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Abstrak 
 

Penjenamaan politik mencerminkan kedudukan politik, ideologi dan imej parti politik 
yang memberi kesan untuk mengingati dan memahami persepsi pengundi. Ekuiti jenama 
parti mempunyai nilai, harta benda dan kebolehpercayaan jenama politik yang besar 
yang mempengaruhi niat pengundi utuk membuat pilihan. Oleh itu, kelebihan jenama 
politik yang diterapkan dalam parti politik dapat meningkatkan peluang kemenangan 
dalam pilihan raya. Penyelidikan ini bertujuan untuk mengkaji kes mengenai parti 
politik baharu yang menggunakan jenama politik dan jelas menunjukkan penjenamaan 
politik secara Future Forward Party. Objektif utama penyelidikan adalah untuk 
mengenal pasti hubungan antara ekuiti jenama parti, komponen pelengkap terhadap parti 
tersebut dengan keinginan pengundi untuk memilih sesebuah parti politik. Selain itu, 
penyelidikan ini juga bertujuan untuk mengenal pasti hubungan antara ekuiti jenama 
parti, komponen pelengkap terhadap parti dengan sikap jenama parti terhadap pengundi. 
Seterusnya, penyelidikan ini juga bertujuan untuk menentukan kesan pengantara sikap 
jenama parti terhadap pengundi dengan keinginan pengundi untuk memilih sesebuah 
parti politik. Bagi menentukan kesan pengantaraan terhadap sikap jenama parti ke atas 
hubungan antara ekuiti jenama parti, komponen pelengkap terhadap parti tersebut dan 
keinginan pengundi untuk memilih sesebuah parti politik juga akan turut dibincangkan. 
Penyelidikan ini menggunakan metodologi kuantitatif, iaitu soal selidik. Hasil kajian 
menunjukkan bahawa ekuiti jenama parti, komponen pelengkap terhadap parti tersebut 
mempunyai hubungan yang signifikan terhadap niat memilih; sikap jenama parti 
mempunyai hubungan yang signifikan terhadap niat memilih. Sikap jenama parti 
mempunyai perantara yang signifikan antara hubungan ekuiti jenama parti, komponen 
pelengkap dan niat memilih. Selain itu, dapatan mengesahkan bahawa Teori Tindakan 
Beralasan dan Teori Tingkah Laku Terancang mampu menganalisis dalam penjenamaan 
politik. 

Kata kunci: Penjenamaan politik, Ekuiti jenama parti, Pemasaran politik, Penjenamaan, 
Kecenderungan mengundi. 
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Abstract 
 

Political branding reflects the political standing, ideology and image of a political party 
which impacts the memory and perception of voters. Party brand equity has value, 
property, and huge party brand trust, which influence the voting intention of voters. 
Therefore, integrating political branding into a political party increases the opportunities 
to win elections. This research aimed to examine the case of a new political party that 
shows political branding as a  Future Forward Party. The main research objectives were: 
(a) to identify the relationship between party brand equity, components and voting 
intention; (b) to identify the relationship between party brand equity, components and 
party brand attitude; (c) to identify the relationship between party brand attitude and 
voting intention and (d) to determine the mediating effect of party brand attitude on the 
relationship between party brand equity, components, and voting intention. The research 
employed a cross-sectional study using survey questionnaires. The research findings 
indicate that party brand equity and components have significant relationships with 
voting intention, while party brand equity and components have significant relationships 
with party brand attitude. Moreover, party brand attitude has a significant relationship 
with voting intention. The party brand attitude significantly mediates the relationship 
between party brand equity, components, and voting intention. Besides these, the 
findings confirmed that the Theory of Reasoned Action and the Theory of Planned 
Behaviour could analyse political branding.  
 
Keywords: Political branding, Party brand equity, Political marketing, Branding, Voting 
intention  
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CHAPTER ONE 

INTRODUCTION 

 

1.1. Introduction 

Chapter one is describing introduction of the research begins with background of 

the study, problem statement, research questions, and research objectives. Also, the 

chapter explains research significance, scope of the study, the definition of key 

variables, and organisation of the thesis.  

 

1.2. Background of the Study  

The 2019 general election has established on 24 March 2019. Whereas, the 81 

(BBC, 2019b) political parties have registered to participate in the election. The 

total number of political parties was distinguished into the 35 existing political 

parties and the 46 new political parties (ECT, 2019b) included Future Forward 

Party. FFP is a new generation political party that was founded by Mr. Thanathorn 

Juangroongruangkit on 15 March 2018. Mr. Thanathorn is a businessman with 

experience as former Vice-President of the Thai Summit Group (FFP, 2018a). There 

is relatively a statement of Rutter et al. (2018) describes that the competence, 

expert, or perception pertaining to the economics of political party leader has a 

strong influence on vote decision. The general secretary of the political party is 

Professor Piyabutr Saengkanokkul. Professor Piyabutr is a lecturer in the School of 

Law at the Thammasat University of Thailand. The general secretary working 

position of the political party is linked with the critical of Coffé and Theiss-Morse 

(2016) believed that the citizen‟s perception of educators or candidates who are 
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working in the education dimension have the skills to manage human service policy. 

The spokesperson of the political party is Ms. Pannika Wanich, who has experience 

working in the Ministry of Foreign Affair. FFP is registered as an official Thai 

political party and approved by the Election Commission of Thailand on 28 

September 2018 (FFP, 2018a). 

A principal concern of the FFP is creating awareness of the party brand image 

through social media. The purpose of political party is to capture mind of the youths 

and young adults, these are people who interact more with social media. Because, 

the party brand image depends on represent the image of a political party, promote 

modest candidates and political parties (Jain et al., 2017).  

The political party had a limited time to capture the hearts of potential voters in 

approximately six months during the official registration of the political party on 28 

September 2018 to 23 March 2019, which is the election period. The political party 

represents orange theme colour consistent with a modern logo (refer Table 1.2), 

new-generation political party, youth leader and young candidates with the slogan 

„The Future Forward for Thailand with a brighter future‟ (FFP, 2018b). The 

ideology of the political party is “Offering a hopeful alternative for more transparent 

politics, return to democracy, free and fair elections and commitment to rebuilding 

political consensuses” (FFP, 2018b). 

The essential construct of the political brand is emphasised to spend time on 

recognising emotions in a memory of the voter (Reeves, 2011). This construct was 

achieved through promote the three important policies of FFP. The important three 
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policies of FFP are rebuilding policies, constitution and regulations that obstruct the 

development of Thailand and enhance syndicate in the capital. Secondly, reform 

policies involving the country budget and administrative resources to provide public 

services and disperse leverage to administrate in local areas and thirdly, enhance 

increasing opportunity for citizens to access assets and construct better quality of 

life (FFP, 2018b).  

The correlation between the political party and voters are enhanced by youth 

gathering and a wide usage of social media (Jain et al., 2017). The FFP was using 

this correlation strategy by published the political party information through several 

social media platforms available for voters to receive information, give feedback, 

comment and update. Table 1.1 presents the social media platforms used by FFP as 

follow:  

Table 1.1  

Social Media Platforms Used by FFP 

Social media 

platforms 

Name account of 

Future Forward Party 

Number of users reaction on 

30 November 2019 

Facebook Add FWPthailand 
Liked:             

Followers:      

740,487 

839,188 

Twitter Add FWPthailand Followers:      242,798 

Instagram Follow thanathon.ig Followers:      495,917 

Youtube 
Future Forward Party 

Channel 

Subscribers:   

Views:           

304k 

22,944,149 

Line Provide QR code 
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Social media is an opportunity to build a positive party brand image in the mind of 

people which increase levels of trust, perception and capability of party brand 

equity. Hence, social media communication has leverage on the mind of voters, 

relate to a political party image in the perception, trustworthy and voting intention 

of voters (Koc-Michalska et al., 2015).  

The essential approach to win an election is the purpose of a political party reach 

into the millions attitudes of voters (French & Smith, 2010). As previously stated, 

the official result announcement of the general election is an evidence of the 

statement. On 9 May 2019, the official result of the 2019 general election was 

announced. The FFP received popular votes of 6.2 million in the third-ranking of 

the general election. The ECT (2019b) was reported the official result of Thailand 

2019 general election information as provided in Table 1.2. 

Table 1.2   

The Official Result of Thailand 2019 General Election  

Logo Thai name of the 
political party 

English name of the 
political party 

Popular 
vote 

Seats 
wining 

 
Palang Pracharath 

Party 
People‟s State Power 

Party 
8,433,137 115 

 
 
 

Pheu Thai Party For Thais Party 7,920,630 136 

 
 

 

Anakhot Mai 
Party Future Forward Party 6,265,950 80 

 
 
 

Prachathipat Party Democrat Party 3,947,726 52 



 

5 
 

According to Kannika (2019), was explored multiple attitudes of Thai citizens in 

several generations during 10 to 24 August 2019. The research conclusively shown 

that, the young generations supported FFP but other generations supported the 

People‟s State Power Party. This is in line with the findings of Democrat Party 

Hasuwannakit (2019) which mentioned that the result of the 2019 general election 

in Southern Thailand indicates that the majority of the middle-aged and senior 

voters are in support of PSPP whereas the young voters are in support of FFP.  The 

following results are presented in Table 1.3 as follows:  

Table 1.3  

The Percentage of Respondents Satisfied with the Political Parties Categorised by 

Age Groups 

Name of political 

party 

Below 

20 years 

20 to 30 

years 

31 to 40 

years 

41 to 50 

years 

51 years 

and above 

Future Forward Party 81.9 67.4 50.3 29.0 19.1 

People‟s State Power 

Party 
4.8 10.1 15.7 33.3 41.6 

For Thais Party 8.3 8.8 15.7 22.6 24.7 

Other political parties 5.0 13.7 18.3 15.1 14.6 

Total 100.0 100.0 100.0 100.0 100.0 

Referring to the table above, the highest number of percentage in the young 

generation age below 20 years, the age 20 to 30 years and 31 to 40 years are 

satisfied with FFP. Subsequently, the highest number of percentage in the age 41 to 

50 years and 51 and above is satisfied with PSPP. Additionally, the majority of Thai 

citizens in the age below 20 to 40 years are in support of FFP. However, only 

citizens in the age 41 to 51 years and above are in support of PSPP.  
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The attitude of young voters has attracted attention from the scholar community. 

Whilst, several scholars identified that the majority of the young Thai generations 

are satisfied to support FFP due to the progressive policies, and ingenuity to use 

social media campaigning. Consistently with the ideology model of political party 

which aims to increase active politics participation among the young generation. 

Moreover, the leader of the political party is young, charismatic, and a billionaire 

(BBC, 2019a; McCargo, 2019; Olarn & Mackintosh, 2019; Regan & Olarn, 2019; 

Wongratanawin, 2018).  

  

1.3. Problem Statement  

The number of new political parties that registered and participated in the general 

election is 46 (ECT, 2019b). But, very few of the new political parties have won in 

the election. Whereas, a logo designer of FFP believed that the branding or political 

branding is presented political standing position, attitude and image of a political 

party influence on the memory of voters. As well as, the design or format of 

political branding reflects the ideology of a particular political party (Areepermporn, 

2019).     

As indicated previously, question has been raised pertaining to the effect of political 

brand on voting intention regarding the stated of Torres-Spelliscy (2019) that voters 

believed on the modern political branding. Political branding has leverage on 

attitude of voters and intertwined between political party and voters. There has been 

no empirical evidence that the political brand is a factor to achieve in an election. 

https://www.brennancenter.org/about/staff/ciara-torres-spelliscy
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The research is a leading cause and the importance of political branding by main 

research hypotheses as follows:  

Party brand equity has a significant relationship with voting intention. Party brand 

equity is a major area of interest within the field of political branding. Because of 

party brand equity effect on political brand and the emotion of voters that brings to 

vote decision. Additionally, the party brand equity is associates the perception of 

candidate, persuasion, unique, emotion impress and connection. Also, party brand 

equity presents quality of a political party to the voter. Which is the entire factors 

increasing the party brand equity strength (Almohammad, 2014). The study clearly 

indicates that political brand has positive or negative perception depending on the 

party brand equity and amount of the voter satisfaction (French & Smith, 2010).   

Party brand image has a significant relationship with voting intention. The primary 

concern of party brand image is voting intention. Brand image effects the decision 

to purchase of consumers. The statement can refer in political branding that party 

brand image influence on voting intention (Alkhawaldeh, & Halim, 2016). 

Party brand awareness has a significant relationship with voting intention. Party 

brand awareness is an essential factor to achieve of brand management, election 

campaigns, improve party brand image, and vote loyalty in the future election 

(Alkhawaldeh & Halim, 2015a). According to Alkhawaldeh and Halim (2015b) 

found that the capability of party brand awareness has an impact on vote intention 

which, reduces the confusion of voters to making vote decision. And, party brand 

awareness is activating party brand name in the perception of voter.      
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Party brand quality has a significant relationship with voting intention. Party brand 

quality is direct impact on vote intention (French & Smith, 2010) when the party 

brand quality is similar with the expectation of voter. The quality and service are the 

factors that voter expects from a political party product (Almohammad et al., 2011).    

Party brand loyalty has a significant relationship with voting intention. Party brand 

loyalty is an essential component of the political brand to increase the repeat to vote 

(Schofield & Reeves, 2015). In an analysis of party brand loyalty, Alkhawaldeh et 

al. (2016a) found the party brand loyalty can attract the attention of voter. 

Party brand leadership has a significant relationship with voting intention. Brand 

position or political brand position is a component of brand leadership. Busch‟s 

comprehensive study (2016) provided, the strength of a strong political party 

standing position has an impact on the confusion of voter in the case if the political 

party is changing left to right wing.  

On the other hand, specific capture mind of young generation is a simple technique 

of new political parties to competition between other political parties. Because, 

young generation is positive attitude and open minded to the entire political parties 

or candidates (Suvaddho & Aninjito, 2020). Another important cause to specific on 

young generation is the difference attitude among multi generations. Thianthai 

(2012) identified, there three main difference perspectives in the multi generations 

are trust in political regime, ideology of leader and equality in the society. Also, 

there is a great gap attitude in the multi generations. But, in the past seven years 

have seen the negligent importance of politic in the young generation. There is an 
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evidence of explored via Instagram social media platform of a reporter found that 

the 53.4 per cent of young generation negligent to update election news (U-report 

Thailand, 2016).    

A broadly similar point has also recently been studied by Thongteerapharb (2014), 

found a strong significant correspondence between political brand and vote 

intention, which may increases vote engagement among voters. Similarly Nielsen 

and Larsen (2014) identified three significance are a political brand effect on voting 

intention. Secondly, a political brand has leverage on difference vote of the voters. 

And thirdly, political party identification and issues have impacts on voting 

intention. Overall, these studies show the essential of political branding that effect 

on voting intention of voters and increase opportunity to win in the election. In 

contrast, political parties in Thailand are negligent to the importance of political 

branding and establishing party brand equity.  

The existing literature on voting intention is extensive and focuses particularly on 

other countries such as the studied of Abdel et al. (2014) which analysed vote 

intention of Egyptians, Achor et al. (2017) examined the presidential election in 

Nigeria and Jain et al. (2017) investigated the youth in India, whereas in Thailand, 

Thongteerapharb (2014) analysed the attitude of voters in the case study of 

Democrat and Pheu Thai parties. 

 

1.4. Research Questions 

The research questions are as follows:  
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1. Do party brand equity and components have a significant relationship with voting 

intention? 

2. Do party brand equity and components have a significant relationship with party 

brand attitude? 

3. Does party brand attitude has a significant relationship with voting intention? 

4. Does party brand attitude mediates on the relationship between party brand 

equity, components and voting intention? 

 

1.5. Research Objectives 

The research objectives are as follows: 

1. To identify the relationship between party brand equity, components and voting 

intention. 

2. To identify the relationship between party brand equity, components and party 

brand attitude. 

3. To identify the relationship between party brand attitude and voting intention. 

4. To determine the mediating effect of party brand attitude on the relationship 

between party brand equity, components and voting intention. 

 

1.6. Research Significance 

The findings of research reveal five principal significance of political branding are: 

political branding involves voting intention of young generation. The two main 
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advantages of political branding that impact on the voting intention of voter are; 

political branding is equipment in transfer political information, political party 

information and characteristic of candidates to voters. And, political branding is a 

guidance of the voter who no favourite political party or candidate (Grimmer & 

Grube, 2019).  

Party brand equity and components are the important determinants influence on 

voting intention of young generation. The party brand equity is a determinant effect 

on changing the perception, voting intention of the voters (Almohammad, 2014; 

Scammell, 2007) and enhances decision-making of the voters (Alkhawaldeh & 

Halim, 2016).    

Several other research findings identified that the components of party brand equity 

are party brand image, party brand awareness, party brand quality, party brand 

loyalty and party brand leadership have a significant impact on voting intention 

(Achor et al., 2017; Alkhawaldeh & Halim, 2016; Alkhawaldeh et al., 2016b; Ben‐

Ur & Newman, 2002; Campbell, 1960; Dalege et al., 2017; Dick & Basu, 1994; 

Hameleers et al., 2018; Needham, 2006; Schofield & Reeves, 2015; Upadhyaya & 

Mohindra, 2012).   

Party brand attitude is an important determinant effect on voting intention of young 

generation. There are three main responsibilities of party brand attitude impact on 

attitude of the voter. Firstly, party brand attitude is the whole estimate the political 

brand of voters (Kudeshia & Kumar, 2017). Secondly, party brand attitude is 

evaluating emotion of the voter pertaining to the political brand (Kudeshia & 
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Kumar, 2017; Wang et al., 2019). Thirdly, party brand attitude is enhancing vote 

intention to a political party by increase incentive of the voters (Pradhan et al., 

2016).      

Party brand equity and components are the key determinants effect on attitude of the 

young generation administrated by party brand attitude. Other studies have 

concluded that brand equity and components have a significant effect on brand 

attitude (Foroudi, 2019; Kudeshia & Kumar, 2017; Melewar et al. 2007; Shin et al., 

2014; Yu et al., 2018). However, the use of party brand attitude has been paucity 

investigated.  

Party brand attitude has a significant mediates on the relationship between party 

brand equity, components and voting intention of the young generation. The brand 

attitude mediates on the relationship between brand equity, components and 

purchase or behaviour intention have been widely investigated (Bhatta, 2016; 

Faircloth et al., 2001; Jung & Seock, 2016; Langaro et al., 2018; Vogel & 

Watchravesringkan, 2017; Yu et al., 2018). But, there has been no detailed 

investigate of party brand attitude as a mediator on the relationship between party 

brand equity, components and voting intention.   

 

1.7. Scope of the Study  

A cross-sectional study was decided to investigate the potential correlation between 

party brand equity, components and voting intention. The components of party 

brand equity are scope of party brand image, party brand awareness, party brand 

quality, party brand loyalty, and party brand leadership. Secondly, the research 
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explores the potential relationship between party brand attitude and voting intention. 

Thirdly, the research is comprehensive study of the potential relationship between 

party brand equity, components and party brand attitude. And fourthly, the research 

examines the mediating effect of party brand attitude on the relationship between 

party brand equity, components and voting intention. A key aspect of voting 

intention is the attitude of young generation age 15 to 29 years in the Hat Yai 

district Songkhla province, Southern Thailand.   

 

1.8. Definition of Key Variables  

Party brand equity is a worthy association presented from a set of party brand 

equity‟s components in a political brand and the trustworthiness in a political brand 

name including candidate of the political party (Aaker, 2009; Alkhawaldeh & 

Halim, 2015a; Almohammad et al., 2011).    

Party brand image is a combination of political brand, personal and political party 

image, political party and leader characteristic and service (Alkhawaldeh et al., 

2016b; De Landtsheer & De Vries, 2015; Phipps et al., 2010).  

Party brand awareness is the leverage of spread recognition, awareness political 

brand to voters through communication techniques (French & Smith, 2010; Harris 

& Lock, 2001; Phipps et al., 2010).   

Party brand quality is the quality of political branding in entirely expected of the 

voters or perceived quality of the political brand (Alkhawaldeh & Halim, 2015a; 

Alkhawaldeh et al., 2016b). 
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Party brand loyalty is conceptual of re-vote or repeats to vote in a particular political 

brand (Alkhawaldeh & Halim, 2016; Schofield & Reeves, 2015).  

Party brand leadership is the prominent of a political brand attract to the perception 

of voter (Chang & Ko, 2014; Chiu & Cho, 2019).  

Party brand attitude is the evaluation and emotion of the voter to a political brand 

(Beneke et al., 2015; Kudeshia & Kumar, 2017; Melewar et al., 2007; Olsen et al., 

2014; Vogel & Watchravesringkan, 2017).   

Voting intention is satisfaction or expectation of a voter to vote in a particular 

political party (Dabula, 2016; Rothschild & Wolfers, 2012).    

 

1.9. Organisation of the Thesis    

The thesis comprises in six chapters which are organised as follows: 

Chapter one is the introduction; presents information on the background of the 

study, problem statement, and research questions. Also, the chapter explains 

information on research objectives, research significance, and scope of the study as 

well as the definition of key variables.   

Chapter two is literature review; relates to information on the scenario of politics in 

Thailand. The scenario of politics in Thailand describes analyse voting of Thai voter 

in the general election and the young generation in Thailand. Also, the chapter 

explains information of political branding, voting intention, and Theory of 

Reasoned Action, and Theory of Planned Behaviour. Including, information of the 

relationship between party brand equity, party brand image, party brand awareness, 
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party brand quality, party brand loyalty, party brand leadership, party brand attitude 

and voting intention. As well as, the chapter entails information of party brand 

attitude as a mediator, conceptual framework, and hypothesis development.  

Chapter three is research methodology; elaborate on research design, research 

variables, instrument, and population. Then, the chapter entails information of 

sampling direct to sample size and sample technique including pilot test, reliability 

and validity, data collection, and data analysis techniques.  

Chapter four is data analysis and results; explains information of response rate, 

preliminary analysis. The preliminary analysis comprises are missing values, 

outliers assessment, Skewness and Kurtosis assessment, and normality test. The 

following section describes the demographics of respondents, descriptive statistics 

of variables, reliability of the actual study, regression analysis, and conditional 

process mediation analysis.  

Chapter five is findings and discussions; presents findings, overview of study and 

discussions. The findings describe findings of party brand equity and components to 

voting intention, findings of party brand equity and components to party brand 

attitude, finding of party brand attitude to voting intention, findings of party brand 

attitude mediates on the relationship between party brand equity, components and 

voting intention including summary of the findings. Moreover, discussions provide 

discussions of voting intention, the influence of voting intention on the entire 

variables and discussions of party brand attitude, the influence of party brand 
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attitude on the entire variables, discussion of party brand attitude to voting intention 

and discussions of party brand attitude as a mediator.    

Chapter six is contributions and conclusions; elaborate on contributions, limitation 

of the study, recommendation for further research and conclusions. The 

contributions present political branding effect on voting intention and party brand 

equity involves voting intention. The components of party brand equity involve 

voting intention; explain party brand image has influence on voting intention, party 

brand awareness has influence on voting intention, party brand quality has influence 

on voting intention, party brand loyalty has influence on voting intention, party 

brand leadership has influence on voting intention and party brand leadership is the 

strongest effect on voting intention.  

The next contributions are party brand equity involves party brand attitude. The 

components of party brand equity involve party brand attitude, party brand image 

has influence on party brand attitude, party brand awareness has influence on party 

brand attitude, party brand quality has influence on party brand attitude, party brand 

loyalty has influence on party brand attitude, party brand leadership has influence 

on party brand attitude and party brand leadership is the strongest effect on party 

brand attitude as well as party brand attitude has influence on voting intention.  

