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Antecedents Affecting the Purchase Intention of Japanese Private Brand Product,
The Case Study of Jonetsu Kakaku Brand in Don Quijote Thailand
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Abstract

This study’s objective is to research Antecedents affecting the purchase intention of
Japanese private brand products, the case study of Jonetsu Kakaku brand in Don Quijote
Thailand. This study employed a quantitative research methodology and utilized descriptive
statistics, including mean and standard deviation, as well as multiple regression analysis to
analyze the data. The sample group comprised mostly female individuals, aged 18-24, who

was single and held a bachelor's degree, with occupation as a private company employee and
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a monthly income of 20,001-30,000 baht. The frequency of purchasing private brand products
was 2-3 times per month, Hypothesis testing revealed that the 7P marketing mix had a
statistically significant effect on purchase intention, while brand familiarity also had a similarly
significant effect on purchase intention. However, the study found that store image did not

have a significant impact on purchase intention with a statistical significance level of 0.01
Keywords: Brand Familiarity, Purchase intention, Private Brand
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