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Factors Influencing Brand Building and Brand Communication on Social

Network of Meat Processing Products Cluster in Ubon Ratchathani
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Abstract

This research aims to study factors influencing brand building and brand communication on
social network of meat processing products cluster in Ubon Ratchathani. The sample is 400
customers who purchased products through social network in Ubon Ratchathni. Tool used in this
research is 5-point scale questionnaire with reliability of .96. The statistics used in data analysis were
frequency, mean, standard deviation and multiple regression analysis. The results showed that the
influencing brand building and brand communication on social network of meat processing products

cluster in Ubon Ratchathani consisted of 3 factors that were brand communication on social network,

ANYUTINITINAALNTIAMT Wmivendenuigauaseenil Jminguavsnil 34000

Faculty of Business Administration and Management, Ubon Ratchathani Rajabhat University, Ubon Ratchathani 34000
“Corresponding author; email: Pimvimol.p@ubru.ac.th

(Received: 13 January 2021; Revised: 21 April 2021; Accepted: 7 May 2021)

DOI: https://doi.org/10.14456/psruhss.2023.25



MIEsIYBEMAnTuardIaNmEns winerdunvigfivaasasiu | 353

U 17 atuit 1 wnsew - Squisu 2566

brand awareness and perception of quality. Moreover, coefficient of factors prediction for both
values (R = 0.643) and independent variables could forecast dependent variables effectively (R*ad))
for 40.90% with 0.01 level of significance.

Keywords: Brand building and brand communication, Social network, Meat processing products
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Y 3eiie (X = 4.10) wazAnufoinisteaurniusumesulatlneluitesnninniunal (X = 4.09)
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A1519 3 AnduUseansandunusneluserInainlsaunuiwUsdasy

drunsanaulada v Y .y o fuanuAnd  drunisdedansnsn
frumssuian dunsiui duannadienles

fansnauA  BuAWIuASeTne
(X4) Fapuaaulayl (x5)

Auls FuAwwesetne ) Y
o . fuAn (X1)  Aamnw (X2) deansnduan (X3)
Henupaulall (V)

sunmsinauladoaud
NuAS YAl - 506** 458%¢ 349%* 442%* 580%*
aouladl (V)

AuNsTUInTEuA

- - 552%* 569** 535%* 495%*
(X1)
funsIuAnAm (X2) - - - 522%% 467 470
Fupnudenlesons
“ W - - - - 660%* 456%*
adum (X3)
fuANUANARERTY
a v - - - - - 515%*
dunn (X4)

FUNTHDENTRIIEUAN
NULA3UE AN - . B} B ) .
oaulall (X5)

INA19N 3 WU AFRUsEANSamduTUS sevinedauds Aun1sTuinmaua (X1) sunisiug
AN (X2) AuANUBonledsiansndua (X3) mMuanuinfsensndu (X4) munsdeanauaHiu
wierednueaulail (x5) luduusdasziuiunisinduladedudmuniotednuesulatvangy

@ 14

NARA N

o

seav 0.01 lnefladuuseanSandunusaaus 0.349 09 0.660 wIaNINTUIANUFUNUS TENINAUS

wUsguomsanilledaidminguasiusiil (V) nndlianuduiusiuiiuys egredideddai

v =

aedpadlAliganiuly (Everitt, 2010) Ao Aodlaiiu 0.80 Lﬁai’]aqﬁuﬂmm Multicolinearity Wua1 @aLUs

v

fasznnsdanuduwusiuliiiu 0.80 wansdwUsiianldiduduusnfauisailudnsgviannse

q

Fanyaaild

A5 4 wanTiATzslan Multicollinearity

Andan Collinearity

fauusnensal
Tolerance VIF
AUNSSUIRTIEUA (X1) 542 1.845
AIUNNTIUIAMNN (X2) 599 1.668
fupnudonlewansdu (X3) 476 2.103
PuANUANARDATIEUAT (X4) 490 2.041
funsdeansasaurnuesetiednueaulatl (X5) 636 1.573

N91519 4 WU YadedunsSunsdui (X1) dunissuiamnin (X2) suanudeslewie
ASIAUAT (X3) AUANUANRADATIAUAT (X&) AUNSARENTRIIAUANUAS Y edIAueaulall (X5) Han
Tolerance ¥11N31 0.10 wazA1 VIF LAy 10 wanainanudunusmwlsdasy visamwusnensal b
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AelAnUav Multicollinearity (AuduiussEninsduysiigann) aunsadinusiuldlunssuiuns
AT Mutiple Regression 1@

M5 Hansieszvinanosnyal Welrdudsdass i sumsiuinsaudi sunssuinanm
sumnuidenlesiensdud fumudnfnensdud Funsdeasnsidudriiuaiens
dseuoaulay] iududsdase sudumsinauladodudiueiotedsnueoulatvesngy
panAusiuszUe I dedn i inguasiesd Wuiudsnulags Stepwise (n = 400)

Unstandardized  Standardized

model coefficients coefficients t Sig.
B Std. Error Beta
(Constant) 1.003 190 5293  .000
fumsdeaIAUAEUAToTedNeaulat (X5) 384 044 398 8.643 000
AuNSTURTIAUAM (X1) 241 051 231 4741 000
AunsTuAMA M (X2) 138 047 142 2956 003
F=8738  sigF =0.003 R = 0.643 RZ= 0.413 RZ,q; = 0.409

91NPN51 5 WU myleneimsanaesidemvam Ineds Stepwise ilafnmiladesunsaiig
uardomanaAudniifisvinadensindulatodudriuaietsdsnuseulativesngundn fasiuusgy
ownsnidlednifminguaseni fesudsdasy 3 & Iiun Fumsdersnsaudehuedotnedsem
ooulatl fumsiuinsaudi uasdunsiuiaanin Adulssavsanduiusserinafusdassuasin
wUsnulAAU 0.643 (R = 0.643) waneindaudsdasenndaansaneinsaifudsaulie ity
VeadnTi 0.01 anansasutunennsalléfosas 40.90 (R?, = 0.409)
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guaswsnll fMefudsdase 3 M ouA Funsiemsnsdudriueetiedinmesulat funsiuing

]
a v

Aur uaraunIIu wavdulsyailswnunensalladenisadauasdeansnduaniiavsnasients
AnauladeduAriuesetiednuesulatveingundndusiuussvomnsanillednifminguanysiil fn
ufeeay 40.90
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ndunantausinsslommsmnidedridoiaguaseeil Swensnsaedunenaldded
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dsnupaulavifuledoiiaonadesiunginssuvesiuilanlutagiu nnsdidudineiovedny
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Audn ansesaudnldifuednai uandendeduinanauiiimenuuasiiondnualfiliindeulas
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wgAnssumauUstiumsiuasuinnssundntasifisisvsnaromsiadulatosadnsemesiuslneluan
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NFVNUNUAT
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