The final contributions are the mediating effect of party brand attitude on the 

relationship between party brand equity and voting intention. The mediating effect 

of party brand attitude on the relationship between components of party brand 

equity and voting intention; describes the mediating effect of party brand attitude on 
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the relationship between party brand image and voting intention, the mediating 

effect of party brand attitude on the relationship between party brand awareness and 

voting intention, the mediating effect of party brand attitude on the relationship 

between party brand quality and voting intention, the mediating effect of party 

brand attitude on the relationship between party brand loyalty and voting intention 

and the mediating effect of party brand attitude on the relationship between party 

brand leadership and voting intention. Including, other sections of this chapter are 

limitation of the study and recommendation for future research.  
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CHAPTER TWO 

LITERATURE REVIEW 

 

2.1. Introduction 

Chapter two is consider sources of the relevance among variables, independent 

variables, mediator and a dependent variable used in the research. The information 

and definition relate to scenario of politics in Thailand, political branding, voting 

intention, the relationship of party brand equity, party brand image, party brand 

awareness, party brand quality, party brand loyalty, and party brand leadership with 

voting intention have contained in the chapter. As well as, this chapter is explaining 

the definition of party brand attitude and party brand attitude as a mediator, Theory 

of Reasoned Action, and Theory of Planned Behaviour. Then, provide few method 

sections are the conceptual framework and hypothesis development of the research.  

 

2.2. Scenario of Politics in Thailand  

After 2013 to 2014 the Thai political crisis of the colour shirts protests, Thailand 

confronts several issues within the economic and disharmony among the society and 

politics. To solve these issues on 22 May 2014, Thailand was administrated by the 

National Council for Peace and Orders or abbreviated as NCPO. The NCPO was 

established to build political harmony, reforming the country and solving national 

economic issues (McCargo, 2018). During the five years of the administration, the 

leader of the NCPO General Prayut Chan-O-Cha has published an announcement to 

conduct a general election.  
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Therefore, the government was established an independent organisation is the 

Election Commission of Thailand, abbreviated as ECT. The main duties of ECT are 

administrate an election of the House of Representatives, selective senators, and 

administrate an election of members in the local assembly and local administrators. 

Secondly, manage the processing of elections under the Constitution of the 

Kingdom of Thailand. Thirdly, investigate the result of an election according to the 

law (ECT, 2017). Regarding a duty of the ECT, the ECT is the principal 

organisation managing the 2019 general election. And, the ECT (2019a) was 

recorded the information of the entire political parties. Table 2.1 presents the 

description of the political parties, as follow:  

Table 2.1 

The Description of Political Parties 

Logo 
Political party 

name 

Registration 

date 
Description of political party 

 People‟s State 

Power Party 

4 October 

2018 

 

The political party cooperates with former 

ministers of the NCPO and politicians of 

other political parties (The Standard, 2019) 

being government since 2014. 

 For Thais Party 20 September 

2007 

The political party had been government 

from 2011 to 2014, former Prime 

Minister Yingluck Shinawatra. 

 Future Forward 

Party 

28 September 

2018 

The new political party was found by 

Mr. Thanathorn Juangroongruangkit. 

 Democrat Party 

 
 

11 June 1982 The oldest and existing political party 

had been government several periods 

from 1982 to 2011. 
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Generally, the Constitution of the Kingdom of Thailand section 95 requires that a 

voter be established. A voter in this regard refers to those who are qualified to vote 

at an election. The requirements include: (1) being of Thai nationality, the citizen 

has become Thai by neutralisation and is able to become a voter only after holding 

the position for a minimum of five years; (2) being not less than eighteen years of 

age on election day and (3) having his/her name listed on household registry in the 

constituency for at least three months before the election day (Constitution of the 

Kingdom of Thailand, His Majesty King, Maha Vajiralongkorn 

Bodindradebayavarangkun, 1832).  

On 1 February 2019, the Ministry of Interior of Thailand (2019) announced the total 

number of voters in the 2019 general election was more than 51 million voters. The 

number of voters according to age is shown in Table 2.2. 

Table 2.2  

The Number of Voters in the 2019 General Election 

Voter divided by age groups Number of voters 

18 - 25 years 7,339,772 

26 - 45 years 19,583,472 

46 - 60 years 14,444,663 

61 years and above 10,052,068 

Total 51,419,975 

Table 2.2 shows that the majority of voters are age 26 to 45 years. The minority of 

voters are in the age 18 to 25 years. Young voters here, defined as the First Vote is 

age 18 to 25 years.   
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2.2.1. Analyse Voting of Thai Voter in the 2019 General Election 

The ECT is an organisation administrated and reported official election result of the 

2019 general election. Regarding to ECT (2019b) was distinguished and analysed 

voting of Thai voter which is relating to the general election result according to the 

province, voter and ballot. In accordance with the Constitution of the Kingdom of 

Thailand section 50 (7) identified that register to vote of a voter is the essential 

responsibility in considerate the common interests of the Nation (Constitution of the 

Kingdom of Thailand, His Majesty King, Maha Vajiralongkorn 

Bodindradebayavarangkun, 1832; Kaewhanam et al., 2016). Therefore, the ballot 

was provided Vote No choice to the voters.  

Definition of Vote No is the rights of voter that abstain to vote for a candidate 

(Kaewhanam et al., 2016) whereas, a vote of voter possibly cast in a favour 

candidate or no candidate regarding to the Constitution of the Kingdom of Thailand 

section 85 (Constitution of the Kingdom of Thailand, His Majesty King, Maha 

Vajiralongkorn Bodindradebayavarangkun, 1832). The information presented in 

Table 2.3 shows the analysed information of voting of Thai voter in the 2019 

general election, as follow:  

Table 2.3  

The Voting of Thai Voter in the 2019 General Election  

Analyse by voter 

Types of voter Number of voters Percentage 

The entire of voters 51,419,975 100.00% 

Registered to vote 38,268,375 74.69% 

Abstain 12,971,263 25.31% 
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 Analyse by ballot  

Types of ballot Number of ballots Percentage 

 The entire used ballots 38,268,375 100.00% 

Valid ballots 35,532,645 92.85% 

Invalid ballots 2,130,327 5.57% 

Vote No 605,392 1.58% 

Table 2.3 provides the information of voting of Thai voter that, more than 51 

million of Thai voters in the 2019 general election. More than 38 million (74.69%) 

of voters who registered to vote. The percentage of registered voters is higher than 

abstained voters. The information indicates that Thai citizens give priority to vote in 

an election.  

Table 2.3 shows the analysis information according to the ballot that more than 35 

million (92.85%) of the valid ballots. The number of the valid ballots is higher than 

the invalid ballots and Vote No. The information indicates that the voters do realise 

the voting process, and is interested and update in the political information.     

On the other hand, Songkhla is a province in Southern of Thailand. The 1,417,440 is 

number of Songkhla population and there is total 16 districts including the Hat Yai 

district. The Songkhla province has employed population 853,157 and the 

unemployed population of 20,452. There are 25 of public vocational institutions, 

private vocational institutions, public universities and private universities in 

Songkhla province (Songkhla Provincial Statistical Office, 2017). The Songkhla 

population has various occupations, attitude and using of internet.   
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However, the Ministry of Interior of Thailand (2019) was distinguished the number 

of voters into each province and categorised voters according to genders and age 

groups. The age was categorised into four groups; there are in the age 18 to 25 

years, 26 to 45 years, 46 to 60 years, and 61 years and above. This research is 

specific to study in the area of Songkhla province, Southern Thailand. Thus, the 

information provided in this section involved Songkhla province. And, the 

information in Table 2.4 is the total number of voters in the Songkhla province 

according to age groups and genders as follow: 

Table 2.4  

The Number of Voters in the Songkhla Province  

The number of voters in the Songkhla province 

Age Male Female 

18 - 25 years 86,069 82,196 

26 - 45 years 208,474 214,143 

46 - 60 years 129,378 148,732 

61 years and above 86,024 112,872 

Total both of genders 509,945 557,943 

Total of voters 1,067,888 

Table 2.4 shows the number of voters in Songkhla province that, a total of 168,265 

are the voters in the age 18 to 25 years. The 422,617 is total number of the voters in 

the age 26 to 45 years. And, a total of 278,110 are the voters in the age 46 to 60 

years. Finally, the number of voters in the age 61 years and above is 198,896.      

Therefore, the number of voters in Songkhla province divided by age groups and 

genders presented in Table 2.4 indicates that the majority of the voters are in the age 
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26 to 45 years and the least number of voters belong to age 18 to 25 years, where 

the number of female voters is more than male voters.    

This is in line with ECT (2019b) has reported the analysis information of voting of 

Thai voter in Songkhla province. The information was distinguished according to 

the voter and the ballot presents in Table 2.5; the voting of Thai voter in the 

Songkhla province as follows: 

Table 2.5  

The Voting of Thai Voter in the Songkhla Province 

Analyse by voter in the Songkhla province 

Types of voter Number of voters Percentage 

The entire of voters 1,067,888 100.00% 

Registered to vote 841,537 73.66% 

Abstain 226,351 26.34% 

Analyse by ballot in the Songkhla Province 

The entire used ballots 841,537 100.00% 

Valid ballots 774,144 94.00% 

Invalid ballots 46,368 4.17% 

Vote No 21,025 1.83% 

 

Table 2.5 presents the voting of Thai voter in the Songkhla province that, more than 

1 million of voters. The 841,537 (73.66%) of voters who registered to vote. 

Meanwhile, the percentage of registered voters is higher than the abstained voters. 

The information indicates that the Songkhla population gives priority to vote in an 

election. 
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Table 2.5 provides an overview of information according to the ballot, total of the 

valid ballots is 774,144 (94.00%). The number of the valid ballots is higher than the 

invalid ballots and Vote No. The information indicates that the voters in the 

Songkhla province do realised the voting process, is interested and update in the 

political information.   

The research is study in the Hat Yai district, Songkhla province, Southern Thailand. 

Criteria for selected to study in the Hat Yai district is a business centre, the largest 

city and centre of commercial, shopping, entertainment, centre of transportation, 

communication and tourism in the Southern Thailand (TAT, 2011; TAT, n.d.). 

Secondly, there are 107 schools in the Hat Yai district, 61 public schools and 46 

private schools (Songkhla Provincial Statistical Office, 2017). The Hat Yai district 

is appropriate to examines pertaining to young generation and voting intention.      

 

2.2.2. The Young Generation in Thailand 

The Ministry of Public Health of Thailand (2016) and the Songkhla Provincial 

Statistical Office (2017) were determined and distinguished between childhood and 

adulthood being at the age of 15 years. Young generation is defined in the political 

dimension by Suvaddho and Aninjito (2020) as a group of people has liberalism, 

socialism thinking and good attitude to other people as well as, obviously active on 

various social media platforms. The obviously active on various social media 

platforms are an essential factor enhance young generation to be important role in 

the political development. Due to, the political criticism via various social media 

platforms is a cause of create trend in the youth and young generation group to 
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change or reform political regime (Rathachatranon & Lampai, 2020). So far, 

Internet and social media platforms are the principal communication method of the 

young generation. Thus, an approach to attract attention of the young generation is 

creating political advertising or delivering political information or messages, ideas 

and conversation via media (Walsh et al., 2014). Consistent with a significant 

analysis of Saahar (2014) found that there is a positive response and the attitude of 

young generation to the meaning of Barisan Nasional‟s slogan.  

The relationship between young generation and political marketing, the young 

generation is widely known in the political dimension as a massive political 

stronghold of political marketing (Suvaddho & Aninjito, 2020). In contrast Thanon 

(2020) argues that in the general marketing, the new voter or the young generation 

known as Niche market. The Niche market is a segment of marketing, specific on a 

particular need or concentrated marketing (Parrish et. al., 2006). Thanon (2020) 

explains that, the main purposes of a political party were established ideology, 

policies, identification concentrate to young generation.  

The young generation is the group that political parties interested. There are two 

main factors that the political parties have an interest in the young generation. 

Firstly, the young generation has leverage on political criticism, require democratic 

regime, support from political parties and require rights and liberty. Secondly, there 

is no special favourite political party or a candidate in the mind of young generation 

(Suvaddho & Aninjito, 2020). Refer to Vongprasert et al. (2020) who explored 

pertaining to the Twitter and democratic political in the attitude of young generation 

age 18 to 25 years. The results indicate that young generation is strongly satisfied 
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access to Twitter and participate in the politic. The respondents of this study have 

strongly satisfied on the three main factors. There are participate in the role of 

politic such as always register to vote in every election. Secondly, the respondents 

believed that citizens are an essential factor to participate in the politic. Thirdly, the 

citizens are equal opportunity in entirely status, age or education regarding to the 

law.    

Along the same lines, Thianthai (2012) was interviewed the young generation in the 

age 15 to 23 years towards perceptions of democracy in the four main factors. 

Firstly the election, the majority of respondents provided opinions that the election 

is an essential principal role of democracy. Secondly the rights and liberty, the 

rights and liberty are an opportunity to the citizens expresses the opinions. Thirdly 

equality and justice, equality is the principal role of voting, express opinions and 

opportunity in decide to perform or select the representatives. Fourthly the power of 

people in the opinion of young generation, the people is centre of democratic regime 

and the entire ideas, power and everything relates to people.      

This view is supported by Rathachatranon and Lampai (2020) who explored, the 

attitude of youths in age 19 to 25 years pertaining to the political participation. The 

study found that the majority of youths have been participated in the political 

system by registered to vote in the election, referendum and participated in a 

political protest. Secondly, youths have been political criticism via social media 

platforms; attempt to be a part of political protest for enhance and support ideology 

as well as, belief in the concept of democracy. Thirdly, a cause of youths 
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participated in the political system is an interest in politics and feel that democratic 

regime is the administration of people and people is the authority of democracy.   

An essential factor in the relationship of young generation and political marketing is 

the rise of young generation to register as a voter. A criterion to emphasise on the 

importance of young generation is the middle-aged and senior voters would slowly 

decrease but young voters are growing from 600,000 to 700,000 people per year. In 

a period of every 10 years, the young generation would become voters and increase 

up to 6 to 7 million voters (Hasuwannakit, 2019; Suvaddho & Aninjito, 2020). The 

factors impact the achievement in an election and the young generation is an 

interesting sample to examine in the research.     

A political brand and young generation have mutual benefit to increase and spread 

the purpose of a political party to other voters (Jain et al., 2017). As previously 

stated, there are three main approaches to cooperate with the young generation. 

Firstly, the young generation follows the political party through online account. 

Secondly, allow to discuss related to politics. And thirdly, direct communicate with 

political organisation and political representative via social media platforms (Pich et 

al., 2018). Despite the importance of young generation, there remains a paucity of 

evidence on political branding to the young generation.  

 

2.3. Political Branding 

Political product is a governing service (Downer, 2013) of a political party observed 

as a brand to represent political candidate as a product (Guzmán et al., 2015) and the 

candidate as the social image while the voter is the audience (Marland, 2013). 
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Political brand provides conceptual ideology, policies, party information, and leader 

image (Pich & Armannsdottir, 2018) that includes symbol, logo, the political party 

name, slogans, and colour theme (Marland, 2013). Political brand aims to connect 

voters using the cognitive psychological technique which is to create a promise, 

giving incentive to vote, remember, recognise, as well as having an impact on 

emotion and competency in solving issues of the political party (Dean et al., 2015; 

MacDonald et al., 2015). The entire political brand performances have a purpose to 

sell and expect a consumer to purchase the product while the voter was viewed as 

the consumer (Suyitno, 2013). In an election, the objective of a political brand is to 

gain vote behaviour and to win an election.    

Another definition of political brand is how the voter estimates product or service 

that the political party present through the commercial organisation. A political 

brand is able to portray how political party would solve issues in the country for the 

voters (Achor et al., 2017). The two main reasons that political brand influence the 

decision and voting intention of the voter. There are the voter received the political 

information regarding the candidate ideology, political party position information 

and party brand valence through political brand. Secondly, the party brand valence 

is guidance to non-ideology voters or political party supporters (Grimmer & Grube, 

2019). Thus, engaging in good political party activities is a reward from the voter 

(Butler & Powell, 2014). 

Political brand establishes through the association of the leader, as a public imagery, 

logo, and quality of political brand (Dean et al., 2015). But, the important structures 

to building a political brand are policy and service, candidates or politicians, and 
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political branding (Pich et al., 2016). Other components are ideology, special 

values, political party accomplishments, leader characteristics, political party 

culture, and policy position (Pich et al., 2016). The benefit of a political brand is to 

communicate towards brand identity, support voters to understand the uniqueness of 

the political brand (Rutter et al., 2018) including clarifies realisation, perception, 

attitude, image and impression. Moreover, a political brand enhances the popularity 

of a political party or candidate, maintains or reforms the political party, candidates 

or the reputation of politician (Thongteerapharb, 2014). The essential role of the 

political brand is delivering information towards the ideological of the candidate, 

policy, political party ideology and quality of political brand for the voter (Butler & 

Powell, 2014).      

A political brand is more than the name of the political party. The political brand 

has completely revealed the perspectives of character and value for public 

judgment. The political party and the candidates of political party are a model of the 

political brand with a political party name and ideology as the appearance to 

communicate among the voters (Achor et al., 2017). The model of political brand is 

to gain the supporters and the compassion of voter. Winther Nielsen (2016) 

proposed that there is a significant relationship between the compassion of voter and 

the political party presented by quality of the political brand. The purpose of a 

political brand is to enhance achievement in an election and performed as the main 

strategy of the political marketing concept (Malge & Deshpande, 2017).  

Achievement in an election depends on the connection of the components in a 

political product (Pich et al., 2016). The strength and positive social image of a 
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political brand include spreading information of the characteristic and performance 

of political party are the factors in supporting the strength of the political brand 

which affects enhance opportunity to win in an election (Kumar et al., 2016). As 

mentioned above, the model of political brand is political party and the candidates 

of political party. The model can affect the strength and weakness of the political 

brand such as when the political party has several positions or political party 

appearance differ from the model‟s personality which influences uncertainly for the 

voter that reflects weakness of the political brand. On the other hand, when the 

political brand has an obvious image of the model, develops clarify of the political 

party position which influences the trustworthiness of voters and reflects the 

strength of political brand (Lupu, 2013).  

However, there are two main responsibilities for processing political brands; the 

first is arranging the position of leadership, administrate the system and political 

brand as well as, performance procedure. These approaches are transmitting quality 

to the voter. The second is to improve clarification in quality of the political brand, 

purpose and aspiration to perform as promised (Yaw Tweneboah-Koduah et al., 

2010). As explained earlier, the political brand strength is the essential factor in 

political branding. So, the three main processing to increase the political brand 

strength are firstly, links among politics information, which attract and are 

concentrated. Secondly, these factors spread option and information through simple 

approach (Jain et al., 2017). Communicating with the voter in a simple approach is 

delivering the precise political brand information to the perspective of voter (Lupu, 

2014). Thirdly, an obvious model image may influence on increase the strength of 
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the political brand (Lupu, 2014). Moreover, the perception of the candidate, 

policies, partisan, and voting intention are also important factors to increase the 

political brand strength (Guzmán & Sierra, 2009).      

In a comprehensive literature review of political branding, Needham (2006) 

proposed six basic concepts required to achieve a political brand. There is clarified 

performance for the voter. Secondly, the uniqueness in the political brand and 

evidence compared to other competitors. Thirdly, the political brand creates certain 

and precise voting of the voters. Forth, the political brand is ambitious in producing 

a positive image towards the quality of life. Fifth, the political brand symbol should 

represent the internal quality of the political party compared with other competitors. 

Finally, the political brand is reliable and transmits political party as promised to the 

voter. Along the same lines, Schofield and Reeves (2015) concur that there is a 

strong significant relationship among basic concepts such as performances which 

can affect voting intention. 

Political branding has been instrumental in understanding of an important factor to 

achieve in an election. Due to, the political brand has an intimate correlation with 

the vote intention, indirect effect on vote behaviour. And, the political brand has a 

direct impact on political party supporters. On the other hand, the components in a 

political brand known as the party brand valence has directly affect vote choice, 

voting intention, and voting approach of the voter (Butler & Powell, 2013, 2014; 

Farhan & Ahmad, 2016).   
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As discussed above, the definition of political branding is a type of brand, purpose 

to present a political party to the voter. Whereas, political branding is established by 

leader and candidates of the political party, policies, ideology and other structures 

relate to the political party.  

 

2.4. Voting Intention 

Voting intention is a desire or expectation of a person to vote in a particular political 

party or a candidate (Dabula, 2016; Rothschild & Wolfers, 2012). The analysis of 

vote intention in the research is examined based on the expectation of voter and 

political voting behaviour prediction (Friese et al., 2016; Rothschild & Wolfers, 

2012). Vote intention is a significant predictor of actual behaviour or vote behaviour 

(Friese et al., 2016). Voting intention, decision and behaviour in political marketing 

is the scope in the performance as the voter select among the political parties or 

candidates by evaluating the political parties.  

In the case of political information that related to voting intention, there are two 

types of political information was published by political party. Firstly, the political 

party information is an ideology, policies, public imagery of the candidates and the 

current political campaigns. Secondly, the candidate of political party information is 

the characteristic, image, emotion and education of the candidates (Guzmán et al., 

2015). The political information are adapted to marketing tactics through 

commercial advertisement (Achor et al., 2017) and disseminated through media 

(Mensah, 2015) during an election.  
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Additionally, when the political information has mentioned above is similar to the 

identification, perception or expectation of voter which can be factors of a vote in an 

election. In an analysis of Nielsen & Larsen (2014) shown that vote behaviour is a 

positive result that is influenced by the political information. However, in the case 

of voters who are not interested in politics, this would cause uncertainty to vote. 

Thus, the voter in this group would consider competence to solve the country‟s 

issues of a political party from the political information deciding to vote (Grimmer 

& Grube, 2019).      

Therefore, vote behaviour is an approach in which the voter makes the decision to 

vote and a voter perform to vote. Vote behaviour has an important role in the 

political system. There are three reasons for a voter to decide to vote which are the 

rational choice approach, political party identification model and the sociological 

approach. The rational choice is the expectations of voter found on the factors in a 

political party and the candidates of political party were intervened to the perception 

of voter. Secondly, the political party identification model, which includes the main 

factors in vote choice for the voter to make a decision such as political party 

identification, the personality of the candidate, present policy statements related to 

issues and organising election campaign. Thirdly, the sociological factor is the 

scope of the voter‟s demographic such as religion, age, gender and political 

ideology (Mahmud, 2015). 
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2.5. Theory of Reasoned Action and Theory of Planned Behaviour 

The Theory of Reasoned Action and Theory of Planned Behaviour were developed 

from essence of attitude concept. The main essence concept is measure attitude 

relate to object. Montano and Kasprzyk (2015) argued that the concept of measure 

attitude relates to the behaviour is better than measure attitude relate to object. Thus, 

the Theory of Reasoned Action and Theory of Planned Behaviour are underlying 

direct measurement in the concept of attitude predict the behaviour by correlate 

among beliefs (behavioural and normative), attitude, intentions and behaviour. 

Which, these theories are extensively in the psychology, attitude theories and theory 

of decision-making (Montano & Kasprzyk, 2015).          

As discussed above, the Theory of Reasoned Action and Theory of Planned 

Behaviour were selected because the concept of these theories consistent with the 

concept of political branding. Due to, the concept of political branding is offer 

promise of service to deliver in the future. This service can state as service of 

trustworthiness (Grimmer & Grube, 2019; Nielsen & Larsen, 2014). And, voters are 

unpredictable when politicians or the political party would deliver policies service. 

