brand Awareness Impact on
Consumer Purchase Intention: Mediating Role of Brand Image. Pakistan Administrative
Review, 1(1), 84-102.

Tuan, T.N. & Vinh, T.T. (2016). An Exploration in the Theory of Planned Behavior: A Case of
Organic Food in Vietnam”, International Journal of Applied Business and Economic Research,
14(6), 4,951-4,972.

Wang, Y. (2014). Consumer’s Purchase Intentions of Shoes: Theory of Planned Behavior and
Desired Attributes”, International Journal of Marketing Studies, 6(4), 50-58.

Wang, Z., & Wang, N. (2012). Knowledge Sharing, Innovation and Firm Performance. Expert
Systems with Applications, 39(10), 8899-8908.

Wright, M.]. & MacRae, M. (2007). Bias and Variability in Purchase Intention Scales. Journal of the
Academy of Marketing Science, 35, 617-624.

Yu, H., & Littrell, M. A. (2003). Product and Process Orientations to Tourism Shopping. Journal of
Travel Research, 42, 140-150.

62





