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Brand value factor influencing the degree of smart watch purchase decision in

the support era.5G of consumers using technology in daily life.
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Abstract

Smart watch It is a wristwatch that results in a watch that has been used in the past. Become a smart watch that
responds to the lifestyle needs of people today. The objective of this research is to study the marketing strategies of smart
watch vendors that influence consumer purchasing decisions in the 5G era of consumers using modern communication
technology in their daily life. This quantitative research was held under the concepts of thebranding factor and decision
making of consumer. The method used was online surveying, where the subjects were 400 sample of the user to use 5G
smart watch.The study employs statistical indices i.e. Frequency, percentage, mean, standard deviation, One-Way ANOVA
and Multiple regression.

The research found that factors, strategies, brand value in terms of brand loyalty, the product has the highest
element weight. Followed by the factor of quality awareness and brand recognition, respectively, and brand value. With the
lowest element weight. The results of this research can be used as a marketing guideline to gain an advantage over the
competitors in the business.
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AN599 3 HANNINAGELAMNLANFNNTasTadtdauyARaTIHNasaN A AN ATeLEnA

n=400
. . Mean NANISNAFAL
tAjedIULARA t F sig -
difference ANYFATIU
LA -9.090 9.090 0.03 -803 aaNsU H,
a1y 0.00 -
21-301 uaz 41-501] - 17.844 0.00 906 HaNU H,
31-401 uaz 41-501 0.00 662
ADTUNIN 0.00 .
28.476 8RNI H,
TanLATANTA - 0.00 663
FTALNITANEN 0.00
AndnLBryeysuasEeyoy e - 3.199 0.00 -783 aaNiU H,
UsryrysisuazgananifFoyenss 0.00 573
AVAN
) L 0.00
11311N19 UAZGINARIUAY 5
. - 35.399 0.00 571 AaNFL H,,
WINIU
N 0.00 827
9aNAgIuAY/ 31 18INAN7
srelasaihaun - 1.367 2.52 - Tleansu H,,

P a P . v g A . v o a & =
AMNANINN 3 HANTTTATITIANUANANTBNTAdE AUy ARANHNAREN1TAAAU]ALABNT AU
f2932r g ANN999951 5G AMUUNATNAIW LNA 818 ADIUNIN FEALNIIANE uavenTn Tneldadifanasey

Independent Sample t-test uaz One-way ANOVA wid1 ifadtidauiiana A1uang 401U s2AUNISANEN
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N A ] o aa ] o o a 2 & - v a o ' . | o
LAZANTN NUANFNNAYW NANasaseAUN1IAnaUlalaanIauIing @ﬂiﬁgiuﬂﬂﬂ’]?i‘ﬂﬂﬁ‘ﬂ 5G A1 Sig. Ny
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0.03,0.00,0.00,0.00 UAZ 0.00 ANFIAL Fertaendnludnftyneadifniazsu 0.05 Aseanfuaunigiu H, H,,
H,. H, 4oz H,, doutladadouynrnasunelsd Tneldadifnasay One-way ANOVA wudn tTadadquynna

1% v 1 A al' 1 ' o a o a a d’lj > o a o ' .
mmw"l,mmmeauwimmnmmu Nmﬂﬁl’ﬂﬂ’]ﬁ‘ﬁlﬂ@ul"«]L@ﬂﬂ‘ﬁﬂ%ﬂﬂﬂﬁﬂ@'ﬂ?ﬂziuﬂﬂﬂ"]ﬁ"ﬂ\‘i‘i‘u 5G A Sig.

Wi 2.52 GeannnaniladdtyneaiAfszau 0.05 AdlganFuaNNRATIUH,,
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d1uil 3 nanmegeuTiadanuAnAuRNanInasesziuNsAnaulaRenTewnintdaeseylu

ANN938931 5G aasguTinandmaTulatinnsdeansasia lnalumamsyandu nanmaseuilullnumniea
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a9 4 fadtpnuA A AuAnRaninasanissindulaidandauinidaeses lugAn1sseeiu 5G

n=400
ﬂmmmmuﬁqﬁ ANFna Collinearity Statistics NanTIAdaL
v Beta t Sig. =
ﬁl@ﬂ’]ﬁ‘[ﬁlﬁmlﬂ@% To|erance V|F @Ng\‘!mﬂqu
o a v [
NARIIAUAN(Q) .820 28.530* .000 1.000 1.000 gansu Hoa
Yo a £ ] o
N1339NATIAUAN(D) 0.72 1.648 0.100 0.358 2.794 Tpensu Hob
n195uzluAnunIn(c) .089 2.084 0.380 0.365 2.739 Tizansu Hoc
v U a v ] o
ANANAIRTIAUA(d) 0.25 0.741 0.459 0606 1.650 Tinensu Hod

R = .820, R Square = .672 , Adjusted R Square =.671 , Std. Error of the Estimate =.49921 , Durbin-

watson = 2.249 , * UARIAYNNANATITSA 0.01, * NUBAIATYNNADANTZAL 0.05
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AN 4 unimagey fadeARIAINTEY fndavnasensraduladentauniinigasies
lugAn199895U 5G 21894LFIN pildmaTuladluddnilszandu Ineldanan1siinaziann1nanasiTang
(Multiple Regression Analysis) Afnstiaunanedaulaanuduiusresdud idassianun wudn R = 820
%uﬂumwﬁmﬁuﬂmxﬁuqq UsgneuruauAsAAREUTE A NS 191 Durbin-Watson = 1.5 >
2.249 < 2.5, Tolerance NAN@EsEn914 1.00 HAnd WAL 1.00 waz VIF HA1agjszudns 1.012-1.351 {0

Wnlng 1.00 D uRaulalunsldaifnnsmwmmziaunisonnas (Multiple Regression) tasrladifluiloymn

'y '

multicollinearity Inesutsdaszaesdayagainadniudaszsieiu nanimaasunudnfadanagninmAn

q
v v o a a v a

AUAAU mmmumumuuﬂmﬂﬂa‘mﬂummm(beta .820) NezAudagnAtY 0.01 ?Nmm*mmﬁi’m

' o '

NM3948 H,, dautladeAuAIns&uAT AMun135annsau ﬁmﬁﬂmﬁfﬂa”ﬂ@umﬁ@m (beta = .720) asly

q

HaNFUANNAFIUNNIINY HZD,mumﬁuﬂuﬂmmw uwuﬂ@\mﬁim@ummm (beta = .890) Alsizaniy

o o

@NNMﬂ’]uﬂWﬁ"}'ﬂﬂ LL@%@’]NWJWN@N@WW?W@‘LA@’] muunmmﬂiznﬂu'@qmm (beta = .250) L 1 HeIaAT EUNN
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1. wannsAnsINszUaunnINsAndulagauninidaeias (Smart Watch) luiuiingamnumniuas
RIUUN ANUETIINT FUNA 81g ADIUNIN VTN sTAUNNIANEN uazelAeAusianeu annsnagllaRan
1.1 Uszanslungamnuniuas Admasieiu Ansnasanissndulaidandauiinidaeiay
(Smart Watch) Tagn1nsaniANduAnAINAY RANIFINENLIN INATIEAZIABNTAUINNIa278 Y (Smart

Watch){annantwAies
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NANITANBINLIT NITFINATIAUAN mﬁui’iuqmmw AMHANATIATIAUAT HNAFBNITIADNDR
= Y o J

URNFaasey Taganndaeiueudseees saaned Feanes (2557) miﬁﬂmqmmmnauﬁ’mmxmm%
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