Attitude, beliefs and trustworthiness are essential to governing service (Kaur & 

Sohal, 2018). Therefore, the measure attitude relates to behaviour is appropriate to 

measure the relationship between political branding and voting intention.  

Political branding is able to elaborate on the Theory of Reasoned Action and Theory 

of Planned Behaviour as follow:   

Behavioural beliefs: behavioural beliefs (individual beliefs) are a person who has 

strong beliefs. Behavioural beliefs indicate that positive attitude and strong beliefs is 
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a cause of performing the behaviour. The belief is correlated with evaluate the 

attributes or outcome of performing the behaviour and an essential factor to 

determined attitude (Montano & Kasprzyk, 2015). Consistent with, party brand 

quality is the entire expects and perceived quality of a political brand in the attitude 

of voters. Party brand quality direct influence on the voting intention of voter. 

When, the party brand quality meets the expectation or beliefs of voter.     

Evaluations of behavioural outcomes: a person who has positive belief would 

perform as that positive belief. The positive outcome of behaviour reflects that the 

person has positive attitude. Conversely, a person who has negative belief would 

perform as that negative belief. The negative outcome of behaviour reflects that the 

person has negative attitude (Montano & Kasprzyk, 2015). Relatively, party brand 

loyalty is repeats to vote or re-vote in the same political party. The behaviour 

loyalty is correlated with positive attitude or favourable attitude to a political brand.   

Normative beliefs: a person who beliefs that should perform the behaviour. Whether 

important referent (the person‟s motivation to comply) has meet expectation to 

perform the behaviour (Montano & Kasprzyk, 2015). Correlate with the both of 

party brands are party brand leadership using prominent strategy of political brand 

activate value of party brand equity to attract the intention and perception of voter. 

And, party brand equity enhances decision-making or change the perception, 

intention of voter.     

Motivation to comply: the referent that has meet expectation of a person. The 

person believed that should perform as referent (Montano & Kasprzyk, 2015). 
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Consistent with party brand image, the components of party brand image are 

perception, impression, and emotion of political party especially the characteristic 

of a political party‟s leader represent by psychology to attract voting intention of the 

voter.      

Subjective norm: a factor associates with the behaviour (Montano & Kasprzyk, 

2015). Relatively, party brand awareness, the essential duty of party brand 

awareness is communicate to the public, enhances the trust of voter in a political 

party and activate political party name in the attitude of voter.      

Attitude: an essential direct factor to determined intention to perform the behaviour 

(Montano & Kasprzyk, 2015). Correlate with party brand attitude, the evaluation of 

voter emotion by determined through favourable and unfavourable to a political 

brand.      

Intention to perform the behaviour: intention to perform the behaviour is the 

essential factor evaluates the behaviour (Montano & Kasprzyk, 2015). 

Behaviour: performing the behaviour (Montano & Kasprzyk, 2015).    

Voting intention or vote behaviour has been studied by several researchers using the 

Theory of Reasoned Action and Theory of Planned Behaviour. For instance, Abdel 

et al. (2014) investigate different factors of political marketing that influence vote 

intention where the moderator is the role of the media. The decision to use Theory 

of Reasoned Action according to research of Abdel et al. (2014) was based on the 

usefulness of the theory and a good starting theory with great predicting behavioural 

intention. Refer to research of Achen and Blais (2015) was used the Theory of 
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Reasoned Action and Theory of Planned Behaviour to investigate and estimate 

education, age, age squared, political interest, political party identity, civic duty and 

warmth influence the voter turnout. Thus, the Theory of Reasoned Action and 

Theory of Planned Behaviour are the great theories to predict intention to perform 

the behaviour.  

Refer to Montano and Kasprzyk (2015) mentioned that the structure of Theory of 

Reasoned Action and Theory of Planned Behaviour are appropriate to estimate 

intention to perform the behaviour bring to actual behaviour. Figure 2.1 shows the 

structure of Theory of Reasoned Action and Theory of Planned Behaviour.    

 

 

 

 

 

 

 

Figure 2.1. Theory of Reasoned Action and Theory of Planned Behaviour 

Political branding was explained relate to the Theory of Reasoned Action and 

Theory of Planned Behaviour in the structure of conceptual framework. And, the 

structure presents in the Section 2.14.   
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2.6. Party Brand Equity to Voting Intention  

Party brand equity has a huge value and affects the response of voter to the political 

brand (French & Smith, 2010). Party brand equity implies leverage with added 

value from the original brand to a new brand or developing products in an identical 

type of the previous product (Marland, 2013) for instance, creating a democratic 

regime, cooperating with the candidates of political party, or anti-corruption 

political party. The important approach is an added value in the political brand as 

presents the principal concept that connects to advertising for the whole political 

brand perspectives, promotion, improvement, political brand status and various 

advertising techniques (Scammell, 2007). Conversely, Aaker (2009) has been 

identified the definition of brand equity in the perspective of branding that a set of 

brand components and responsibility connect to the brand. There are name and 

symbol attached or subtracted worthy that give to the product or service.   

A broader perspective of branding has been reported by Aaker (2009) that the 

components of brand equity are brand loyalty, name awareness, perceived quality, 

brand associations and other brand components. But, the concept of political 

branding or governing service is purposes to sell the promise from political party 

and expected the voters to believe that the service would serve in the future. Thus, 

party brand equity is an association between property and reliability of the political 

brand that correlate with the political brand, political brand name and symbol. 

Increasing or decreasing property and reliability in the party brand equity depends 

on provided product or service of a political brand to the voter (Marleni & 

Isnurhadi, 2012).        
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Party brand equity is described as a worthy association of a voter to a political brand 

and a trust towards the political brand name to the candidate of the political party 

(Alkhawaldeh & Halim, 2015a; Almohammad et al., 2011). The party brand equity 

aids the conceptual approach of extent brand equity, extent strong party brand 

loyalty, political brand name, party brand quality, party brand awareness, party 

brand image, party brand associate, strength and other trusts. Specifically, the 

concept of the party brand image and party brand awareness is an essential 

component to enhance the determined definition of party brand equity (Achor et al., 

2017; Alkhawaldeh & Halim, 2015a).  

Party brand equity is when the voters give a vote or abstain to a particular political 

party in the form of vote behaviour (Alkhawaldeh & Halim, 2015b; Scammell, 

2007) depending on trust, property, conceptual of party brand awareness, party 

brand quality, party brand image and strength or weakness of the political brand. A 

key aspect of the strength of party brand equity is effects to changes in the 

perception and voting intention in the mind of voter (Almohammad, 2014; 

Scammell, 2007). Besides, party brand equity strategy enhances vote decision of the 

voter, which creates an association among voters and the particular political party 

(Alkhawaldeh & Halim, 2016).   

The majority of studies clearly indicate that party brand equity is an essential 

strategy of a political party. Alkhawaldeh and Halim (2015b) stated the four 

principal benefits of the strength of party brand equity. There are the party brand 

equity creates a positive perception in the mind of voter. Secondly, the positive 

perception in the mind of voter is gathering the majority loyalty of voters. Thirdly, 
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the party brand equity is a great estimator of positive feedback. And fourthly, the 

party brand equity is an important strategy to develop the good reputation of a 

political brand. In the same line, MacDonald et al. (2015) identified that party brand 

equity has an impact on qualification in a particular political party.  

Hence, party brand equity is associated the role of political party in the socialisation 

process and the political knowledge generation. Then, party brand equity impacts 

the attitude of voter (Ahmed et al., 2017; Alkhawaldeh & Halim, 2015a). Other 

studies of Almohammad (2014) have concluded that the strength of party brand 

equity can reduce the negative reputation of the political brand, whereas the party 

brand equity has effects to vote intention. Kumar et al. (2016), agrees that the 

increase of positive political brand depends on the strength of party brand equity. 

The uniqueness is combined between the political party name, symbol and 

characteristic, which are components towards the implication of political party 

(MacDonald et al., 2015). A voter can receive an image of unique characteristic of 

the candidates and the political party from party brand image. But, the entire 

positive performances of political party are transmitted from party brand equity to 

the voter (Milewicz & Milewicz, 2014).    

 

2.7. Party Brand Image to Voting Intention 

Party brand image is a combination of the political brand, political party and 

political party characteristic related to the cognitive and affect perspective 

(Alkhawaldeh et al., 2016b) with the control components of personal image and 

service (Phipps et al., 2010). Party brand image employs psychology which 
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represent whole perceptions, impression and emotion of the political brand (De 

Landtsheer & De Vries, 2015) to attract the voter (Pich & Armannsdottir, 2018), 

should communicate to the voter through candidate presenting, the spread of media, 

political party performance experiences and leader characteristics (De Landtsheer & 

De Vries, 2015). The fundamental performance of a party brand image is 

authorising the voter to recognise administrate of the political party. In general, an 

essential factor of an achievement political party is extensively high recognised 

political brand (Phipps et al., 2010). And, party brand image creates a unique 

impression, repeat impression that reflects the loyalty of voter (Marland, 2013).  

Likewise, party brand image is developed by using political party information, the 

policy information and image to enhance the understanding of voter (Upadhyaya & 

Mohindra, 2012). Party brand image is an essential strategy for building, sustaining 

satisfaction, trust and a great introduction of a political party to the perception of 

voter (Alkhawaldeh & Halim, 2016). A unity and good political party image are an 

essential to increase complete strength that voter expect in a party brand image 

(Chapman et al., 2003; Thongteerapharb, 2014). A positive or negative impact of 

party brand image can cause a difference in election results because of the leader 

and political party image influence on voting intention (Alkhawaldeh & Halim, 

2016). Additionally, the party brand image similarity to a personal symbol of a 

particular political brand and party brand image has leverage to determine the 

intention of voter (Ahmed et al., 2017).   

The existing literature on party brand image is extensive and focuses particularly on 

voting intention. According to Achor et al. (2017) identified that the party brand 
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image is the great estimator dissatisfaction of the voter because when the party 

brand image is shown in negative, this is reflects dissatisfaction of the voter. Party 

brand image is strongly predicted through vote intention and voter choice (Achor et 

al., 2017; Upadhyaya & Mohindra, 2012) and to increase certain voters to vote as 

stated by Suaib et al. (2017), party brand image has positive and significant 

correlation with satisfaction of the voter. Because, the quality in party brand image 

shows the quality in administrate the country of a particular political party to the 

public such as solving poverty issues, community empowerment and social security, 

high quality of competence, stability and integrity.  

The images of a leader and political party have stronger power to determine vote 

intention than policies (Needham, 2006). A popular leader enhances the appearance 

of a political party image, similar to the research discussion of Klofstad et al. 

(2015), which emphasises the two main importance of leader are the interest of 

voter would increase in a particular political party. If a leader of political party has 

similar characteristics and background with the voter. Secondly, the voter expects 

that the leader of a political party with similar characteristics and background to the 

voter would concentrate on similar expectation in political interest. For instance, the 

young leaders have more focus on solve young generation issues such as the rate of 

student loans in education.     

The candidate of a political party is one of the most important vote intentions of the 

voter. In an analysis of the candidate, Benedetto and Paola (2014) found that the 

candidate with high education level has a strong positive effect on vote intention of 

the voter. And, the voters considered and decided to vote based on the qualification 
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of candidates, achievement and education. Consistent with Baxter et al. (2013) 

which emphasise that the several respondents have felt that the employment 

experiences of candidates, background and especially the education of candidates 

are important reasons to vote.  

  

2.8. Party Brand Awareness to Voting Intention   

Party brand awareness directly defined as the spread of awareness (French & Smith, 

2010) towards the political party, the characteristic of candidates through media and 

communication to the voter. Party brand awareness is a leverage to recognise 

(Harris & Lock, 2001) and administrate the remembrance of voter with a recall 

strategy. French and Smith (2010) define, frequent recall is an essential strategy to 

enhance judgment political brand in the perception of voter including features such 

as positive, neutral or negative political brand. Thus, party brand awareness is a 

correlation between recognition and recall. This is same line with Alkhawaldeh et 

al. (2016a), agrees that the voters are aware and can recall to a particular political 

party or the candidates of political party in the mind of voter through party brand 

awareness. Ahmed et al. (2017) identified that the administrating of party brand 

awareness is creates the voter recall to a political brand and reflect the strength of 

political brand in the mind of voter.      

The important mission of party brand awareness is to communicate with the public, 

motivate and administrate by communication techniques, advertising, appearance, 

conversation through speaking and the media (Phipps et al., 2010). According to 

Kaur and Sohal (2018) provide two significance are the brand personality has a 
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significant mediates on the association among political advertisements, satisfaction 

of the voter and brand loyalty. Secondly, party brand personality influences 

satisfaction of the voter and loyalty. Another study has suggested that party brand 

awareness can provide benefits to the political brand when components are 

consistent, such as party brand name, image and slogan (Marland, 2013).     

Party brand awareness creates the unknown brands to be prime brands in the 

perception of voters. In a comprehensive literature review of party brand awareness, 

Alkhawaldeh and Halim (2015b) identified three significance are party brand 

awareness has a strong significant effect on vote intention. Because of the party 

brand awareness influence on transmit the political information to the attitude of 

voter such as, the information of a political party and the candidates of political 

party, voting tendency, vote loyalty. Secondly, party brand awareness enhances 

cognition and transmits the political party information. And thirdly, party brand 

awareness is delivering the performances background of a political brand to the 

voter.  

There are two main benefits of selecting popular media platforms to promote the 

political brand or communicate to the voter. Firstly, the media is established the 

good party brand awareness and develops the trust of voter in the politics regime. 

This view is supported by Jain et al. (2017) reported that media available in several 

options are quick read, conveniently connect the political parties, the leader of a 

political party and the people related to the performance of voter. Along the same 

lines with Fergusson (2014) stated that the media in a dimension of informing to the 

voter, perhaps media can decrease the leverage of a particular political interest 
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group. Secondly, the media provides various options to the user. The options are to 

share, comment and react to the negative information of candidates on the media. 

As well as, the media can lead the voter to show interest in the policies of a 

particular political party.  

Brand awareness performance is an important factor to influence the purchase 

decision. The statement can refer in political branding that party brand awareness 

has strongly effects vote decision (Alkhawaldeh et al., 2016b). Adopting party brand 

awareness is a great strategy for political brand due to, party brand awareness 

enhances and maintains political brand strength. Similarly to the comprehensive 

study of party brand awareness, Kim and Solt (2017) lists three significance are 

political brand strength builds from consistency of party brand awareness, the 

prestige of product quality and the great service in politics. Secondly, party brand 

awareness actively increases the positive image and prestige of the political brand. 

Thirdly, party brand awareness has strongly brought voter to be loyal. Ahmed et al. 

(2017) mentioned that party brand awareness is increase prominence of the political 

brand to compete among other political brands and party brand awareness is an 

essential construct of party brand equity.   

The essential responsibilities of party brand awareness according to Alkhawaldeh 

and Halim (2015b) which are; establishing brand awareness is the first step to 

construct the political brand. Secondly, party brand awareness is the principal 

component of party brand equity and both types of brand have an impact on the 

voter perception. Thirdly, party brand awareness is the main component to create 

political brand strength. Fourthly, party brand awareness is applied psychological 
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tact to represent or promote the political brand to the perception of voter. Fifthly, 

party brand awareness is delivers rationality in the mind of voter which influences 

decision to vote.   

 

2.9. Party Brand Quality to Voting Intention 

Party brand quality is the judgment of voter pertaining to political brand contained 

in seven components which imply as quality of a political product. The seven 

components are qualification, service, performance, credible, quality formation, 

strength and identification (Alkhawaldeh & Halim, 2015a). Party brand quality is an 

essential factor in the literature which relates to brand equity or define as brand 

performance. An important reason in voting intention of the voter relates to realise 

the quality of political party through political brand (Alkhawaldeh et al., 2016b).  

Party brand quality is defined by Alkhawaldeh and Halim (2015a) as the whole 

expected quality of a political brand in the perspective of voter and the voter 

estimates entire performances of the political party through party brand quality. A 

technique to enhance the opportunity to win in an election among other competitors 

is to develop party brand quality because the perceived quality of political brand is 

an essential factor that impact on voting intention (Alkhawaldeh et al., 2016b).  

The description of political party identification is a political party position strategy 

in political marketing (Nielsen & Larsen, 2014) where identification is a component 

contained in a party brand quality. In the comprehensive study of Dalege et al. 

(2017) offer, the political party identification has a strong effect on a voter who has 

likely identified attitudes of the political parties. Secondly, the political party 
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identification is a factor that influences the attitude of voter. Thirdly, the interest or 

likeness in political party identification increases the positive attitude of voter in a 

candidate. Fourthly, the political party identification is directly influences vote 

decision.    

A party brand quality is a component of political brand strength which, importance 

to vote intention. In the comparative study of candidates, Gangloff (2018) found 

that a candidate who belongs to strong political brand strength has an opportunity to 

win in the election, compared to a famous candidate belonging to weak political 

brand strength. Other studies of political brand strength, there is a difference 

alterable of winning and losing between the candidates who belongs to a good 

political brand compared to a strong candidate in a losing political brand.     

Perhaps, the credible, competence and service in quality of political brand are 

factors to judge the positive and negative attitude of voter (French & Smith, 2010). 

The positive political brand in the perception of voter is support the uniqueness of 

the political party. In contrast, the negative political brand in the perception of voter 

is reducing the uniqueness of the political party performances. Thus, the perception 

relates to a political brand represented by these factors capture the memory of voter 

(Milewicz & Milewicz, 2014).   

  

2.10. Party Brand Loyalty to Voting Intention 

The definition of brand loyalty is conceptual of re-purchase, repeat to purchase in a 

preferred brand or service (Foroudi, 2019; Kataria & Saini, 2019). The statement 

above can refer to the political dimension, as party brand loyalty is the concept of 
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behaviour to re-vote or repeats to vote in the same political party in an election as 

well as recommend the preferred political party to other voters and persuade others 

to vote for that political party (Alkhawaldeh & Halim, 2016; Schofield & Reeves, 

2015).  

Party brand loyalty is distinguished into two dimensions. There are attitude loyalty 

and behavioural loyalty (Alkhawaldeh & Halim, 2016; Esmaeilpour & Abdolvand, 

2016; Su & Chang, 2018). Attitude loyalty is defined as the psychological 

commitment that relates to favourable attitude (Foroudi, 2019; Lyong Ha, 1998), a 

strongly preferred attitude in a political party is considered as a primary option 

(Alkhawaldeh & Halim, 2016). However, these attitudes are impacted by intention 

to re-vote or re-purchase (Su & Chang, 2018) as well as, recommending a particular 

political brand. The attitude loyalty performs as a predictor of vote behaviour, 

repeats vote of the voters or the re-purchase of consumers (Obiegbu et al., 2019).  

Refer to Lyong Ha (1998) offers an explanatory for the measurement of the Theory 

of Reasoned Action on party brand loyalty. The principal responsibility of Theory 

of Reasoned Action and party brand loyalty is to measure specific on the attitude. 

The result of measurement indicates, the tendency to vote on a particular political 

party depend on favourable attitude of the voter.  For instance, if a voter is 

favourable on a political brand, the voter is tendency to vote for that political party. 

But, if a voter is unfavourable on a political brand, the voter is ignoring that political 

party.      
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Behavioural loyalty is defined as the actual behaviour of voters or consumers to 

repeat a vote or repeat to purchase a particular political brand in times (Esmaeilpour 

& Abdolvand, 2016). Behavioural loyalty is measured by predicting the tendency to 

re-purchase or re-vote in the same political brand (Lyong Ha, 1998). The 

experiences, recognised in wide-reaching of consumers towards the brand are 

factors to develop a relationship among consumers, brand and brand loyalty 

(Obiegbu et al., 2019).  

Party brand loyalty relates to other party brand equity components as party brand 

loyalty is a positive result of party brand equity and the entire party brand equity 

components are influenced by party brand loyalty (Su & Chang, 2018). Likewise, 

party brand equity is an essential structure to enhance party brand loyalty 

(Alkhawaldeh et al., 2016b). However, brand loyalty is positive results of the 

strength of brand awareness and quality (Alkhawaldeh & Halim, 2016). Therefore, 

the essential factor to develop brand loyalty is to enhance the strength of the brand 

image (Obiegbu et al., 2019). 

In the case of political party seem as other businesses, the loyalty of voters is 

beneficial to politicians, political parties and the political brands (Chapman et al., 

2003). As discussion by Ahmed et al., (2017) the essential duty of party brand 

loyalty is to attract the attitude and perception of voters. Dick and Basu (1994) 

concur, party brand loyalty indicate that the voters would consider a political brand 

which impacts the decision making of voter. Subsequently, the reflection of party 

brand loyalty is the strong psychological commitment and the perception of voter 

towards a particular political brand (Alkhawaldeh & Halim, 2016).    
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The association among the prestige of the company, the potential awareness of 

consumer and the leverage of loyalty are the essential to consider in purchase 

decisions (Beverland et al., 2007). Consistent with the political dimension, 

Schofield and Reeves (2015) there two main significance are the loyalty affects the 

voter perceived performance of political party. Secondly, loyalty influences vote 

intention of the voter. Similarly, an investigation into party brand loyalty, Campbell 

(1960) found the party brand loyalty has a strong significant influence on vote 

intention for a particular political party.  

 

2.11. Party Brand Leadership to Voting Intention  

Brand leadership is defined as the prominence of a brand that can attract and attach 

brand equity into the perception of consumer (Chang & Ko, 2014; Chiu & Cho, 

2019). The brand leadership establishes prominence of the brand by enhancing 

brand processes to be brand achievement and remains to be a brand achievement 

(Chang & Ko, 2014; Chiu & Cho, 2019). The concept of brand leadership in 

evaluating through consumer as a brand achievement is associated current trend, 

vision, effective communication and correct brand positioning of a company 

segment (Chang & Ko, 2014; Chiu & Cho, 2019).  

Brand leadership impels prominent strategy of other brands such as brand leadership 

activate the component value of brand equity or brand name into the perception of 

consumers, develop the perception of consumers and gain consumer loyalty that 

correspond to brand loyalty (Chang & Ko, 2014). Thus, the benefit to enhance the 

prominence of the brand is to attract consumer intention when the brand has to 
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compete among other brands. The statement above is true in the political dimension, 

where a political brand is administrated by strategies involved in maintaining 

uniqueness compared to other political brands and the complete strategies represent 

the strength of the political party position to voters (Mensah, 2015).   

Brand leadership has a positive significant relationship with purchase intention 

(Chiu & Cho, 2019). Brand achievement, trend, vision and brand position are 

associated strategies to establish brand leadership. However, these strategies can be 

adapted to political brand. A strategy of brand leadership is brand achievement 

congruent with the study of populist political party. Hameleers et al. (2018) 

highlights two significance are citizens have more tendencies to vote to a populist 

political party than the largest political party. Secondly, the populist political party 

has an indirectly positive significant correlation with vote intention.   

A vision and the trend of political party are a strategy that may affect to vote 

intention according to Ben‐Ur and Newman (2002) found the qualification of 

political party, candidate personality and morality have a significant effect on vote 

intention.    

  

2.12. Party Brand Attitude to Voting Intention 

The definition of brand attitude is the entire assessment of consumers towards the 

brand (Melewar et al., 2007; Olsen et al., 2014; Vogel & Watchravesringkan, 2017). 

An evaluation of consumer‟s emotion is determined through favourable or 

unfavourable towards the brand (Beneke et al., 2015; Kudeshia & Kumar, 2017; 

Vogel & Watchravesringkan, 2017). Brand attitude is administrated by the affective 
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processing psychology. The psychology is distinguished into two dimensions are 

attitude and cognitive information processing. Both dimensions attract consumer 

emotion which is related to the strength of the brand (Bhatta, 2016; Olsen et al., 

2014; Pradhan et al., 2016; Vogel & Watchravesringkan, 2017). 

In the term of political brand, party brand attitude is the entire evaluation of the 

voters and emotion of the voters towards the political brand. The evidence from the 

study suggests that the party brand attitude is appropriate to predict actual behaviour 

measure by the Theory of Reasoned Action (Kudeshia & Kumar, 2017). In a study 

using the Theory of Reasoned Action, Wang et al. (2019) reported that a strong 

favourable attitude of the voter is an important determinant influence on behavioural 

intention to perform the actual behaviour. Pradhan et al. (2016) discusses the 

behavioural intention of a voter depends on the voter attitude and association of 

subject norms.    

Thus, party brand attitude is an essential factor to enhance vote intention in a 

particular political brand by increasing the stimulus of voters (Pradhan et al., 2016). 

Other studies have concluded that the political party can adopt the strategy of party 

brand attitude to influence vote intention of the voter through using the leverage of 

social media platforms (Kudeshia & Kumar, 2017). Kudeshia and Kumar (2017) 

found that the positive attitude of voters may impact the political brand preference 

in the perception of voter. 

Brand attitude influences behavioural intention (Kudeshia & Kumar, 2017; Pradhan 

et al., 2016) and tendency to actual behavioural (Bhatta, 2016; Ghorban, 2012; 
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Kudeshia & Kumar, 2017). In an investigated by Jung and Seock (2016) found that 

there is a strong significant correlation between brand attitudes and purchase 

intention. These studies clearly indicate that brand attitude is an essential structure 

to predict purchase intention, attaching a brand to consumer memory may bring the 

brand to become a prime brand achievement (Beneke et al., 2015; Kudeshia & 

Kumar, 2017; Olsen et al., 2014). Despite the importance of brand attitude, there 

remains a paucity of evidence on party brand attitude.  

The relationship between brand attitude and behavioural intention especially 

purchasing intention has been widely investigated. For instance, Ballantine and 

Yeung (2015) found that there is a positive significant correlation among brand, 

brand attitude and purchase intention. Similarly, Kudeshia and Kumar (2017) stated 

that brand attitude has a significant mediates between the positive electronic word-

of-mouth through social media platforms and purchase intention.     

Other studies have concluded that Ghorban (2012) brand attitude mediates between 

consumer satisfaction, positive advertising and purchase intention. Pradhan et al. 

(2016) stated that the brand attitude is an important role in mediates among 

consumers, brand and personality of celebrity which relate to purchase intention.  

  

2.13. Party Brand Attitude as a Mediator  

The party brand attitude assessment relates to evaluate the party brand equity as the 

essential component of a political brand. A key aspect of the party brand attitude 

assessment is attracts the perception of the voter towards the political brand. 

Subsequently, the party brand attitude would impact the voter‟s assessment of a 
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political brand (Vogel & Watchravesringkan, 2017; Yu et al., 2018). Previous 

studies of Yu et al. (2018) have revealed the negative information of a brand would 

produce a negative impact on the entire aspects of a particular brand, where the 

brand information impacts consumer assessment of the brand. This view is 

supported by Praxmarer and Gierl (2009) who write that the positive advertising of 

a brand has a positive significant impact on a positive brand attitude. In contrast, the 

negative advertising has a negative significant impact on a negative brand attitude.  

There is an evidence of association among brand equity, brand attitude and brand 

loyalty. Shin et al. (2014) found that there is a positive significant correlation 

between the perceived quality, brand image and brand attitude. This research has 

mentioned that perceived quality and brand image are the components of brand 

equity. Along the same lines, Faircloth et al. (2001) reported that the brand attitude 

has direct effect on brand equity.  

Also, there is a growing body of literature that recognises the importance of party 

brand attitude as a mediator. Yu et al. (2018) list two main significance are brand 

image has a direct and indirect significant relationship with behavioural intention 

mediated by brand attitude. Secondly, there is a weak positive significant correlation 

among brand image, brand attitude and behavioural intention.       

Brand attitude component is one of principal factor which directly and indirectly 

influences consumer behavioural intention. Other factors are brand awareness and 

consumer perception (Kudeshia & Kumar, 2017). Vogel and Watchravesringkan 

(2017) discuss the leverage awareness of consumer influence on determining 
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alternatives include brand equity, brand attitude, and brand preference of luxury 

brands. Similarly, Bhatta (2016) reported that there is a significant correlation 

between brand awareness and social media usage, through knowledge mediated by 

brand attitude.   

In a comprehensive study of the brand attitude, Langaro et al. (2018) found that 

there is a positive significant correlation between brand awareness and brand 

attitude, where brand awareness impacts brand attitude. Walsh et al. (2014) 

identified two significance are the leverage of awareness in political advertising 

may increase satisfaction attitude towards political advertising and the political 

brand. Secondly, the leverage of awareness has a weak significant relationship to 

enhance attitude towards a candidate of the political party. As argued by Foroudi 

(2019), there is a significant impact between brand awareness and brand attitude.          

The two main approaches to develop a brand attitude are; improve brand quality and 

enhance communication to the consumer. Melewar et al. (2007) provide the reasons 

that brand quality impacts the belief of consumers, where brand attitude can be 

determined by increasing the belief of consumer. Jung and Seock‟s (2016) empirical 

study found that brand attitude has a significant mediates between brand awareness, 

quality and purchase intention.    

One of the most significant current discussions is the great outcome of positive 

attitude shown in brand loyalty. Several empirical studies have revealed that the 

positive attitude of consumer towards a particular brand influences brand loyalty. 

Esmaeilpour and Abdolvand (2016) concur that a strong positive attitude may 
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impact on increase consumer repeat purchases. In a comprehensive study of Ishida 

and Taylor (2012) identify three significance are the brand attitude has a direct and 

indirect significant effect on brand loyalty mediated by satisfaction. Secondly, the 

brand attitude has a direct and indirect significant impact on brand loyalty mediated 

by the information of brand attitude. Thirdly, the brand preferences, satisfaction and 

brand attitude have a strongly significant relationship with brand loyalty.         

Esmaeilpour and Abdolvand (2016) agree that the country-of-original image has a 

positive direct and indirect impact on brand loyalty mediated by brand attitude. 

Despite the importance of brand loyalty in political dimension, there remains a 

paucity of evidence on the relationship between party brand attitude or the attitude 

of voter and party brand loyalty. Relatively a research has found that the political 

advertising on the attitude of voter has a significant impact on satisfaction of the 

voter and loyalty (Kaur & Sohal, 2018).     

Brand leadership is the primary structure to sustain positive visible and invisible 

such as vision and aspiration of other brand components (Chang & Ko, 2014) which 

includes brand attitude. Consistent with the research finding of Chiu and Cho 

(2019), brand leadership has a positive significant effect on satisfaction of the 

consumer. Relatively, few studies have examined the mediating effect of party 

brand attitude on the relationship between party brand equity, components and 

voting intention.   

 

 

 



 

58 
 

2.14. Conceptual Framework and Hypothesis Development 

The conceptual framework was conducted in the structure based on Theory of 

Reasoned Action and Theory of Planned Behaviour as presented in Figures 2.2 

below.  

 

 

 

 

 

 

 

 

Figure 2.2. Conceptual framework 

The operational definitions are:  

Party brand equity is a set of party brand components; there are party brand image, 

party brand awareness, party brand quality, party brand loyalty and party brand 

leadership connect to political brand. There are trustworthy association among 

property and reliability, political brand, political brand name and symbol attached to 

the political brand.   

Party brand image is a combination among political party, political party 

characteristic and political brand as well as personal image and service administrate 

by psychology, cognitive and affect the perception of voter.    

Independent Variables 

Party Brand Equity 

Party Brand Image 

Party Brand Awareness 

Party Brand Quality 

Party Brand Loyalty 

Party Brand Leadership 

Party Brand Attitude 

Mediator Dependent Variable 

Voting Intention 
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Party brand awareness is spread awareness, recognise pertaining to the political 

party, political brand and political information administrated by recognise and recall 

to the remembrance of voters.     

Party brand quality is the entire expectations quality or perceives quality of political 

brand in the perspective of voter.   

Party brand loyalty is the concept of re-vote or repeat to vote in a political party and 

preferred, favourable attitude to a political party or political brand.   

Party brand leadership is a prominence of the political brand that attracts the 

perception of voter and activates the value of party brand equity.    

Party brand attitude is the evaluate emotion of voter determined through favourable 

and unfavourable towards political brand.   

Voting intention is a desire, expectation, intention, decision-making and performs to 

select a particular political brand.    

The research hypotheses are: 

H1: Party brand equity has a significant relationship with voting intention. 

H1a: Party brand image has a significant relationship with voting intention. 

H1b: Party brand awareness has a significant relationship with voting intention. 

H1c: Party brand quality has a significant relationship with voting intention. 

H1d: Party brand loyalty has a significant relationship with voting intention. 

H1e: Party brand leadership has a significant relationship with voting intention. 

H2: Party brand equity has a significant relationship with party brand attitude. 



 

60 
 

H2a: Party brand image has a significant relationship with party brand attitude. 

H2b: Party brand awareness has a significant relationship with party brand attitude. 

H2c: Party brand quality has a significant relationship with party brand attitude. 

H2d: Party brand loyalty has a significant relationship with party brand attitude. 

H2e: Party brand leadership has a significant relationship with party brand attitude. 

H3: Party brand attitude has a significant relationship with voting intention. 

H4: Party brand attitude mediates on the relationship between party brand equity 

and voting intention. 

H4a: Party brand attitude mediates on the relationship between party brand 

image and voting intention. 

H4b: Party brand attitude mediates on the relationship between party brand 

awareness and voting intention. 

H4c: Party brand attitude mediates on the relationship between party brand 

quality and voting intention. 

H4d: Party brand attitude mediates on the relationship between party brand 

loyalty and voting intention. 

H4e: Party brand attitude mediates on the relationship between party brand 

leadership and voting intention. 

 

2.15. Summary   

To conclude this section, the literature identifies the scenario of politics in Thailand. 

Analyse the voting of Thai voter in the general election, determined the young 

generation in Thailand. The chapter was reviewed previous literature consistent with 
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political branding, voting intention, Theory of Reasoned Action and Theory of 

Planned Behaviour, party brand equity and the components of party brand equity. 

Including, the conceptual framework and hypothesis development of the research is 

provided in this chapter.   
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.1. Introduction 

Chapter three is concerned with the methodology employ in the research. The detail 

and description of each sub-topic explains entire approaches in processing, 

techniques, instrument to administrate the research. The research method starts from 

research design, research variables, instrument, population, the sampling included 

sample size and sample technique, pilot test, reliability and validity, data collection 

and data analysis techniques are provided in this chapter. 

 

3.2. Research Design 

A cross-sectional study was undertaken to explore the potential relationship 

between independent, mediator and dependent variables. The entire variables are 

explored in the research presented in subtopic 3.3. The cross-sectional study was 

selected because an essential approach to achieve in the election is the millions 

attitudes of voters aware of the political party purposes. And, the methodology is 

appropriate to explore the millions voting intentions of voters. Meanwhile, the 

research was designated to collecting the data by survey questionnaire method. The 

important criteria were considered when selecting the survey questionnaire are 

appropriate and comprehensive to examine the millions attitudes of voters. 

Statistical analysis was performed using the Statistical Package for the Social 

Sciences or SPSS. Then, the design of analysis techniques were based on the 

research hypotheses.  
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3.3. Research Variables 

The independent variables of the research are:  

Party brand equity  

Party brand image  

Party brand awareness  

Party brand quality  

Party brand loyalty  

Party brand leadership  

Party brand attitude is a mediator of the research. The decision to use party brand 

attitude as a mediator was based on statement of Hair et al. (2016) mentioned that 

the mediation is explained reasons of exists correlation between an independent 

variable and dependent variable. In addition, the research dependent variable is 

voting intention examined via Theory of Reasoned Action and Theory of Planned 

Behaviour.  

 

3.4. Instrument  

The questionnaire is an instrument of the research. The decision to use questionnaire 

was based on the large number of population, sample size, and the large area of 

research. A major advantage of the questionnaire is that data can be collected from 

various respondents, with different attitudes, various ages and genders of the young 

generations. Other advantages of the questionnaire are providing private platform 

for the respondents to expresses the attitude. Subsequently, the platform is provided 

information that comprehensive research hypotheses. Close-ended survey question 
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was selected for the questionnaire. The obvious advantage of using a close-ended 

question is that provide convenience to the respondents (Jain et al., 2016).  

Online survey and printed questionnaire were selected to be approaches to collect 

the data. An important advantage of using online survey is that provide convenience 

to respondents and researcher. Whilst, the two main disadvantages of online survey 

are require more strong responsibility of respondents (Dillman et al., 1974) and 

confronting error issues or checking web-base error (Jones et al., 2008). One 

advantage of the printed questionnaire is that avoids the issues of online survey.   

The design of the questionnaire was adapted based on several literatures and the 

questions in the research questionnaire were adapted from the original definition of 

branding to be the definition of political branding. The questionnaire was designed 

to measure the following construct: the entire independent variables, mediator and 

dependent variable. To be comprehensive entire variables, the questionnaire was 

divided into four sections as follow:   

Section A: respondent demography. This section of the questionnaire required 

respondents to give the information of respondent. There are categories of age, 

gender, education, occupation and the most often access social media platforms. 

The first question was designed to identify type of respondent in the age category. 

This question is provides three choices to the respondents are 15 to 19, 20 to 24 and 

25 to 29 years. The second question asked respondents to select the gender between 

male and female. The third question asked respondents to provide the information of 

education category. This question is provides four education choices to the 
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respondents; there are mainly high school, bachelor‟s degree, postgraduate master 

and others. The fourth question asked respondents to describe in the occupation 

category. This question is provides mainly occupation choices are student, 

government servant, private company worker and others. The fifth question elicits 

information on the most often accessed social media platforms. Nine social media 

platforms choices were provided to the respondents. There are YouTube, Line, 

Facebook, Facebook Messenger, Instagram, Pantip, Twitter, WhatsApp and others.      

Section B: independent variables. This section of questionnaire required 

respondents to rate level of agreement measure the entire independent variables 

relate to questions as follow:   

Table 3.1  

The Questions in Section B: Independent Variables 

Code Questions Sources  

Party brand equity 

PBE1 I can expect superior performance from the 

political brand of FFP, I am evaluating. 

Ha et al., 2010 

PBE2 It makes sense and looks smarter to vote the 

political brand of FFP instead of any other political 

brands, even if they are the same. 

Yoo & Donthu, 

2001 

PBE3 If there is another political brand as good as the 

political brand of FFP, I prefer to vote for FFP. 

Yoo & Donthu, 

2001 

Party brand image  

PBI1 The political brand of FFP has a stronger party 

brand image than other political parties. 

Melewar et al., 

2007 

PBI2 The party brand image of FFP has improved over 

time. 

Melewar et al., 2007 
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PBI3 Over time, the party brand image of FFP has been 

very consistent with what it stands for. 

Netemeyer et 

al., 2004 

Party brand awareness 

PBA1 I can recognise the political brand of FFP among 

other competing political parties. 

Yoo & Donthu, 

2001 

PBA2 When there is an election, FFP name is the first 

name that comes to mind. 

Netemeyer et 

al., 2004 

PBA3 I can quickly recall the symbol or logo of FFP. Yoo & Donthu, 

2001 

Party brand quality 

PBQ1 The political brand of FFP is extremely high 

quality. 

Melewar et al., 

2007 

PBQ2 The political brand of FFP is reliable. Melewar et al., 

2007 

PBQ3 The political brand of FFP offers consistent quality 

with your expectation. 

Melewar et al., 

2007 

Party brand loyalty  

PBL1 I recommend voting FFP to my friends. Čater & Čater, 

2010 

PBL2 The political brand of FFP is my first choice. Yoo & Donthu, 

2001 

PBL3 I would not vote for another political party unless FFP. Ha et al., 2010 

Party brand leadership 

PBLS1 The political brand of FFP is more creative in 

service. 

Chiu & Cho, 

2019 

PBLS2 The political brand of FFP offers more benefits to 

the country. 

Chang & Ko, 

2014 

PBLS3 The political brand of FFP is more preferred by the 

young generation. 

Chang & Ko, 

2014 
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Section C: mediator. This section of questionnaire required respondents to rate the 

level of agreement measure the mediator. Three questions, adapted from 

Esmaeilpour and Abdolvand (2016) and Wang et al. (2019) assessed party brand 

attitude as presented in Table 3.2. 

Table 3.2  

The Questions in Section C: Mediator 

Code Questions Sources  

PBAT1 The political brand of FFP gives me a good feeling. Wang et al., 2019 

PBAT2 Overall, I consider the political brand of FFP is a 

good political party  

Esmaeilpour & 

Abdolvand, 2016 

PBAT3 In my opinion, the political brand of FFP is 

extremely favourable. 

Esmaeilpour & 

Abdolvand, 2016 

Section D: dependent variable. This section of questionnaire required respondents to 

rate the level of agreement measure the dependent variable. Three questions, 

adapted from Chiu and Cho (2019) and Kataria and Saini (2019) and Lee et al. 

(2016), assessed voting intention as shown in Table 3.3.  

Table 3.3  

The Questions in Section D: Dependent Variable 

Code Questions Sources 

VI1 When it comes to making a vote, the political brand of 

FFP is my first preference.  

Chiu & Cho, 

2019 

VI2 I would vote for FFP in the upcoming election. Lee et al., 2016 

VI3 The political brand of FFP meets my needs for a better 

future than other political parties.   

Kataria & Saini, 

2019 
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The entire survey questions utilised a Five-point Interval Scale. The decision to 

select a Five-point Interval Scale was based on the Theory of Reasoned Action and 

Theory of Planned Behaviour. Montano and Kasprzyk (2015) mentioned the Theory 

of Reasoned Action and Theory of Planned Behaviour are able to measure in the 

five or seven scales and level of measurement in the structure of unlikely to likely or 

disagree to agree scales. Consistent with the measurement structure of Interval 

Scale, the level of Interval Scale measurement is start from strongly disagree (1) to 

strongly agree (5) (Aini et. al., 2018). Respondents were asked to respond using a 

Five-point Interval Scale ranging as follows:  

Strongly disagree Disagree Neutral Agree Strongly agree 

1 2 3 4 5 

 

3.5. Population 

A key advantage of study in the Hat Yai district is that a business centre and the 

largest city of the Songkhla province in Southern Thailand. Population was prepared 

according to the registration record of the district by the Songkhla Provincial 

Statistical Office (2017). Only young Thai generation in the age 15 to 29 years were 

included in the research. The decision to analyse only young generation was based 

on investigates political participation of the young generation and to examine in the 

massive political stronghold of political marketing. The number of research 

population as shown in Table 3.4.  

Table 3.4  

The Number of Research Population 
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Research population  

The Hat Yai district, Songkhla province 

Age groups  Population 

15 - 19 years 28,071 

20 - 24 years 28,939 

25 - 29 years 27,638 

Total 84,648 

 

3.6. Sampling 

3.6.1. Sample Technique   

Multi-stage sampling technique was selected to use as the research sample 

technique. The decision to use multi-stage sampling was based on appropriate 

to the large number of population. The multi-stage sampling technique is, for 

Taherdoost (2016), a probability sampling technique and the step-by-step 

processing from a broad to a narrow sample. Another definition by Sedgwick 

(2015) is hierarchical structure of groups within the population.   

Three stages of the research are initial stage is the 1,417,440 population of the 

Songkhla, age 0 to 80 years and above. Second stage is selected the Hat Yai 

district from 16 districts of Songkhla province. The population of the Hat Yai 

district is 397,379 in the age 0 to 80 years and above. Third stage is selected the 

young generation in the Hat Yai district. The 84,648 of young generations in 

the Hat Yai district, age 15 to 29 years (Songkhla Provincial Statistical Office, 

2017).     
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3.6.2. Sample Size 

The Slovin‟s formula was selected to administrate the research population. 

Criteria for selecting the Slovin‟s formula were as follows: the Slovin‟s formula 

is a sample technique to determine the sample size of survey research studies. 

Secondly, appropriate to administrate the large population. The formula was 

prepared according to the procedure used by Chakraborty and Bhat (2018) that 

the Slovin‟s formula technique was adopted to administrate a sample size 

population of 40 million. Thirdly, a major advantage of Slovin‟s formula is that 

a confidence coefficient of 95 per cent and assumes a degree of variability 

(proportion) or unknown population proportion close to 0.5 (Tejada & 

Punzalan, 2012). Slovin‟s formula was used in the research, as follow: 

Formula; 

       
 

                

  

Where  n = sample size  

  N = population size 

 e = the level of precision or margin of error in the research 

assume at 0.05.  

Calculate; 

    
     

               
 

      
     

        
      

      = 399.99  
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     = 400 

The total number of sample is 400. The entire samples only young generations 

in the age 15 to 29 years were sent the questionnaires.   

 

3.7. Pilot Test 

Pilot test was prepared according to the procedure used by Connelly (2008) 

recommends two main concerns of pilot test are pilot test based on 10 per cent of 

the sample size. Secondly, the pilot test depends on larger factors of the research. As 

indicated previously, the 10 per cent of the research simple size is 40. The pilot test 

of the research would test 40 (n = 40).   

  

3.8. Reliability and Validity 

Cronbach‟s coefficient alpha was selected for assess reliability and validity. One 

obvious advantage of using Cronbach‟s coefficient alpha is that the most 

widespread technique to apply as an estimator for tests and scales of reliability 

(Peterson & Kim, 2013). Generally, the reliability coefficient of Cronbach‟s alpha is 

a scope between 0 and 1 but with an unlimited lower coefficient. And, the excellent 

internal consistency among items and scales is closer to 1.0. According to Gliem 

and Gliem (2003) the rules of thumb in Cronbach‟s alpha determine the value for 

estimate reliability, as presented in Table 3.5. 

Table 3.5  

The Rule of Thumb in Chronbach’s Alpha 
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Cronbach’s coefficient alpha Consistency 

Coefficient higher than 0.9 to 1.00 (>0.9 - 1.00) Excellent 

Coefficient higher than 0.8 to 0.89 (>0.8 - 0.89) Good 

Coefficient higher than 0.7 to 0.79 (>0.7 - 0.79) Acceptable 

Coefficient higher than 0.6 to 0.69 (>0.6 - 0.69) Questionable 

Coefficient higher than 0.5 to 0.59 (>0.5 - 0.59) Poor 

Coefficient of less than 0.5 (<0.5) Unacceptable  

 

Questionnaires were distributed to the 40 respondents in the area of Hat Yai district 

Songkhla province, Southern Thailand. The purpose of pilot test is to examine 

understanding in the concept of political branding and the entire questions in the 

questionnaire including evaluate the reliability to develop in the actual study. The 

reliability of pilot test provided in Table 3.6 as follow: 

Table 3.6 

The Pilot Test Reliability in Cronbach’s Alpha Based on Standardised Items  

Reliability statistics 
Cronbach's 

alpha 
Cronbach's alpha based on 

standardised items 
N of 
items 

0.902 0.928 8 

Cronbach‟s alpha based on standardised items reliability of the eight variables in 

pilot test is shown 0.928. Even though, Cronbach Alpha‟s value of the eight 

variables ranges from 0.876 to 0.891. The value was determined in good reliability 

presented in Table 3.7. 

Table 3.7 

Summary of Pilot Test Reliability 



 

73 
 

Variables  Cronbach’s alpha 

Independent variables 

Party brand equity 0.891 

Party brand image 0.880 

Party brand awareness 0.883 

Party brand quality 0.877 

Party brand loyalty 0.884 

Party brand leadership 0.880 

Mediator variable 

Party brand attitude 0.887 

Dependent variable 

Vote intention 0.876 

 

3.9. Data Collection 

To ensure the procedure of data collection is done via precise steps. Additional 

instructions are given to others who distribute questionnaires to respondents. Where, 

entire steps are comprehensive in data collection (Norris et al., 2015). The research 

was conducted in the form of a survey, with data being gathered via questionnaire.  

The questionnaire was prepared in Thai language according to the two objects 

recommended by Daic (2007) stated that approximately 94 per cent of Thai 

population speak Tai-Kadai language. Secondly, the national and official language 

of Thailand is the Thai language. Data were gathered from the young Thai 

generation in the age 15 to 29 years, using online and printed questionnaire in the 

area of Hat Yai district Songkhla province, Southern Thailand.  
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3.10. Data Analysis Techniques  

In a previous study on political brand, Thongteerapharb (2014) has been used t-test 

and Chi-square techniques in SPSS program to analyse the collected data. Multiple 

and simple linear regression and conditional process mediation analysis techniques 

by using the SPSS program were selected to analyse the collected data of the 

research. A variety of analysis techniques are used to assess political brand. Each 

technique was designated based on appropriate to the research hypotheses.      

 

3.11. Summary 

The research utilised cross-sectional data from survey questionnaire to investigate 

the relationship between party brand equity, components and voting intention. The 

components of party brand equity are scope of party brand image, party brand 

awareness, party brand quality, party brand loyalty and party brand leadership. Also, 

voting intention is investigate intention to perform the behaviour and attitude of the 

young Thai generation age 15 to 29 years in the Hat Yai district Songkhla province, 

Southern Thailand.   
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CHAPTER FOUR 

DATA ANALYSIS AND RESULTS 

 

4.1. Introduction 

Chapter four data analysis and results, the collected data were analysed by the 

Statistical Package for the Social Sciences or SPSS program. This chapter was 

divided into three sections: (i) response rate, preliminary analysis; (ii) the procedure 

of data analysis is regression and (iii) conditional process mediation technique. 

These three sections present the data coding, missing values, outliers assessment, 

Skewness and Kurtosis assessment, normality tests, demographic of respondents, 

descriptive statistics of variables and reliability of the actual study.  

 

4.2. Response Rate 

A total of 400 questionnaires were sent to respondents. The 372 respondents were 

collected data from the questionnaires. A few questionnaires were considered to 

remove from the data set. As stated of Hair et al. (2016), an observation can have 

missing data that does not exceed 15 per cent, which can be considered to remove 

from the data set. Thus, the number of completed questionnaires was 368 

respondents (N = 368). The information of the response rate is presented in Table 

4.1 below.  

Table 4.1 

The Response Rate of the Questionnaire  
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Questionnaire responses Frequency/Rate 

The number of distributed questionnaires  

The returned questionnaires 

The returned and completed questionnaires 

The returned and incomplete exceed than 15 per cent  

Non-response questionnaires 

400 

372 

368 

4 

28 

Response rate  93% 

Valid response rate 92% 

Table 4.1 shows the response rate was 93 per cent which is appropriate to analyse 

further. Referring to Fincham (2008), appropriate response rate of the research 

should be higher than 60 per cent of collected data.  

 

4.3. Preliminary Analysis 

Preliminary analysis or data screening is an essential section of analysis as the 

preliminary analysis enhances precision in the research result of multivariate 

analysis (Olusegun et. al., 2014). The procedures in preliminary analysis of the 

research are detection and improving missing values, assessment and improve 

outliers, assessment of Skewness and Kurtosis and normality test.  

4.3.1. Missing Values  

The first phase in the preliminary analysis is to analyse missing values of data 

(Olusegun et. al., 2014). The SPSS result in the overall summary of missing 

values indicates that the 12 missing value of the data were 0.065 per cent and 

the 18,388 complete data were 99.93 per cent. The information on the missing 

values in each variable is shown in Table 4.2 below.  
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Table 4.2  

Missing Values 

Variables The number of missing values 

Party brand equity  1 

Party brand image  1 

Party brand awareness  1 

Party brand quality  1 

Party brand loyalty 1 

Party brand leadership 3 

Party brand attitude 2 

Voting intention 2 

Total 12 missing values  

Percentage 0.065 per cent 
  Note. N = 368 

Table 4.2 presents the 0.065 per cent of the missing value, which is less than 5 

per cent. Data is valid to examine in the following procedure as an essential 

criteria of Hair et al. (2016) identified that replacing mean value can retain 

values of missing data when the missing values are less than 5 per cent. 

 

4.3.2. Outliers Assessment 

The detection of outliers is an essential procedure in preliminary analysis to 

examine extreme responses to the questions. Thus, high or low values as a 

result of outliners should be retained (Hair et. al., 2016; Sarstedt & Mooi, 

2014). The detection of outliers in the research is presented using boxplots (see 

Figure 4.1). 
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Figure 4.1. Boxplot outliers  

Figure 4.1 show the total of outliers is 14 cases. These cases were administrated 

by three main techniques. The techniques are retaining or secondly, removing 

from the data. And thirdly, outliners were analysed according to procedure of 

Olusegun et al. (2014) offer outliers can be administrated by using the 

standardised scores or Z scores. The Z scores are confined in   . The outlier 

cases of data which are higher than    is presented in Table 4.3, as follows: 

Table 4.3 

The Outlier Cases Using Standardised Scores (Z scores) 

Variables 
The cases of Z scores 

higher than ±3 

Party brand awareness 335, 24 

Party brand quality  367 

Party brand loyalty  36, 367 

Party brand leadership 367 

Party brand attitude 17 
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Table 4.3 indicates the seven cases of outliers are affect measurement. 

Specifically, the five cases of outliers are 335, 24, 367, 36, and 17. The five 

cases were analysed using the comparison of mean and standard deviation 

technique as previously reported by Adejoke (2015) and Olusegun et al. (2014). 

The analysis information inclusive and exclusive values of comparison mean 

and standard deviation is presented in Table 4.4. 

Table 4.4  

The Mean and Standard Deviation 

Variables 

Mean 

included 

5 cases 

Mean 

excluded 

5 cases 

Diff 

Std. Dev. 

included 

5 cases 

Std. Dev. 

excluded 

5 cases 

Diff 

Party brand 

awareness 
3.3245 3.3335 -0.009 .62283 .61030 .01253 

Party brand 

quality 
3.2973 3.3031 -0.0058 .63723 .62828 .00895 

Party brand 

loyalty 
3.2739 3.2854 -0.0115 .66890 .65224 .01666 

Party brand 

leadership 
3.3306 3.3361 -0.0055 .64710 .63950 .0076 

Party brand 

attitude 
3.2965 3.3027 -0.0062 .67814 .66834 .0098 

 

4.3.3. Skewness and Kurtosis Assessment  

Skewness and Kurtosis assessment examine normal data and measure whether 

the data is an extreme peak or flat. If the results of Skewness and Kurtosis are 

close to zero is determined as normal data (Hair et. al., 2016; Kim, 2013). The 
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information of Skewness and Kurtosis assessment in the research is provided in 

Table 4.5.  

Table 4.5 

The Skewness and Kurtosis  

 Skewness Kurtosis 
Statistic Std. error Statistic Std. error 

Party brand equity .035 .129 -1.209 .257 
Party brand image -.046 .129 -1.156 .257 
Party brand awareness .094 .129 -1.091 .257 
Party brand quality  -.129 .129 -1.196 .257 
Party brand loyalty  -.065 .129 -1.254 .257 
Party brand leadership .097 .129 -1.021 .257 
Party brand attitude -.082 .129 -1.257 .257 
Voting intention  -.352 .128 -.158 .254 

Note. The values with (-) are negative values and the values without (-) are positive values. 

 

4.3.4. Normality Tests 

An essential normality test is the one-sample Kolmogorov-Smirnov test and 

Shapiro-Wilk test, which are approaches to test for normality distribution 

(Sarstedt & Mooi, 2014). Table 4.6 presents the information on the normality 

tests. 

Table 4.6  

Normality Tests 

 Kolmogorov-Smirnova Shapiro-Wilk 

Statistic Df Sig. Statistic Df Sig. 

Party brand equity .091 357 .000 .986 357 .002 

Party brand image .076 357 .000 .989 357 .009 

Party brand awareness .064 357 .001 .986 357 .001 
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Party brand quality .095 357 .000 .984 357 .001 

Party brand loyalty .072 357 .000 .984 357 .001 

Party brand leadership .078 357 .000 .986 357 .001 

Party brand attitude .092 357 .000 .987 357 .002 

Voting intention .080 357 .000 .982 357 .000 
a. Lilliefors Significance Correction 

 

4.4. Demographic Profile of the Respondents 

The research requires demographic profile of the respondents to measure in the 

scope of young Thai generation age 15 to 29 years. Gender, Education, and 

Occupation categories are enhance the various attitudes of respondents. Table 4.7 

presents the research demographic profile of the respondents, as follow: 

Table 4.7 

Demographic Profile of the Respondents 

Categories Frequency  Percentage (%) 
Age 15 - 19 years 

20 - 24 years  
25 - 29 years 

136 
116 
116 

37.0 
31.5 
31.5 

Total 368 100.0 
Gender Male 

Female 
Total 

158 
208 
368 

42.9 
56.5 
100.0 

Education High school 
Bachelor degree 
Postgraduate master 
Others 

138 
153 
58 
19 

37.5 
41.6 
15.8 
5.2 

Total 368 100.0 
Occupation Student 

Government servant 
Private company worker 
Others 
Total 

200 
45 
67 
55 
368 

54.3 
12.2 
18.2 
14.9 
100.0 
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Social 
media 
platforms 

YouTube 
Line 
Facebook 
FB Messenger 
Instagram 
Pantip 
Twitter 
WhatsApp 
Others 

74 
48 
101 
70 
41 
5 
15 
9 
5 

20.1 
13.0 
27.4 
19.0 
11.1 
1.4 
4.1 
2.4 
1.4 

Total 368 100.0 
 

4.5. Descriptive Statistics of Variables 

According to Labovitz (1967) was experimented analyse on ordinal and interval 

scales with identical techniques. The empirical result of the experiment was shown 

that a few errors in assigning numbers have been presented in the experiment. So, 

descriptive statistics were computed by the mean and the standard deviation values 

can analyse on the interval scale. The mean values show the central tendency and 

standard deviation values present variability (Boone & Boone, 2012).        

The questionnaire was designated to measure the following construct: (i) a 1 to 2 

disagreement scale is considered as low; (ii) a 3 neutral scale is considered as 

moderate, and (iii) a 4 to 5 agreement scale is considered as high (Sassenberg et. al., 

2011). Table 4.8 shows the analysis result of descriptive statistics in the entire 

research variables as follow: 

Table 4.8  

Descriptive Statistics of Variables  
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Variables Mean values Standard deviation 
Party brand equity  3.2808 .61132 
Party brand image  3.2807 .62773 
Party brand awareness 3.3245 .62283 
Party brand quality  3.2973 .63723 
Party brand loyalty 3.2739 .66890 
Party brand leadership 3.3306 .64710 
Party brand attitude 3.2965 .67814 
Voting intention 3.3014 .68873 

Table 4.8 indicates the mean value of descriptive statistics was 3.298, ranged from 

3.274 to 3.331. The mean value is respectively considered at a moderate level. The 

standard deviation value was .648, ranged from .611 to .689. 

 

4.6. Reliability of Actual Study   

Cronbach's alpha measures the reliability of variables, the rule of thumb in 

Croncach‟s alpha value of 0.7 to 0.79 is acceptable and 0.9 to 1.00 is excellent 

(Gliem & Gliem, 2003; Hair et. al., 2016). Table 4.9 explains the information of 

reliability statistics was analysed by SPSS as follow: 

Table 4.9 

Reliability of Actual Study 

Reliability statistics 
Cronbach's 

alpha 
Cronbach's alpha based 
on standardised items 

N of 
items 

.924 .940 8 

 
Table 4.9 shows the Cronbach‟s alpha was .924 and Cronbach‟s alpha based on 

standardised items was .940 of the entire eight variables (ranges from .908 to .914). 

The reliability of the actual study was determined excellent reliability. According to 
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the Cronbach‟s alpha rule of thumb the coefficient is higher than 0.9 to 1.00, in 

which the consistency in excellent. The summary of reliability in the actual study 

each variable is shown in Table 4.10, as follow: 

Table 4.10 

Summary of Reliability in the Actual Study   

Variables Cronbach’s alpha 
Independent variables 
Party brand equity .914  
Party brand image .909 
Party brand awareness .910 
Party brand quality .908 
Party brand loyalty .909 
Party brand leadership .911 
Mediator variable 
Party brand attitude .911 
Dependent variable 
Voting intention .910 

 

4.7. Regression Analysis  

Regression analysis is a statistical technique to estimate the reason, cause-effect, 

and the result of relation. A major advantage of regression model is able to analyse 

several options. The options are analyse correlation between one independent 

variable and one dependent variable. Second option is the linear correlation 

equation between the independent variable and dependent variable. And, the 

analysis is between more than one independent variable and one dependent variable 

(Uyanık & Güler, 2013).   
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4.7.1. Multiple Regression Analysis  

Criteria for selecting the multiple regression is a technique to estimate cause 

and effect of two or more variables which predict on the dependent variable 

(George & Mallery, 2019; Uyanık & Güler, 2013). Multiple Regression 

analysis technique was used to identify the relationship between party brand 

equity, components and voting intention. Table 4.11 is presented voting 

intention analysis as follow:  

Table 4.11 

Multiple Regression Analysis of Voting Intention    

Model Summary 

Model R R square Adjusted R square 
Std. error of 
the estimate 

1 .825a .681 .676 .39186 
a. Predictors: (constant), PBLS, PBE, PBA, PBL, PBI, PBQ 

 
 

 

 

 

 

 

 

 

 

Coefficientsa 

Model 
Unstandardised 

coefficients 
Standardised 
coefficients t Sig. 

B Std. error Beta 

 

(Constant) .354 .147  2.406 .017 
Party brand equity .145 .061                  .128     2.388 .017 
 Party brand image .360 .069   .326 5.214 .000 
Party brand awareness .387 .064 .350 6.029 .000 
Party brand quality .271 .067 .249 4.018 .000 
Party brand loyalty .180 .059 .175 3.057 .002 
Party brand leadership .380 .053 .356 7.217 .000 
a. Dependent variable: voting intention 
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Table 4.11 presents the multiple R as a substantial correlation between the six 

independent variables and the dependent variable z score (R = .825). The R-

square value indicates, approximately 68 per cent of the variance in z score is 

described on the six independent variables.  

The ß values indicate the relative influence of the entered variables where the 

party brand leadership has the greatest influence on voting intention (ß = .356), 

Party brand awareness (ß = .350). This is followed by party brand image (ß = 

.326), party brand quality (ß = .249). Party brand loyalty (ß = .175) and party 

brand equity (ß = .128). The direct influences of entire six independent 

variables are present in positive value.   

As the criteria above, the multiple regression analysis technique was analysed 

to identify the relationship between party brand equity, components and party 

brand attitude is presented in Table 4.12. 

Table 4.12  

Multiple Regression Analysis of Party Brand Attitude  

Model Summary 

Model R R square Adjusted R square Std. error of the 
estimate 

1 .819a .670 .665 .38941 

a. Predictors: (constant), PBLS, PBE, PBA, PBL, PBI, PBQ 
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Coefficientsa 

Model 
Unstandardised 

coefficients 
Standardised 
coefficients T Sig. 

B Std. error Beta 
 (Constant) 
 Party brand equity 

.499 

.184 
.149 
.062 

 
.166 

3.341 
2.980 

.001 

.003 
 Party brand image  .222 .070 .205 3.168 .002 
 Party brand awareness .442 .065 .408 6.782 .000 
Party brand quality .226 .067 .213 3.379 .001 
Party brand loyalty .168 .058 .167 2.865 .004 
Party brand leadership .457 .052 .439 8.749 .000 
a. Dependent variable: party brand attitude 

Table 4.12 presents the multiple R as a substantial correlation between the six 

independent variables and the dependent variable z score (R = .819). The R-

square value indicates, approximately 67 per cent of the variance in z score is 

described on the six independent variables. 

The ß values indicate the relative influence of the entered variables where party 

brand leadership has the greatest influence on party brand attitude (ß = .439), 

Party brand awareness (ß = .408). This is followed by party brand quality (ß = 

.213), party brand image (ß = .205). Party brand loyalty (ß = .167) and party 

brand equity (ß = .166). The direct influences of entire six independent 

variables are shown in positive value.  

 

4.7.2. Simple Linear Regression Analysis  

The two main advantages of simple linear regression are an option of regression 

analysis to estimate the linear correlation between an independent variable and 
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a dependent variable. Secondly, the technique is an essential to explore the 

correlation among variables (Zou et. al., 2003). And, the decision to select 

simple linear regression was based on the two main advantages of this analysis 

technique. So, this analysis technique was selected to identify the relationship 

between party brand attitude and voting intention. Table 4.13 is presented 

analysis information as follow: 

Table 4.13 

Simple Linear Regression Analysis    

Model Summary 

Model R R square Adjusted R square 
Std. error of 
the estimate 

1 .823a .677 .676 .39203 
a. Predictors: (Constant), party brand attitude 

 

 

 

 

 

 

 

Table 4.13 presents the simple linear regression analysis, the multiple R 

presents a substantial correlation between the independent variables and the 

dependent variable z score (R = .823). The R-square value indicates, 

approximately 67.7 per cent of the variance in z score as described on the 

variables. 

Coefficientsa 

Model 
Unstandardised 

coefficients 
Standardised 
coefficients T Sig. 

B Std. error Beta 

 
(Constant) .547 .102  5.385 .000 
Party brand attitude .836 .030 .823 27.689 .000 

a. Dependent variable: voting intention 
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4.8. Conditional Process Mediation Analysis   

Conditional process analysis is an analytical technique specific on quantifying the 

boundary conditions of process procedure and testing hypothesis including analysis 

of mediation and moderation model (Hayes, 2012; 2018). The main purpose of 

mediation analysis is to establish the extent of assuming causal in variable, whereas 

independent variable X influence analysis results of dependent variable Y on one or 

more mediators (Hayes, 2012).  

The mediating process in the analysis model 4 is the simplest model designated to 

analyse a mediator M causal located between independent variable X and dependent 

variable Y (Hayes, 2012; 2018). Therefore, model 4 is appropriate to analyse the 

collected data as presented in Figure 4.2.  

 

 

 

 

Figure 4.2. Conceptual diagram of the mediation process 

The three obvious causes of using conditional process mediation analysis are the 

analysis technique is appropriate to analyse mediates of a variable. Secondly, the 

analysis structure of the research is uncomplicated which is, appropriate to analyse 

with simple model. Thirdly, an advantage of the analysis technique is explaining the 

causal of mediator on the relationship between two variables. This analysis 

Mi 
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technique was selected to determine the mediating effect of party brand attitude on 

the relationship between party brand equity, components and voting intention.  

The analysis information of party brand attitude mediates on the relationship 

between party brand equity and voting intention is shown in Figure 4.3.  

*********************************************************************** 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.5984    .3581      .2960    204.2120     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant   1.1185   .1550     7.2149      .0000      .8136     1.4233 

PBE         .6639   .0465    14.2903      .0000      .5725      .7552 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8342    .6958     .1451    417.4481     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .2562   .1160     2.2089      .0278      .0281      .4843 

PBE         .1935   .0406     4.7657      .0000      .1136      .2733 

PBAT        .7312   .0366    19.9803      .0000      .6592      .8032 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4854      .0457      .4020      .5822 

Figure 4.3. Mediating analysis of party brand equity 

Figure 4.3 indicates the direct effect of party brand equity on party brand attitude is 

positive and significant (ß = .6639, s.e. = .0465, p<0.05). 
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The direct effect of party brand equity on voting intention is positive and significant 

(ß = .1935, s.e. = .0406, p<0.05) which indicate that the respondents scoring higher 

on party brand equity are more likely to express in voting intention than those 

scoring higher in measurement.   

The direct effect of party brand attitude on voting intention is positive and 

significant (ß = .7312, s.e. = .0366, p<0.05) which indicate the respondents scoring 

higher on party band attitude are more likely to express in voting intention than 

those scoring higher in measurement. The indirect effect ab = .6639(.7312) = .4854 

is statistically significant with 95 per cent CI = (.4020, .5822). 

Following by, the analysis information of party brand attitude mediates on the 

relationship between party brand image and voting intention is shown in Figure 4.4.  

*********************************************************************** 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.6490    .4212      .2669    266.3436     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .9963   .1435     6.9435      .0000      .7142     1.2785 

PBI         .7011   .0430    16.3200      .0000      .6166      .7856 

 

*********************************************************************** 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8481    .7193     .1339    467.5563     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .1609   .1081     1.4880      .1376     -.0517      .3735 



 

92 
 

PBI         .2969   .0400     7.4226      .0000      .2182      .3755 

PBAT        .6572   .0370    17.7516      .0000      .5844      .7300 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4608      .0416      .3809      .5451 

Figure 4.4. Mediating analysis of party brand image 

Figure 4.4 indicates the direct effect of party brand image on party brand attitude is 

positive and significant (ß = .7011, s.e. = .0430, p<0.05). 

The direct effect of party brand image on voting intention is positive and significant 

(ß = .2969, s.e. = .0400, p<0.05) which indicate that the respondents scoring higher 

on party brand image are more likely to express in voting intention than those 

scoring higher in measurement.   

The direct effect of party brand attitude on voting intention is positive and 

significant (ß = .6572, s.e. = .0370, p<0.05) which indicate the respondents scoring 

higher on party band attitude are more likely to express in voting intention than 

those scoring higher in measurement. The indirect effect ab = .7011(.6572) = .4608 

is statistically significant with 95 per cent CI = (.3809, .5451). 

Next mediating analysis of party brand awareness, Figure 4.5 is presents the 

analysis information of party brand attitude mediates on the relationship between 

party brand awareness and voting intention.  

*********************************************************************** 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 
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  R       R-sq        MSE        F          df1        df2          p 

.6792    .4614      .2443    312.6374     1.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .8560   .1407     6.0842      .0000      .5793     1.1326 

PBA         .7350   .0416    17.6816      .0000      .6532      .8167 

 

*********************************************************************** 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8423    .7094     .1385    444.3382     2.0000   364.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .1872   .1112     1.6842      .0930     -.0314      .4058 

PBA         .2651   .0426     6.2173      .0000      .1813      .3490 

PBAT        .6768   .0394    17.1745      .0000      .5993      .7543 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4974      .0439      .4216      .5842 

Figure 4.5. Mediating analysis of party brand awareness 

Figure 4.5 shows the direct effect of party brand awareness on party brand attitude 

is positive and significant (ß = .7350, s.e. = .0416, p<0.05).  

The direct effect of party brand awareness on voting intention is positive and 

significant (ß = .2651, s.e. = .0426, p<0.05) which indicate that the respondents 

scoring higher on party brand awareness are more likely to express in voting 

intention than those scoring higher in measurement.  

The direct effect of party brand attitude on voting intention is positive and 

significant (ß = .6768, s.e. = .0394, p<0.05) indicate that the respondents scoring 
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higher on party band attitude are more likely to express in voting intention than 

those scoring higher in measurement. The indirect effect ab = .7350(.6768) = .4974 

is statistically significant 95 with per cent CI = (.4216, .5842). 

Further analysis, Figure 4.6 presents the analysis information of party brand attitude 

mediates on the relationship between party brand quality and voting intention. 

*********************************************************************** 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.7354    .5407      .2118    430.9478     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .7160   .1266     5.6559      .0000      .4671      .9650 

PBQ         .7826   .0377    20.7593      .0000      .7085      .8567 

 

*********************************************************************** 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8531    .7278     .1298    487.9949     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .1799   .1034     1.7407      .0826     -.0233      .3832 

PBQ         .3600   .0436     8.2645      .0000      .2743      .4456 

PBAT        .5869   .0409    14.3397      .0000      .5064      .6673 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4593      .0461      .3712      .5528 

 

Figure 4.6. Mediating analysis of party brand quality  
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Figure 4.6 indicates that the direct effect of party brand quality on party brand 

attitude is positive and significant (ß = .7826, s.e. = .0377, p<0.05). 

The direct effect of party brand quality on voting intention is positive and 

significant (ß = .3600, s.e. = .0436, p<0.05) which indicate that the respondents 

scoring higher on party brand quality are more likely to express in voting intention 

than those scoring higher in measurement.  

The direct effect of party brand attitude on voting intention is positive and 

significant (ß = .5869, s.e. = .0409, p<0.05) indicate that the respondents scoring 

higher on party band attitude are more likely to express in voting intention than 

those scoring higher in measurement. The indirect effect ab = .7826(.5869) = .4593 

is statistically significant with 95 per cent CI = (.3712, .5528). 

Figure 4.7 shows the analysis information of party brand attitude mediates on the 

relationship between party brand loyalty and voting intention.  

*********************************************************************** 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.7208    .5195      .2216    395.7694     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .9040   .1227     7.3650      .0000      .6626     1.1453 

PBL         .7308   .0367    19.8940      .0000      .6585      .8030 

 

*********************************************************************** 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8501    .7226     .1323    475.3905     2.0000   365.0000      .0000 
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Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .2514   .1016     2.4737      .0138      .0515      .4513 

PBL         .3176   .0410     7.7561      .0000      .2371      .3982 

PBAT        .6098   .0404    15.0954      .0000      .5303      .6892 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4456      .0388      .3737      .5245 

Figure 4.7. Mediating analysis of party brand loyalty 

Figure 4.7 presents the direct effect of party brand loyalty on party brand attitude is 

positive and significant (ß = .7308, s.e. = .0367, p<0.05). 

The direct effect of party brand loyalty on voting intention is positive and 

significant (ß = .3176, s.e. = .0410, p<0.05) which indicate that the respondents 

scoring higher on party brand loyalty are more likely to express in voting intention 

than those scoring higher in measurement.  

The direct effect of party brand attitude on voting intention is positive and 

significant (ß = .6098, s.e. = .0404, p<0.05) which indicate that the respondents 

scoring higher on party band attitude are more likely to express in voting intention 

than those scoring higher in measurement. The indirect effect ab = .7308(.6098) = 

.4456 is statistically significant with 95 per cent CI = (.3737, .5245). 

Further statistic test, Figure 4.8 shows the analysis information of party brand 

attitude mediates on the relationship between party brand leadership and voting 

intention. 
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*********************************************************************** 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.7782    .6056      .1819    561.9108     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .5867   .1165     5.0378      .0000      .3577      .8157 

PBLS        .8137   .0343    23.7047      .0000      .7462      .8812 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8453    .7145     .1362    456.7722     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .2592   .1042     2.4879      .0133      .0543      .4641 

PBLS        .3281   .0473     6.9372      .0000      .2351      .4211 

PBAT        .5914   .0452    13.0773      .0000      .5025      .6804 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4812      .0485      .3863      .5799 

Figure 4.8. Mediating analysis of party brand leadership 

Figure 4.8 indicates that the direct effect of party brand leadership on party brand 

attitude is positive and significant (ß = .8137, s.e. = .0343, p<0.05). 

The direct effect of party brand leadership on voting intention is positive and 

significant (ß = .3281, s.e. = .0473, p<0.05) which indicate that the respondents 

scoring higher on party brand leadership are more likely to express in voting 

intention than those scoring higher in measurement.  
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The direct effect of party brand attitude on voting intention is positive and 

significant (ß = .5914, s.e. = .0452, p<0.05) which indicate that the respondents 

scoring higher on party band attitude are more likely to express in voting intention 

than those scoring higher in measurement. The indirect effect ab = .8137(.5914) = 

.4812 is statistically significant with 95 per cent CI = (.3863, .5799). 

 

4.9. Summary 

In summary, the results provide important insights into political branding that party 

brand equity and components have a positive direct significant relationship with 

voting intention.  Secondly, party brand attitude has a positive direct significant 

relationship with voting intention. Thirdly, party brand equity and components have 

a positive direct significant relationship with party brand attitude. And fourthly, 

party brand attitude has a positive indirect significant mediates on the relationship 

between party brand equity, components and voting intention.   
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CHAPTER FIVE 

FINDINGS AND DISCUSSIONS 

 

 

5.1. Introduction  

The chapter five is findings and discussions, the chapter focus on the three key 

themes; there are findings, overview of the study and discussions. The findings are 

explained according to research hypotheses and theories of the research. Then, 

discussions are described regarding the findings of research.     

 

5.2. Findings  

5.2.1. Findings of Party Brand Equity and Components to Voting Intention 

5.2.1.1. H1: Party Brand Equity has a Significant Relationship with Voting Intention 

Multiple regression analysis of party brand equity shown that hypothesis 1: party 

brand equity has a direct and positive significant relationship with voting intention 

(ß = .128, t = 2.388, p<0.05). The finding indicates that hypothesis 1 is supported.  

The finding further support and consistent with Theory of Reasoned Action and 

Theory of Planned Behaviour that, normative beliefs is performing the behaviour 

according to strongly believe (Montano & Kasprzyk, 2015). In this research, the 

normative beliefs determinant was replaced to analyse with party brand equity and 

party brand leadership according to the consistent with the definition of these 

factors. The research finding indicates that normative beliefs or party brand equity 

are the essential determinants to examine intention to perform the behaviour.     
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5.2.1.2. H1a: Party Brand Image has a Significant Relationship with Voting Intention 

The regression analysis of party brand image presented that hypothesis 1a: party 

brand image has a direct and positive significant relationship with voting intention 

(ß = .326, t = 5.214, p<0.05). The finding shows that hypothesis 1a is supported.   

The finding shows that Theory of Reasoned Action and Theory of Planned 

Behaviour are extensively in the theory of attitude and decision-making. Because, 

an essential determinant contained in these theories is motivation to comply. 

Motivation to comply is the characteristic of a representative that meet expectation 

of a person. The person would perform the behaviour as the representative 

(Montano & Kasprzyk, 2015). Research finding provides evidence that the 

motivation to comply or party brand image are the determinants predict intention to 

perform the behaviour or voting intention.      

5.2.1.3. H1b: Party Brand Awareness has a Significant Relationship with Voting 

Intention 

The regression analysis of party brand awareness revealed that hypothesis 1b: party 

brand awareness has a direct and positive significant relationship with voting 

intention (ß = .350, t = 6.029, p<0.05). The finding presented that hypothesis 1b is 

supported.  

The finding is an evidence of used Theory of Reasoned Action and Theory of 

Planned Behaviour to examine voting intention. Subjective norm is a factor 

associated with actual behaviour (Montano & Kasprzyk, 2015) consistent with, 

party brand awareness in the research. This finding indicates that subjective norm or 
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party brand awareness are the determinants associated in the intention to perform 

and influence actual behaviour.      

5.2.1.4. H1c: Party Brand Quality has a Significant Relationship with Voting 

Intention 

The regression analysis of party brand quality shown that hypothesis 1c: party brand 

quality has a direct and positive significant relationship with voting intention (ß = 

.249, t = 4.018, p<0.05). The finding indicates that hypothesis 1c is supported.  

The finding reflected and correspondence to Theory of Reasoned Action and Theory 

of Planned Behaviour. The behavioural beliefs or individual‟s beliefs were replaced 

to analyse by the concept of party brand quality. Party brand quality is indirect 

related to the actual behaviour. And, intention to perform the behaviour is an 

essential determinant of actual behaviour (Montano & Kasprzyk, 2015).      

5.2.1.5. H1d: Party Brand Loyalty has a Significant Relationship with Voting 

Intention 

The regression analysis of party brand loyalty indicated that hypothesis 1d: party 

brand loyalty has a direct and positive significant relationship with voting intention 

(ß = .175, t = 3.057, p<0.05). The finding reveals that hypothesis 1d is supported.  

The finding corroborated that Theory of Reasoned Action and Theory of Planned 

Behaviour can be theories of attitude. Due to, evaluations of behavioural outcomes 

is measure positive attitude by reflect of outcome or performing the behaviour 

(Montano & Kasprzyk, 2015). The research was replaced to analyse the evaluations 

of behavioural outcome with party brand loyalty. And, loyalty behaviour is reflects 



 

102 
 

of positive attitude. So, the research finding was explained that, evaluations of 

behavioural outcome or party brand loyalty are the essential determinants in 

measure intention to perform the behaviour.        

 

5.2.1.6. H1e: Party Brand Leadership has a Significant Relationship with Voting 

Intention 

The regression analysis of party brand leadership revealed that hypothesis 1e: party 

brand leadership has a direct and positive significant relationship with voting 

intention (ß = .356, t = 7.217, p<0.05). The finding presents that hypothesis 1e is 

supported.  

The finding is evidence indicates that Theory of Reasoned Action and Theory of 

Planned Behaviour also can be theory of decision-making. Because another 

definition of normative beliefs is strongly make decision to perform the behaviour 

(Montano & Kasprzyk, 2015). The research was studied normative beliefs by party 

brand leadership. Party brand leadership is activated value and attracted the 

intention of voter administrated by prominent strategy of the political brand. The 

research finding shows that normative beliefs, party brand leadership or prominent 

strategy of the political brand are the essential determinants to investigate decision-

making and intention to perform the behaviour.    
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5.2.2. Findings of Party Brand Equity and Components to Party brand Attitude  

5.2.2.1. H2: Party Brand Equity has a Significant Relationship with Party Brand 

Attitude 

Multiple regression analysis of party brand equity shown that hypothesis 2: party 

brand equity has a direct and positive significant relationship with party brand 

attitude (ß = .166, t = 2.980, p<0.05). The finding indicates that hypothesis 2 is 

supported.  

The finding shows that Theory of Reasoned Action and Theory of Planned 

Behaviour are direct measure attitude (Montano & Kasprzyk, 2015). Due to, 

normative beliefs or party brand equity were applied to measure favourable or 

unfavourable on attitude of the young generation by Theory of Reasoned Action and 

Theory of Planned Behaviour.   

5.2.2.2. H2a: Party Brand Image has a Significant Relationship with Party Brand 

Attitude 

The regression analysis of party brand image presented that hypothesis 2a: party 

brand image has a direct and positive significant relationship with party brand 

attitude (ß = .205, t = 3.168, p<0.5). The finding shows that hypothesis 2a is 

supported.  

The finding indicates that Theory of Reasoned Action and Theory of Planned 

Behaviour are underlying evaluate attitude (Montano & Kasprzyk, 2015). The 

research is analysed the attitude of young generation based on Theory of Reasoned 

Action and Theory of Planned Behaviour. And, the finding reported that motivation 
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to comply or party brand image have a direct significant effect on party brand 

attitude.  

5.2.2.3. H2b: Party Brand Awareness has a Significant Relationship with Party 

Brand Attitude 

The regression analysis of party brand image revealed that hypothesis 2b: party 

brand image has a direct and positive significant relationship with party brand 

attitude (ß = .408, t = 6.782, p<0.5). The finding presents that hypothesis 2b is 

supported.  

The finding consistent with an advantage of Theory of Reasoned Action and Theory 

of Planned Behaviour is extensively theory of attitude (Montano & Kasprzyk, 

2015). Confirmed by the finding, subject normative or party brand awareness has a 

significant impact on party brand attitude or attitude of the respondents.   

5.2.2.4. H2c: Party Brand Quality has a Significant Relationship with Party Brand 

Attitude 

The regression analysis of party brand quality presented that hypothesis 2c: party 

brand quality has a direct and positive significant relationship with party brand 

attitude (ß = .213, t = 3.379, p<0.5). The finding indicates that hypothesis 2c is 

supported.  

The finding support the main advantage of Theory of Reasoned Action and Theory 

of Planned Behaviour is evaluating attitude determined by favourable or 

unfavourable attitude (Montano & Kasprzyk, 2015). The evidence that confirm the 
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discussed above, behavioural beliefs or party brand quality have a positive 

significant relationship with party brand attitude.    

5.2.2.5. H2d: Party Brand Loyalty has a Significant Relationship with Party Brand 

Attitude 

The regression analysis of party brand loyalty shown that hypothesis 2d: party brand 

loyalty has a direct and positive significant relationship with party brand attitude (ß 

= .167, t = 2.865, p<0.5). The finding reveals that hypothesis 2d is supported.  

The finding reveals that Theory of Reasoned Action and Theory of Planned 

Behaviour are involving attitude. The research finding is present evidence of stated 

above, evaluations of behavioural outcomes or party brand loyalty has a direct 

significant relationship with party brand attitude.    

5.2.2.6. H2e: Party Brand Leadership has a Significant Relationship with Party 

Brand Attitude 

The regression analysis of party brand leadership revealed that hypothesis 2e: party 

brand leadership has a direct and positive significant relationship with party brand 

attitude (ß = .439, t = 8.749, p<0.5). The finding shows that hypothesis 2e is 

supported.  

There is a relationship exists between normative beliefs or party brand leadership 

and party brand attitude of young generation. The relationship is shows the strength 

of applied Theory of Reasoned Action and Theory of Planned Behaviour to predict 

attitude of the respondents.  
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5.2.3. Finding of Party Brand Attitude to Voting Intention 

5.2.3.1. H3: Party Brand Attitude has a Significant Relationship with Voting 

Intention 

Simple linear regression analysis of party brand attitude revealed that hypothesis 3: 

party brand attitude has a direct and positive significant relationship with voting 

intention (ß = .823, t = 27.689, p<0.5). The finding indicates that hypothesis 3 is 

supported.   

The finding is the proved of direct measurement from the essential determinants on 

intention to perform the behaviour of Theory of Reasoned Action and Theory of 

Planned Behaviour. The attitude is an essential determinant of these theories 

(Montano & Kasprzyk, 2015). The attitude was analysed in party brand attitude to 

examine voting intention of young generation and the finding shows that there is a 

significant relationship between the attitude or party brand attitude and voting 

intention. 

  

5.2.4. Findings of Party Brand Attitude as a Mediator  

5.2.4.1. H4: Party Brand Attitude Mediates on the Relationship between Party 

Brand Equity and Voting Intention 

Conditional process mediation analysis has shown that hypothesis 4: party brand 

attitude has an indirect and positive significant mediates on the relationship between 

party brand equity and voting intention. Analysis can explained as; the direct 

relationship between party brand equity and party brand attitude is positive and 

significant (ß = .6639, s.e. = .0465, p<0.05). The direct relationship between party 
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brand equity and voting intention is positive and significant (ß = .1935, s.e. = .0406, 

p<0.05). The direct relationship of party brand attitude on voting intention is 

positive and significant (ß = .7312, s.e. = .0366, p<0.05). And, the indirect effect ab 

= .6639(.7312) = .4854 is statistically significant with 95 per cent CI = (.4020, 

.5822).  The finding indicates that hypothesis 4 is supported.  

The finding is an empirical supported that the Theory of Reasoned Action and 

Theory of Planned Behaviour were developed from theory of attitude pertaining to 

the actual behaviour. Likewise, the finding indicates that there is a significant 

mediated by the attitude or party brand attitude between the relationship of 

normative beliefs or party brand equity and intention to perform the behaviour.      

5.2.4.2. H4a: Party Brand Attitude Mediates on the Relationship between Party 

Brand Image and Voting Intention 

The mediation analysis has revealed that hypothesis 4a: party brand attitude has an 

indirect and positive significant mediates on the relationship between party brand 

image and voting intention. Analysis can explained as; the direct relationship 

between party brand image and party brand attitude is positive and significant (ß = 

.7011, s.e. = .0430, p<0.05). The direct relationship between party brand image and 

voting intention is positive and significant (ß = .2969, s.e. = .0400, p<0.05). The 

direct relationship of party brand attitude on voting intention is positive and 

significant (ß = .6572, s.e. = .0370, p<0.05). And, the indirect effect ab = 

.7011(.6572) = .4608 is statistically significant with 95 per cent CI = (.3809, .5451).  

The finding shows that hypothesis 4a is supported.  
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The finding confirmed that the structure of Theory of Reasoned Action and Theory 

of Planned Behaviour are appropriate and can evaluate the relationship between 

essential determinants, attitude and intention to perform the behaviour. Confirmed 

by the finding that the attitude or party brand attitude have a significant mediates on 

the relationship between motivation to comply or party brand image and intention to 

perform the behaviour or voting intention.   

5.2.4.3. H4b: Party Brand Attitude Mediates on the Relationship between Party 

Brand Awareness and Voting Intention 

The mediation analysis has presented that hypothesis 4b: party brand attitude has an 

indirect and positive significant mediates on the relationship between party brand 

awareness and voting intention. Analysis can explained as; the direct relationship 

between party brand awareness and party brand attitude is positive and significant 

(ß = .7350, s.e. = .0416, p<0.05). The direct relationship between party brand 

awareness and voting intention is positive and significant (ß = .2651, s.e. = .0426, 

p<0.05). The direct relationship of party brand attitude on voting intention is 

positive and significant (ß = .6768, s.e. = .0394, p<0.05). And, the indirect effect ab 

= .7350(.6768) = .4974 is statistically significant with 95 per cent CI = (.4216, 

.5842).  The finding indicates that hypothesis 4b is supported.  

The finding can contribute to a better understanding in underlying indirect measure 

between subject norms, attitude and intention to perform the behaviour. Relatively, 

the attitude or party brand attitude have a significant mediates on the relationship 

between subject norm, party brand awareness and intention to perform the 
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behaviour. The intention to perform the behaviour was replaced to analyse by voting 

intention.   

5.2.4.4. H4c: Party Brand Attitude Mediates on the Relationship between Party 

Brand Quality and Voting Intention 

The mediation analysis has indicated that hypothesis 4c: party brand attitude has an 

indirect and positive significant mediates on the relationship between party brand 

quality and voting intention. Analysis can explained as; the direct relationship 

between party brand quality and party brand attitude is positive and significant (ß = 

.7826, s.e. = .0377, p<0.05). The direct relationship between party brand quality and 

voting intention is positive and significant (ß = .3600, s.e. = .0436, p<0.05). The 

direct relationship of party brand attitude on voting intention is positive and 

significant (ß = .5869, s.e. = .0409, p<0.05). And, the indirect effect ab = 

.7826(.5869) = .4593 is statistically significant with 95 per cent CI = (.3712, .5528).  

The finding reveals that hypothesis 4c is supported.  

The finding further supported that the Theory of Reasoned Action and Theory of 

Planned Behaviour structure can measure the correlation between essential 

determinants, attitude and intention to perform the behaviour. The finding reflects 

that the attitude in the Theory of Reasoned Action and Theory of Planned Behaviour 

was examined by party brand attitude have a significant mediates on the relationship 

between behavioural belief or party brand quality and voting intention.   
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5.2.4.5. H4d: Party Brand Attitude Mediates on the Relationship between Party 

Brand Loyalty and Voting Intention 

The mediation analysis has shown that hypothesis 4d: party brand attitude has an 

indirect and positive significant mediates on the relationship between party brand 

loyalty and voting intention. Analysis can explained as; the direct relationship 

between party brand loyalty and party brand attitude is positive and significant (ß = 

.7308, s.e. = .0367, p<0.05). The direct relationship between party brand loyalty and 

voting intention is positive and significant (ß = .3176, s.e. = .0410, p<0.05). The 

direct relationship of party brand attitude on voting intention is positive and 

significant (ß = .6098, s.e. = .0404, p<0.05). And, the indirect effect ab = 

.7308(.6098) = .4456 is statistically significant with 95 per cent CI = (.3737, .5245).  

The finding indicates that hypothesis 4d is supported.  

The finding revealed that Theory of Reasoned Action and Theory of Planned 

Behaviour structure can adopt to analyse the attitude mediates on the relationship 

between essential determinants and intention to perform the behaviour. The finding 

is evidence of stated that, the attitude or party brand attitude have a significant 

mediates on the relationship between evaluations of behavioural outcomes or party 

brand loyalty and voting intention.     

5.2.4.6. H4e: Party Brand Attitude Mediates on the Relationship between Party 

Brand Leadership and Voting Intention 

The mediation analysis has indicated that hypothesis 4e: party brand attitude has an 

indirect and positive significant mediates on the relationship between party brand 

leadership and voting intention. Analysis can explained as; the direct relationship 
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between party brand leadership and party brand attitude is positive and significant 

(ß = .8137, s.e. = .0343, p<0.05). The direct relationship between party brand 

leadership and voting intention is positive and significant (ß = .3281, s.e. = .0473, 

p<0.05). The direct relationship of party brand attitude on voting intention is 

positive and significant (ß = .5914, s.e. = .0452, p<0.05). And, the indirect effect ab 

= .8137(.5914) = .4812 is statistically significant with 95 per cent CI = (.3863, 

.5799).  The finding presents that hypothesis 4e is supported.  

The finding corroborated with Theory of Reasoned Action and Theory of Planned 

Behaviour can predict intention to perform the behaviour by analyse through the 

essential determinants and attitude. The finding consistent with stated above, the 

attitude or party brand attitude have a significant mediates on the relationship 

between normative beliefs or party brand leadership and intention to perform the 

behaviour or voting intention.    

 

5.3. Summary of the Findings  

The summary of the research findings has shown the information pertaining to the 

19 hypotheses, structure of the entire variables, description of the entire hypotheses 

and probability value to enhance understanding of research findings. The summary 

of research findings presented in Table 5.1 as follow: 

 

Table 5.1 

Summary of the Findings   
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Variables H Description P-value 

Voting intention 

PBE → VI H1 
Party brand equity has a significant relationship with 

voting intention 
**P > 0.01 

PBI → VI H1a 
Party brand image has a significant relationship with 

voting intention 
***P < 0.01 

PBA → VI H1b 
Party brand awareness has a significant relationship 

with voting intention 
***P < 0.01 

PBQ → VI H1c 
Party brand quality has a significant relationship with 

voting intention 
***P < 0.01 

PBL → VI H1d 
Party brand loyalty has a significant relationship with 

voting intention 
***P < 0.01 

PBLS → VI H1e 
Party brand leadership has a significant relationship 

with voting intention 
***P < 0.01 

Party brand attitude 

PBE → PBAT H2 
Party brand equity has a significant relationship with 

party brand attitude 
***P < 0.01 

PBI → PBAT H2a 
Party brand image has a significant relationship with 

party brand attitude 
***P < 0.01 

PBA → PBAT H2b 
Party brand awareness has a significant relationship with 

party brand attitude 
***P < 0.01 

PBQ → PBAT H2c 
Party brand quality has a significant relationship with 

party brand attitude 
***P < 0.01 

PBL → PBAT H2d 
Party brand loyalty has a significant relationship with 

party brand attitude 
***P < 0.01 

PBLS → PBAT H2e 
Party brand leadership has a significant relationship with 

party brand attitude 
***P < 0.01 

Party brand attitude to voting intention 

PBAT → VI H3 
Party brand attitude has a significant relationship with 

voting intention 
***P < 0.01 
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Mediating effects 

PBE → PBAT 

→ VI 
H4 

Party brand attitude mediates on the relationship 

between party brand equity and voting intention 
***P < 0.01 

PBI → PBAT 

→ VI 
H4a 

Party brand attitude mediates on the relationship 

between party brand image and voting intention 
***P < 0.01 

PBA → PBAT 

→ VI 
H4b 

Party brand attitude mediates on the relationship 

between party brand awareness and voting intention 
***P < 0.01 

PBQ → PBAT 

→ VI 
H4c 

Party brand attitude mediates on the relationship 

between party brand quality and voting intention 
***P < 0.01 

PBL → PBAT 

→ VI 
H4d 

Party brand attitude mediates on the relationship 

between party brand loyalty and voting intention 
***P < 0.01 

PBLS → 

PBAT → VI 
H4e 

Party brand attitude mediates on the relationship 

between party brand leadership and voting intention 
***P < 0.01 

 

5.4. Overview of Study 

The four main research objectives are to identify the relationship between party 

brand equity, components and voting intention. Secondly, examine the relationship 

between party brand equity, components and party brand attitude. Thirdly, 

investigate the relationship between party brand attitude and voting intention. And 

fourthly, to investigate party brand attitude mediates on the relationship between 

party brand equity, components and voting intention of young generation in the Hat 

Yai district Songkhla province, Southern Thailand. The research aims to investigate 

the following research hypotheses:  

1. Party brand equity and components have a significant relationship with voting 

intention. 
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2. Party brand equity and components have a significant relationship with party 

brand attitude.  

3. Party brand attitude has a significant relationship with voting intention. 

4. Party brand attitude mediates on the relationship between party brand equity, 

components and voting intention. 

A cross-sectional study was undertaken to answers the research questions and a 

questionnaire survey is the method of collecting data. The data collected were 

analysed by using the SPSS program. The respondents were selected in the aged 15 

to 29 years and taken in the Hat Yai district Songkhla province, Southern Thailand. 

The majority of the respondents are female, with a bachelor degree level of 

education and occupation stated as the student. The three most popular social media 

platforms accessed by the young generation are ranged from Facebook, YouTube 

and Facebook Messenger.     

 

5.5. Discussions 

Principal communication of the young generation is internet and social media 

platforms. The leverage of social media platforms is mediates on the relationship 

between attitude and voting intention of the voters (Kudeshia & Kumar, 2017). The 

most popular social media platforms accessed by the young generation in age 15 to 

29 years are Facebook, YouTube, Facebook Messenger and Line. Consistent with 

ETDA (2018) who stated that, the Thai population in age 37 and below or the 
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generation Y and Z have a high frequency accessed to YouTube, Line, Facebook 

and Facebook Messenger.     

Communicate through social media platforms of the young generation influences 

the role of politic by criticise pertaining to the politic. Political criticism is a cause 

of create a trend to develop political regime in the group of youths and young 

generation. Thus, the young generation is an important determinant in politics and 

the group that political parties interested. However, the discussion of each research 

finding is provided below.      

 

5.5.1. Discussion of Voting Intention 

5.5.1.1. Party Brand Equity has a Significant Relationship with Voting Intention 

Property, reliability and the strength of party brand equity are cause of achieve in an 

election. Interestingly, party brand equity has a positive significant effect on the 

voting intention of young generation. Consistent with the state of Alkhawaldeh and 

Halim (2015b) and Scammell (2007), the voter would vote or obtain to a particular 

political party depend on party brand equity. Party brand equity is a strategy to 

deliver qualification of a political party which relate to the leader and candidates of 

political party, present uniqueness to the voters (MacDonald et al., 2015) including, 

enhances the vote decision of voter (Alkhawaldeh & Halim, 2015b).  

5.5.1.2. Party Brand Image has a Significant Relationship with Voting Intention 

Party brand image is an essential component of party brand equity administrated by 

creates uniqueness and enhances understanding of the voter. The empirical evidence 

is party brand image has a positive significant impact on voting intention of the 
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young generation. Suaib et al. (2017) who found that party brand image has a 

positive significant relationship with satisfaction of the voter. As well as, image of 

the leader and a particular political party image have leverage to determine vote 

intention (Needham, 2006). A possible explanation that, positive party brand image 

is an essential cause of achieve an election.    

5.5.1.3. Party Brand Awareness has a Significant Relationship with Voting Intention  

The three main responsibilities of party brand awareness are expanding awareness 

towards a political party or candidates to the voters. Secondly, communicate to the 

public. Thirdly, enhance certain decision-making to vote of the voter. One 

interesting finding is party brand awareness has a significant relationship with 

voting intention of the young generation. This finding was also reported by 

Alkhawaldeh and Halim (2015b) who identified that party brand awareness has a 

significant influence on vote intention. As the discussed previously, party brand 

awareness is an essential determinant to achieve in the election.     

5.5.1.4. Party Brand Quality has a Significant Relationship with Voting Intention 

Party brand quality is an essential component to build strength of the political brand 

and direct influence on voting intention of the voter. Party brand quality has a 

significant relationship with voting intention of the young generation. Corroborate 

the finding of the previous researches by Almohammad et al. (2011) and French and 

Smith (2010) which stated that, party brand quality has a direct significant influence 

on vote intention. Therefore, party brand quality, realises and perceived quality of 

the political brand are direct correlated with voting intention. 
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5.5.1.5. Party Brand Loyalty has a Significant Relationship with Voting Intention 

A performance of the voter in repeat to vote for a particular political party or 

political brand is the definition of party brand loyalty. And, party brand loyalty has 

a significant relationship with voting intention of the young generation. In 

accordance with the present results, previous study has demonstrated that loyalty 

has a significant influence on voting intention administrated by the performances of 

the political party (Schofield & Reeves, 2015). Thereby, behavioural loyalty or 

party brand loyalty are a predictor of voting intention in the future election.     

5.5.1.6. Party Brand Leadership has a Significant Relationship with Voting Intention 

Party brand leadership is creating prominence of the political brand to attract voting 

intention of the voter. Surprisingly, party brand leadership has a significant 

relationship with voting intention of the young generation. Consistent with the 

literature, brand position or the standing position of a political party is a prominence 

of party brand leadership (Chiu & Cho, 2019). Hameleers et al. (2018), which found 

that the democratic political party effects vote intention of the voter. So, the 

prominence of a political brand in party brand leadership is an estimator voting 

intention of the voters.   

5.5.1.7. The Influence of Voting Intention on the Entire Variables  

Multiple regression analysis revealed that the party brand equity has a positive 

significant effect on voting intention of the young generation. The strongest effect 

on voting intention is range from party brand leadership (ß = .356) followed by 

party brand awareness (ß = .350) party brand image (ß = .326) party brand quality 

(ß = .249) party brand loyalty (ß = .175) and party brand equity (ß = 128).  
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5.5.2. Discussion of Party Brand Attitude  

5.5.2.1. Party Brand Equity has a Significant Relationship with Party Brand Attitude 

Party brand equity is a strategy to increase political brand strength and positive 

political brand in the attitude of voter. The result provides evidence that party brand 

equity has a positive significant effect on party brand attitude among the young 

generation. The research finding consistent with the state of Yu et al. (2018), party 

brand equity can evaluated by party brand attitude. Thus, party brand equity is an 

essential determinant that establishes positive attitude in the mind of voter to a 

political brand.     

5.5.2.2. Party Brand Image has a Significant Relationship with Party Brand Attitude 

Party brand image is presenting the entire perceptions, impression of a political 

brand by using psychology to attract the voter. Relatively, a research finding that 

party brand image has a significant relationship with party brand attitude among the 

young generation. This is reflect those of Yu et al. (2018) who found that there is a 

positive significant relationship between brand image, brand attitude and 

behavioural intention. Therefore, party brand image can determined as leverage of a 

political brand influence on attitude of the voter.  

5.5.2.3. Party Brand Awareness has a Significant Relationship with Party Brand 

Attitude 

Political party information, achievements, performances and background of the 

political party are delivering to attitude of the voters by party brand awareness. The 

most important finding is party brand awareness has a significant relationship with 

party brand attitude among the young generation. This study confirms the finding of 
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Foroudi (2019) and Langaro et al. (2018) that brand awareness has a positive 

significant impact on brand attitude. Perhaps explanation that, party brand 

awareness is an essential component of party brand equity.       

5.5.2.4. Party Brand Quality has a Significant Relationship with Party Brand Attitude 

When, the quality of political brand that presented by party brand quality meets 

entire expectations of voter, would become voting intention. Party brand quality has 

a significant relationship with party brand attitude among the young generation. 

This finding confirms the empirical finding of Jung and Seock (2016) that brand 

quality has a positive significant effect on brand attitude and purchase intention. So, 

party brand quality is an essential determinant related to attitude of the voter.    

5.5.2.5. Party Brand Loyalty has a Significant Relationship with Party Brand Attitude 

Party brand loyalty is a direct relationship with attitude of the voter. Due to, attitude 

loyalty is a dimension of party brand loyalty and evaluates by favourable attitude. 

An interesting finding is party brand loyalty has a positive significant relationship 

with party brand attitude among the young generation. Corroborated with the 

findings of previous study by Ishida and Taylor (2012) that brand attitude has a 

direct and indirect effect on brand loyalty moderated by satisfaction. In the political 

dimension, Kaur and Sohal (2018) provided that there is a significant effect of the 

political advertising on attitude, satisfaction and loyalty of the voters. In conclusion, 

party brand loyalty is an essential determinant impacts the attitude of voter. 
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5.5.2.6. Party Brand Leadership has a Significant Relationship with Party Brand 

Attitude 

The main concept of party brand leadership is using prominence of the political 

brand impacts the attitude of voters. The finding of this research shows that party 

brand leadership has a significant relationship with party brand attitude among the 

young generation. Supported by the finding of Chiu and Cho (2019), that brand 

leadership has a positive significant impact on satisfaction of the consumers. 

Therefore, party brand leadership is an important component contain in party brand 

equity influence on attitude of the voter.    

5.5.2.7. The Influence of Party Brand Attitude on the Entire Variables  

Multiple regression analysis reported that party brand equity has a positive 

significant effect on party brand attitude of the young generation. The strongest 

effect on party brand attitude range from party brand leadership (ß = .439) followed 

by party brand awareness (ß = .408) party brand quality (ß = .213) party brand 

image (ß = .205) party brand loyalty (ß = .167) and party brand equity (ß = .166). 

  

5.5.3. Discussion of Party Brand Attitude to Voting Intention   

5.5.3.1. Party Brand Attitude has a Significant Relationship with Voting Intention 

A benefit of party brand attitude is an essential determinant administrated by the 

technique of motivation enhances vote intention of the voter. One unexpected 

finding that party brand attitude has a significant relationship with voting intention 

of the young generation. There is a similarity finding of Ballantine and Yeung 

(2015) who found that brand attitude has a positive relationship with purchase 
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intention. A probable explanation is that evaluating positive or negative on attitude 

of the voter influence on decision-making and voting intention.          

  

5.5.4. Discussion of Party Brand Attitude as a Mediator 

5.5.4.1. Party Brand Attitude has a Significant Mediates on the Relationship 

between Party Brand Equity and Voting Intention  

A cause of exists correlation between party brand equity and voting intention is 

mediated by party brand attitude. Surprisingly, party brand attitude has a significant 

mediates on the relationship between party brand equity and voting intention of the 

young generation. Similarly, Shin et al. (2014) identified that brand equity has a 

significant relationship with brand attitude. A possible explanation that party brand 

attitude is a variable associated between party brand equity and voting intention.    

5.5.4.2. Party Brand Attitude has a Significant Mediates on the Relationship 

between Party Brand Image and Voting Intention  

Party brand image is correlates with attitude of the voter by present competence in 

administrate the country of a political party. And, the most obviously finding was 

confirmed that party brand attitude has a significant mediates on the relationship 

between party brand image and the voting intention of the young generation. In 

accordance with the present results, previous studies have demonstrated that brand 

attitude has a significant mediates on the relationship between brand image and 

behavioural intention (Yu et. al., 2018). Therefore, party brand image can determine 

positive or negative pertaining to the political brand on attitude of the voter. Also, 
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the attitude is a mediator on the correlation between party brand image, decision-

making and voting intention.    

5.5.4.3. Party Brand Attitude has a Significant Mediates on the Relationship 

between Party Brand Awareness and Voting Intention     

Party brand attitude is a reason of exists the relationship between party brand 

awareness and voting intention. Party brand attitude has a significant mediates on 

the relationship between party brand awareness and voting intention of the young 

generation. The research finding is in agreement with those obtained by Kudeshia 

and Kumar (2017), that brand awareness, brand attitude components and consumer 

perception are direct and indirect factors which effect on behavioural intention. Jung 

and Seock (2016), which proposed that brand awareness has a positive significant 

influence on brand attitude and purchase intention. Thus, favourable or 

unfavourable determined by party brand attitude is an important mediator in voting 

intention of the voters.     

5.5.4.4. Party Brand Attitude has a Significant Mediates on the Relationship 

between Party Brand Quality and Voting Intention  

Several empirical studies indicate that brand attitude mediates on the relationship 

between other brands and purchase intention. Another important finding that party 

brand attitude has a significant mediates on the relationship between party brand 

quality and voting intention of the young generation. This result mirrors those of the 

previous study by Jung and Seock (2016) brand awareness and quality on brand 

attitude have a positive significant impact on purchase intention. Therefore, party 
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brand attitude is an essential mediator on the relationship between other components 

of party brand equity and voting intention.  

5.5.4.5. Party Brand Attitude has a Significant Mediates on the Relationship 

between Party Brand Loyalty and Voting Intention  

Party brand attitude is a variable estimates on the relationship between party brand 

loyalty and voting intention. Party brand attitude has a significant mediates on the 

relationship between party brand loyalty and voting intention of the young 

generation. The research finding corroborated with the ideas of Ishida and Taylor 

(2012) who suggested that brand attitude information has an indirect significant 

mediates on the relationship between brand attitude and brand loyalty intention. 

Perhaps, party brand attitude explains the reason of exists correlation between party 

brand loyalty and voting intention.     

5.5.4.6. Party Brand Attitude has a Significant Mediates on the Relationship 

between Party Brand Leadership and Voting Intention    

There remains a paucity evidence on party brand attitude is a cause of exists the 

correlation between party brand leadership and voting intention. Perhaps the most 

compelling finding is party brand attitude has a significant mediates on the 

relationship between party brand leadership and voting intention of the young 

generation. The empirical finding in the research was revealed a new understanding 

that party brand attitude is a mediator on the relationship between party brand 

leadership and voting intention. So, party brand attitude is a determinant associated 

between components of party brand equity and voting intention.  
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5.6. Summary   

The investigation of political branding has shown that party brand equity and 

components as well as, party brand attitude have a significant relationship with 

voting intention. Another research finding has indicates that, there is a 

significant mediated by party brand attitude on the relationship between party 

brand equity, components and voting intention of the young generation in the 

age 15 to 29 years, the area of Hat Yai district, Songkhla province, Southern 

Thailand. 
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CHAPTER SIX 

CONTRIBUTIONS AND CONCLUSIONS 

 

6.1. Introduction 

Chapter six is contributions and conclusions; describes the three sections are 

contributions, limitation of the study and recommendation for future research. The 

chapter is emphasising the importance of contributions section. The contributions 

section explains the contributions of voting intention, party brand attitude and party 

brand attitude as a mediator on the other determinants.   

 
6.2. Contributions  

6.2.1. Political Branding Effect on Voting Intention 

The empirical contributions in this research provided a new understanding of 

political branding.  Political branding has a significant influence on vote intention of 

the young generation. According to statements and research findings of several 

scholars mentioned, political brand effects decision making, vote intention and vote 

behaviour of the voters (Achor et al., 2017; Butler & Powell, 2013, 2014; Farhan & 

Ahmad, 2016; Nielsen & Larsen, 2014; Thongteerapharb, 2014).  

 

6.2.2. Party Brand Equity Involves Voting Intention  

This research is the comprehensive investigation of party brand equity and 

components namely party brand image, party brand awareness, party brand quality, 

party brand loyalty and party brand leadership have a significant relationship with 

voting intention of the young generation. In accordance with the present results, 
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previous studies have demonstrated that the party brand equity are associated with 

party brand loyalty, party brand name, party brand quality, party brand awareness, 

party brand image and other party brands (Achor et al., 2017; Alkhawaldeh & 

Halim, 2015a). Moreover, party brand equity effect on voting intention and 

behavioural of the voters (Alkhawaldeh & Halim, 2016; Almohammad, 2014; 

Scammell, 2007). 

 

6.2.3. The Components of Party Brand Equity Involve Voting Intention 

6.2.3.1. Party Brand Image has a Significant Influence on Voting Intention  

The completion of party brand image is impacts increase political brand strength 

and voting intention of the voters. An important contribution is party brand image 

has a significant influence on voting intention of the young generation. Prior studies 

have reported the importance of party brand image that party brand image or 

political brand image are the important factors to predict voting intention (Achor et 

al., 2017; Upadhyaya & Mohindra, 2012) and impact on voting intention of the 

voters (Alkhawaldeh & Halim, 2016). A likely explanation that party brand image is 

a strategy that provide opportunity to achieve in an election among other political 

brands.   

6.2.3.2. Party Brand Awareness has a Significant Influence on Voting Intention 

An achievement of the election campaign, an election and political brand 

management is requiring cooperates of party brand awareness. A reason of the 

achievable is party brand awareness enhance develops of party brand image, repeats 

to vote and voting intention. Another important contribution is that party brand 
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awareness has a significant influence on voting intention of the young generation. 

Consistent with, Alkhawaldeh and Halim (2015b) reported that a benefit of party 

brand awareness is increasing certain vote intention and vote decision of the voter. 

Thereby, party brand awareness is a factor to achieve in the election.   

6.2.3.3. Party Brand Quality has a Significant Influence on Voting Intention 

Improvement or enhancement of party brand quality is activates essential strategy to 

achieve in the election. One surprising contribution that, party brand quality has a 

significant influence on voting intention of the young generation. Supported by 

previous research of Alkhawaldeh et al. (2016b) party brand quality is an essential 

determinant impacts voting intention. So, party brand quality or perceived quality of 

a political brand is builds the strength of political brand to competition between 

other political brands.        

6.2.3.4. Party Brand Loyalty has a Significant Influence on Voting Intention 

A favourable in the attitude of voter on a political party, candidates or political 

brand is impacts voting intention of the voter. Whereas, favourable attitude is the 

results of evaluated by attitude loyalty that contain in the party brand loyalty. The 

remarkable contribution that party brand loyalty has a significant influence on 

voting intention of the young generation. In the same vein, Campbell (1960) and 

Schofield and Reeves (2015) identified that party brand loyalty has a strong 

significant relationship with voting intention. Thus, a tendency to vote on a 

particular political party or political brand is related to attitude loyalty of party 

brand loyalty.    

 



 

128 
 

6.2.3.5. Party Brand Leadership has a Significant Influence on Voting Intention 

A main advantage of party brand leadership is enhancing prominence or uniqueness 

of the political brand to competition between other brands. Party brand leadership 

has a significant influence on voting intention. Along the same line, brand 

achievement, trend, vision and position are the strategies of brand leadership. Then, 

brand leadership has a significant relationship with purchase intention (Chiu & Cho, 

2019). Position, qualification of a political party and personality, morality of a 

candidate in the party brand leadership has a significant impact on voting intention 

of the voters (Ben‐Ur & Newman, 2002; Busch, 2016; Hameleers et al., 2018). And, 

an advantage of attach party brand leadership to be a component of party brand 

equity is influences voting intention of the voters.   

6.2.3.6. Party Brand Leadership is the Strongest Effect on Voting Intention 

Democracy is a strategy of political brand that presented by party brand leadership. 

The research contribution indicates that party brand leadership is strongest impact 

on voting intention of the young generation. Because, the meaning of democracy in 

the belief of young generation is democracy provides equality opportunity to entire 

citizens (Vongprasert et al., 2020), equality to vote, select representatives, express 

opinions and performs (Thianthai, 2012). Secondly, the rights and liberty express 

opinions to entire citizens (Thianthai, 2012) and thirdly, the democracy give 

leverage to the citizens (Rathachatranon & Lampai, 2020; Thianthai, 2012). Thus, 

young generation is satisfied to vote for a political party that support democracy 

regime.      
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6.2.4. Party Brand Equity Involves Party Brand Attitude  

The principal concept of party brand equity relates to the property and reliability of 

a political brand. Another significant contribution that, party brand equity has a 

significant influence on attitude of the young generation. Previous studies have 

demonstrated that party brand equity establishes a positive attitude and effect on the 

perception of voter (Ahmed et al., 2017; Alkhawaldeh & Halim, 2015b). A possible 

explanation that party brand equity is an essential determinant relates to the attitude 

of voter.    

 

6.2.5. The Components of Party Brand Equity Involve Party Brand Attitude 

6.2.5.1. Party Brand Image has a Significant Influence on Party Brand Attitude  

An essential strategy of party brand image is establishing satisfaction, beliefs and a 

great approach present a political branding on attitude of the voter. One possible 

contribution that, party brand image has a significant influence on attitude of the 

young generation. Along the same lines, party brand image is a positive significant 

correlation with satisfaction of the voter (Suaib et al., 2017) and enhances 

understanding of the voters (Upadhyaya & Mohindra, 2012). Thus, party brand 

image is an important factor predicts voting intention through the attitude of voter.     

6.2.5.2. Party Brand Awareness has a Significant Influence on Party Brand Attitude  

Party brand awareness is an essential component of party brand equity administrated 

by psychology technique present political brand on attitude of the voter. An 

interesting contribution is party brand awareness has a significant influence on 

attitude of the young generation. Likewise, party brand awareness is decreases 
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confusion on attitude of the voter and using psychology to attract the attitude of 

voters (Alkhawaldeh et al., 2016b). As well as, party brand awareness is increase 

actives advantage of other party brand components such as increase the positive 

perspective of party brand image, attract voter to be loyal of the political brand.      

6.2.5.3. Party Brand Quality has a Significant Influence on Party Brand Attitude  

The association between improvement of party brand quality and communicate to 

the voters is develops party brand attitude. So, party brand quality relates to party 

brand attitude. A surprisingly contribution is that party brand quality has a 

significant influence on attitude of the young generation. The main purpose of brand 

equality and brand attitude is influences belief of the consumers (Melewar et al., 

2007). Therefore, party brand quality is a determinant impacts the attitude of voter.    

6.2.5.4. Party Brand Loyalty has a Significant Influence on Party Brand Attitude 

An essential responsibility of party brand loyalty is creating commitment on attitude 

of the voter using psychological technique. A research contribution is that party 

brand loyalty has a significant influence on attitude of the young generation. In the 

same way, party brand loyalty is a direct attracts attitude of the voter (Ahmed et al., 

2017). A likely explanation that, the technique of party brand loyalty has leverage 

on attitude of the voter.     

6.2.5.5. Party Brand Leadership has a Significant Influence on Party Brand Attitude  

Another main advantage of prominent strategy in the party brand leadership is 

activating value of party brand equity on attitude of the voter. Another research 

contribution is that party brand leadership has a significant influence on attitude of 
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the young generation. Likewise, presenting clarify position in the party brand 

leadership is decreases confusion of the voter (Busch, 2016). Therefore, party brand 

leadership is an important strategy impact on attitude of the voter.        

6.2.5.6. Party Brand Leadership is the Strongest Effect on Party Brand Attitude 

The research contribution is leading the cause and association between party brand 

leadership, democracy and the attitude of young generation. Party brand leadership 

is the strongest effect on party brand attitude or attitude of the young generation. 

Due to, the concept of party brand leadership is the prominence of a political 

branding. Whereas, the democratic regime was attached to political branding be as a 

strategy in the party brand leadership. The democratic regime is enhances 

uniqueness and value of the party brand equity. Relatively, the young generation 

concentrated and believe in the concept of democratic regime (Rathachatranon & 

Lampai, 2020). Likewise, the attitudes of young generation are believed that people 

is the centre authority of democratic regime (Rathachatranon & Lampai, 2020; 

Thianthai, 2012; Vongprasert et al., 2020).  

 

6.2.6. Party Brand Attitude Involves Voting Intention 

6.2.6.1. Party Brand Attitude has a Significant Influence on Voting Intention 

The principal strategy of party brand attitude is attracting political brand on attitude 

of the voter by using psychological technique. An obviously contribution shown 

that party brand attitude has a significant influence on voting intention. Consistent 

with, brand attitude has a significant relationship with purchase or behavioural 

intention (Jung & Seock, 2016; Kudeshia & Kumar, 2017; Pradhan et al., 2016) and 



 

132 
 

brand attitude is a determinant estimates purchase intention (Beneke et al., 2015). A 

likely possible explanation is that party brand attitude can be a strategy relates to 

voting intention.   

 

6.2.7. The Mediating Effect of Party Brand Attitude on the Relationship between 

Party Brand Equity and Voting Intention  

In the definition of branding, brand attitude has a positive significant mediates 

among brand, consumer satisfaction and purchase intention (Ballantine & Yeung, 

2015; Ghorban, 2012). In the definition of political branding, the contribution of this 

research has been confirmed that the party brand attitude has a significant mediates 

on the relationship between party brand equity and voting intention of the young 

generation. Consistent with the literature, the component, association and strength 

of a party brand equity influences attitude, perception and the mind of voters. As 

well as, these factors are increase positive loyalty perception and the attitude of 

voter. The party brand equity effects decision making, voting intention and 

behavioural of the voters (Ahmed et al., 2017; Alkhawaldeh & Halim, 2015a; 

Alkhawaldeh & Halim, 2015b; Almohammad, 2014; Scammell, 2007). 

 

6.2.8. The Mediating Effect of Party Brand Attitude on the Relationship between 

Components of Party Brand Equity and Voting Intention 

6.2.8.1. The Mediating Effect of Party Brand Attitude on the Relationship between 

Party Brand Image and Voting Intention 

Information pertaining to competence in administrates the country of a political 

party or political party information was delivered through party brand image to 
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attitude of the voter. The voting intention can evaluate and determined by positive 

or negative attitude of the voter. An important contribution is that the party brand 

attitude has a significant mediates on the relationship between party brand image 

and voting intention of the young generation. Similarly, Yu et al. (2018) identified 

in the general branding dimension that brand image and brand attitude have a 

positive significant association with behavioural intention.  A likely explanation is 

that receiving political information of a political party through party brand image 

impacts determine positive or negative attitude of the voters. And, the attitude is a 

determinant predicts voting intention.  

6.2.8.2. The Mediating Effect of Party Brand Attitude on the Relationship between 

Party Brand Awareness and Voting Intention 

The mediating effect of party brand attitude analysis can explain the existing 

correlation between party brand awareness and voting intention. A research 

contribution is that party brand attitude has a significant mediates on the 

relationship between party brand awareness and voting intention of the young 

generation. In the same vein, brand awareness influences brand attitude (Foroudi, 

2019; Langaro et al., 2018) whereas, increasing satisfaction of the voters pertaining 

to the political brand and depend on the leverage of awareness (Walsh et al., 2014). 

So, party brand attitude is a factor mediates on the correspondence between 

components of party brand equity and voting intention.    
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6.2.8.3. The Mediating Effect of Party Brand Attitude on the Relationship between 

Party Brand Quality and Voting Intention  

Although several studies have shown that brand attitude is a factor associate brand 

quality and purchase or behavioural intention. There have been few empirical 

investigations into party brand attitude associates party brand quality with voting 

intention. This contribution was unexpected and suggests that party brand attitude 

has a significant mediates on the relationship between party brand quality and 

voting intention of the young generation. Relatively, the process of political brand is 

cooperated between satisfaction of the voter which is relates to party brand attitude 

and perceived quality delivered by party brand quality. Both components have a 

positive effect on party brand equity and enhance achievement in the election 

(Phipps, Brace-Govan & Jevons, 2010). A probably explanation that party brand 

attitude is a factor mediates on the correlation between party brand quality and 

voting intention.        

6.2.8.4. The Mediating Effect of Party Brand Attitude on the Relationship between 

Party Brand Loyalty and Voting Intention  

Party brand attitude is a determinant mediates on the correlation between party 

brand loyalty and voting intention of the voter. Then, research contribution can 

explain that the party brand attitude has a significant mediates on the relationship 

between party brand loyalty and voting intention of the young generation. Likewise, 

there is a direct and indirect significant correspondence among information of brand 

attitude, brand attitude and brand loyalty (Ishida & Taylor, 2012). Then, voting 

intention is determined by positive or negative attitude of the voter.  
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6.2.8.5. The Mediating Effect of Party Brand Attitude on the Relationship between 

Party Brand Leadership and Voting Intention   

A correspondence between party brand leadership and voting intention is evaluated 

by party brand attitude. A research contribution can describe that the party brand 

attitude has a significant mediates on the relationship between party brand 

leadership and voting intention of the young generation. There has been no 

information investigate of this exists relationship. And, very few studies have 

published in the relationship between brand leadership and purchase or behavioural 

intention. Only a study of Chiu and Cho (2019) reported that brand leadership 

impacts satisfaction of the consumer. A probably explanation is that party brand 

attitude can be a determinant mediates on the correlation between components of 

party brand equity and voting intention.   

 

6.3. Limitation of the Study 

There are four main limitations of the research. Firstly, the research design was 

limited and specific on attitude of the voter but paucity on attitudes or opinions of 

the professionals in the political marketing, political, and political branding, 

branding or marketing dimension. Secondly, the research is limited on voting 

intention of the voter. Favourite or preference of the voter is an interesting 

determinant to study. Thirdly, the research was limited in scope of the young 

generation and fourthly, social media is the paucity information refers in the 

research.  
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6.4. Recommendation for Future Research 

As mentioned in the limitation of the study section, the research can develop in four 

main dimensions are the research design can develop to be mix-method research for 

include the attitudes or opinions of professionals in the political, branding or 

marketing dimension. Secondly, the research can develop to study favourite or party 

brand preference of the voter. Thirdly, the research can develop to study in other 

generations or multi generations. Fourthly, social media is an interesting 

determinant to study.  

 

6.5. Summary 

Overall, the research provides important contributions pertaining to political 

branding of a political party. Political branding is a cause of achieve in an election. 

Which, political brand administrated by party brand equity and components impact 

on voting intention of the young generation. Also, favourable or unfavourable on 

attitude of the young generation is correlated with voting intention. 

Moreover, research revealed that the leverage of party brand equity and components 

influence on attitude of the young generation estimated by favourable or 

unfavourable. And, the entire existing relationships between party brand equity, 

components and voting intention mediated by party brand attitude or attitude of the 

young generation. 

In addition, the components of party brand equity can explain that the image of 

political party is a determinant influence on attitude, correlated with likeable and 

voting intention of the voters. Awareness towards political party among the voters is 
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an essential strategy impact on attitude, consistent with favourable and voting 

intention of the voters. Perceive quality of the political party is an important 

approach influence on attitude, related to positive attitude and voting intention of 

the voters. Re-vote on a political party or to be a favourite political party of a voter 

is an essential technique of political branding that influence on attitude, consistent 

with likeable and voting intention of the voters. Prominence of political party is a 

strongest strategy of the political brand which impact on attitude, related to 

favourable or unfavourable and voting intention of the voters.        
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Appendix A 

Questionnaire 

 

 

 

 

POLITICAL BRANDING EQUITY: A STUDY ON THAI YOUNG VOTERS’ 

INTENTION ON FUTURE FORWARD PARTY 

 

 

Dear respondents,  

 

The research purposes to examine the young generation in Hat Yai district, 

Songkhla province, Southern of Thailand. The research aims to analyse the young 

generation‟s attitude towards the effect of political brand equity when the political 

party as a brand mediated by party brand attitude influence on vote intention. So, 

the questionnaire is required the respondent‟s information and attitude by answer 

the provided questions in the questionnaire. Appreciate to your cooperation. 

 

Miss Labuda Mad-A-Dam (824811) 

Master of Media Management  

E-mail: misslabuda28@gmail.com 
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The questionnaire divided into four sections are A, B, C, and D please  appropriate 

items provided following characteristics which are the most describe you. 

SECTION A: RESPONDENT DEMOGRAPHY 

1. Age  

 15 - 19 years old      

 20 - 24 years old     

 25 - 29 years old  

2. Gender    

 Male        

 Female   

3. Education   

 High School        

 Bachelor Degree     

 Postgraduate master       

 Others     

4. Occupation   

 Student         

 Government servant       

 Private company worker       

 Others    
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5. The most often access social media platforms  

 YouTube     

 Line     

 Facebook 

 FB Messenger    

 Instagram    

 Pantip 

 Twitter    

 WhatsApp    

 Others  

 

SECTION B: POLITICAL BRANDING 

The following statements relate to party brand equity, party brand image, party brand 

awareness, party brand quality, party brand loyalty, and party brand leadership to 

evaluate satisfaction of the young Thai generation. Please indicate your opinion base on 

the Five (5) interval scale is strongly disagree to strongly agree on the following 

statement.  

1 2 3 4 5 

Strongly disagree Disagree Neutral Agree Strongly agree 

The following statements are to evaluate the party brand image. Please  in the most 

satisfaction.  
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PARTY BRAND EQUITY  

1. I can expect superior performance from the political brand of FFP, I am evaluating. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

2. It makes sense and looks smarter to vote the political brand of FFP instead of any 

other political brands, even if they are the same. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

3. If there is another political brand as good as the political brand of FFP, I prefer to vote 

for FFP. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

 

PARTY BRAND IMAGE 

4. The political brand of FFP has a stronger party brand image than other political parties. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

5. The party brand image of FFP has improved over time. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     
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6. Over time, the party brand image of FFP has been very consistent with what it stands for. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

 

PARTY BRAND AWARENESS 

7. I can recognise the political brand of FFP among other competing political parties. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

8. When there is an election, FFP name is the first name that comes to mind. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

9. I can quickly recall the symbol or logo of FFP. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

           

PARTY BRAND QUALITY 

10. The political brand of FFP is extremely high quality. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

11. The political brand of FFP is reliable.  

Strongly disagree Disagree Neutral Agree Strongly agree 

     
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12. The political brand of FFP offers consistent quality with your expected. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

 

PARTY BRAND LOYALTY 

13. I recommend voting FFP to my friends. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

14. The political brand of FFP is my first choice. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

15. I would not vote for another political party unless FFP. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

 

PARTY BRAND LEADERSHIP 

16. The political brand of FFP is more creative in service. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

17. The political brand of FFP offers more benefits to the country. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     
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18. The political brand of FFP is more preferred by the young generation. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

 

SECTION C: PARTY BRAND ATTITUDE 

The following statements relate party brand attitude to evaluate the level of Thai young 

generation satisfaction on Future Forward Party. Please indicate your opinion base on 

the Five (5) interval scale is strongly disagree to strongly agree on the following 

statement.  

1 2 3 4 5 

Strongly disagree Disagree Neutral Agree Strongly agree 

The following statements are to evaluate the party brand attitude of Future Forward 

Party. Please  in the most satisfaction.  

19. The political brand of FFP gives me a good feeling. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

20. Overall, I consider the political brand of FFP is a good political party.  

Strongly disagree Disagree Neutral Agree Strongly agree 

     

21. In my opinion, the political brand of FFP is extremely favourable. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     
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SECTION D: VOTING INTENTION 

The following statements relate voting intention to measure intention to vote of the Thai 

young generation. Please indicate your opinion base on the Five (5) interval scale is 

strongly disagree to strongly agree on the following statement.  

1 2 3 4 5 

Strongly disagree Disagree Neutral Agree Strongly agree 

The following statements are to evaluate the voting intention of Future Forward Party. 

Please  in the most satisfaction. 

22. When it comes to making a vote, the political brand of FFP is my first preference. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

23. I would vote for FFP in the upcoming election. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

24. The political brand of FFP meets my needs for a better future than other political parties. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

 

The end of questions, appreciate to your cooperation  
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POLITICAL BRANDING EQUITY: A STUDY ON THAI YOUNG VOTERS’ 

INTENTION ON FUTURE FORWARD PARTY 

ตราสินคา้ทางการเมือง: กรณีศึกษาพฤติกรรมการตั้งใจลงคะแนนเสียงของวยัรุ่นไทยต่อพรรคอนาคตใหม่ 

 

เรียน ผูต้อบแบบสอบถาม 

งานวิจยัน้ีมีจุดประสงค์เพื่อส ารวจวยัรุ่นในอ าเภอหาดใหญ่ จงัหวดัสงขลา ภาคใตข้องประเทศไทย โดย

งานวิจยัมีเป้าหมายท่ีจะวิเคราะห์ทศันคติของวยัรุ่นเก่ียวขอ้งกบัอิทธิพลของตราสินคา้ทางการเมือง เม่ือ

พรรคการเมืองนั้นคือแบรนดป์ระเภทหน่ึง โดยมีทศันคติของแบรนดท์างการเมืองเป็นส่ือกลาง อนัมีผลต่อ

ความตั้งใจในการลงคะแนนเสียงของประชาชน ซ่ึงมีความจ าเป็นท่ีจะขอทราบขอ้มูลและทศันคติจากผูต้อบ

แบบสอบถาม ดงันั้นทางผูจ้ดัท าขอใหท่้านท าการตอบแบบสอบถามฉบบัน้ีตามความเป็นจริง และครบถว้น  

 

ขอขอบคุณทุกท่านในความร่วมมือ 

นางสาวลาบูดา้ หมดัอะดั้ม (824811)  

นกัศึกษาระดบัปริญญาโท คณะ Media Management 

อีเมลล:์ misslabuda28@gmail.com  
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แบบสอบถามมีทั้งหมด 4 ส่วน คือ A, B, C และ D กรุณา  ในช่องวา่งในค าถามท่ีก าหนดให้ ตามลกัษณะท่ี

สอดคลอ้งกบัทศันคติของท่านมากท่ีสุด 

 

ส่วน A: ข้อมูลส่วนบุคคลของผู้ตอบแบบสอบถาม 

1. อาย ุ

 15 – 19 ปี      

 20 – 24 ปี    

 25 – 29 ปี  

2. เพศ    

 ชาย        

 หญิง 

3. การศึกษา   

 มธัยมศึกษา          

 ปริญญาตรี     

 ปริญญาโท         

 อ่ืนๆ   

4. อาชีพ 

 นกัเรียน/นกัศึกษา        

 ขา้ราชการ    

 พนกังานบริษทั       

 อ่ืนๆ   
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5. โซเชียลมีเดียท่ีท่านเขา้ใชบ่้อยท่ีสุด  

 YouTube     

 Line     

 Facebook 

 FB Messenger    

 Instagram    

 Pantip 

 Twitter    

 WhatsApp    

 อ่ืนๆ  

 

ส่วน B: ตราสินค้าทางการเมือง 

ค าถามดา้นล่างน้ีเก่ียวขอ้งกบัส่วนประกอบทั้งหมดของตราสินคา้ทางการเมือง (Party Brand Equity) ประกอบดว้ย; 

ภาพลกัษณ์ของแบรนด์ทางการเมือง (Party Brand Image), การรับรู้ของแบรนดท์างการเมือง (Party Brand 

Awareness), คุณภาพของแบรนดท์างการเมือง (Party Brand Quality), ความซ่ือสัตยต่์อแบรนดท์างการเมือง (Party 

Brand Loyalty), และแบรนดผ์ูน้ า (Party Brand Leadership) เพื่อประเมินความพึงพอใจของวยัรุ่นไทย กรุณาระบุ

ทศันคติของท่านในความพึงพอใจ 5 ระดบั คือ ไม่เห็นดว้ยมากท่ีสุด จนถึงเห็นดว้ยมากท่ีสุด   

1 2 3 4 5 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

 

ค าถามดา้นล่างน้ีใชใ้นการประเมินตราสินคา้ทางการเมืองของพรรคอนาคตใหม่ กรุณา  ในช่องส่ีเหล่ียมตรงกบัความ

พึงพอใจ 
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ตราสินค้าทางการเมือง Party Brand Equity  

1. ฉนัประเมินไดว้า่ ฉนัสามารถคาดหวงัการปฏิบติังานท่ีดีกวา่ จากแบรนดท์างการเมืองของพรรคอนาคตใหม่ 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

2.  ฉนัรู้สึกวา่เหมาะสม และดูฉลาดกวา่ ท่ีจะลงคะแนนเสียงใหแ้บรนดท์างการเมืองของพรรคอนาคตใหม่ แทนท่ีจะ

เลือกแบรนดท์างการเมืองของพรรคการเมืองอ่ืน ถึงแมว้า่จะเหมือนกนั 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

3. ถา้มีแบรนดข์องพรรคการเมืองอ่ืนดีเหมือนกบัแบรนดท์างการเมืองของพรรคอนาคตใหม่ ฉนักย็งัคงชอบท่ีจะเลือก

พรรคอนาคตใหม่  

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

ภาพลกัษณ์ของแบรนด์ทางการเมือง Party Brand Image 

4. แบรนดท์างการเมืองของพรรคอนาคตใหม่ มีภาพลกัษณ์ท่ีแขง็แกร่งกวา่พรรคการเมืองอ่ืน 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

5. ภาพลกัษณ์แบรนดท์างการเมืองของพรรคอนาคตใหม่ มีการพฒันาในช่วงเวลาท่ีผา่นมา 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     
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6. ช่วงเวลาท่ีผา่นมาภาพลกัษณ์แบรนดท์างการเมืองของพรรคอนาคตใหม่ สอดคลอ้งกบัจุดยนืของพรรค 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

การรับรู้ของแบรนด์ทางการเมือง Party Brand Awareness  

7. ฉนัสามารถจดจ าแบรนดท์างการเมืองของพรรคอนาคตใหม่ได ้ท่ามกลางพรรคการเมืองอ่ืนในระหวา่งการเลือกตั้ง 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

8. เม่ือมีการเลือกตั้งช่ือของพรรคอนาคตใหม่ เป็นช่ือแรกท่ีเขา้มาในใจ 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

9. ฉนัสามารถนึกถึงสัญลกัษณ์หรือโลโกข้องพรรคอนาคตใหม่ไดอ้ยา่งรวดเร็ว 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

คุณภาพของแบรนด์ทางการเมือง Party Brand Quality  

10. แบรนดท์างการเมืองของพรรคอนาคตใหม่มีคุณภาพสูง 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     
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11. แบรนดท์างการเมืองของพรรคอนาคตใหม่ มีความน่าเช่ือถือ        

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

12. แบรนดท์างการเมืองของพรรคอนาคตใหม่ เสนอคุณภาพท่ีสอดคลอ้งกบัความคาดหวงัของฉนั 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

ความซ่ือสัตย์ต่อแบรนด์ทางการเมือง Party Brand Loyalty 

13. ฉนัแนะน าใหเ้พื่อนของฉนัเลือกพรรคอนาคตใหม่ 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

14. แบรนดท์างการเมืองของพรรคอนาคตใหม่เป็นตวัเลือกแรกของฉนั 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

15. ฉนัจะไม่เลือกพรรคการเมืองอ่ืนนอกเหนือจากพรรคอนาคตใหม่        

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     
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แบรนด์ผู้น า Party Brand Leadership  

16. แบรนดท์างการเมืองของพรรคอนาคตใหม่ เป็นพรรคท่ีมีความคิดริเร่ิมสร้างสรรค ์

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

17. แบรนดท์างการเมืองของพรรคอนาคตใหม่ เสนอส่ิงท่ีเป็นประโยชน์ต่อประเทศมาก 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

18. แบรนดท์างการเมืองของพรรคอนาคตใหม่ เป็นท่ีช่ืนชอบในวยัรุ่นจ านวนมาก 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

ส่วน C: ทัศนคติต่อแบรนด์ทางการเมือง 

ค าถามดา้นล่างน้ีเก่ียวขอ้งกบัทศันคติต่อแบรนด์ทางการเมือง เพื่อประเมินระดบัความพึงพอใจของวยัรุ่นไทยต่อ

พรรคอนาคตใหม่ กรุณาระบุทศันคติของท่านในความพึงพอใจ 5 ระดบั คือ ไม่เห็นดว้ยมากท่ีสุด จนถึงเห็นดว้ยมาก

ท่ีสุด 

1 2 3 4 5 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

 

ค าถามดา้นล่างน้ี เพื่อประเมินทศันคติต่อแบรนดท์างการเมืองของพรรคอนาคตใหม่ กรุณา  ในช่องส่ีเหล่ียมตรง

กบัความพึงพอใจ 
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19. แบรนดท์างการเมืองของพรรคอนาคตใหม่ ท าใหฉ้นัรู้สึกดี 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

20. ฉนัพิจารณาโดยรวมแบรนดท์างการเมืองของพรรคอนาคตใหม่ เป็นพรรคการเมืองท่ีดี 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

21. ในความคิดของฉนัแบรนดท์างการเมืองของพรรคอนาคตใหม่ เป็นพรรคท่ีฉนัช่ืนชอบท่ีสุด 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

ส่วน D: ความตั้งใจในการลงคะแนนเสียง  

ค าถามดา้นล่างน้ีเก่ียวขอ้งกบัความตั้งใจในการลงคะแนนเสียง เพื่อประเมินระดบัความพึงพอใจของวยัรุ่นไทยของ

พรรคอนาคตใหม่ กรุณาระบุทศันคติของท่านในความพึงพอใจ 5 ระดบั คือ ไม่เห็นดว้ยมากท่ีสุด จนถึงเห็นดว้ยมาก

ท่ีสุด 

1 2 3 4 5 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 
 

ค าถามดา้นล่างน้ี เพื่อประเมินความตั้งใจในการลงคะแนนเสียงต่อพรรคอนาคตใหม่ กรุณา  ในช่องส่ีเหล่ียมตรง

กบัความพึงพอใจ 

22. เม่ือการเลือกตั้งมาถึง แบรนดท์างการเมืองของพรรคอนาคตใหม่ เป็นพรรคแรกท่ีชอบ 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     
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23. ฉนัจะเลือกพรรคอนาคตใหม่ ในการเลือกตั้งคร้ังหนา้ 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

24. แบรนดท์างการเมืองของพรรคอนาคตใหม่ มีปัจจยัท่ีจ าเป็นต่อการพฒันาในอนาคตของฉนัท่ีดีกวา่พรรคการเมืองอ่ืน 

ไม่เห็นดว้ยมากท่ีสุด ไม่เห็นดว้ย ปานกลาง เห็นดว้ย เห็นดว้ยมากท่ีสุด 

     

 

 

ส้ินสุดค าถาม ขอขอบคุณส าหรับความร่วมมือ 
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Appendix B 

Conditional Process Analysis 

 
Conditional Process Analysis of Party Brand Equity   

Run MATRIX procedure: 

 

************** PROCESS Procedure for SPSS Version 3.5 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

*********************************************************************** 

Model  : 4 

    Y  : VI 

    X  : PBE 

    M  : PBAT 

 

Sample 

Size:  368 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.5984    .3581      .2960    204.2120     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant   1.1185   .1550     7.2149      .0000      .8136     1.4233 

PBE         .6639   .0465    14.2903      .0000      .5725      .7552 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8342    .6958     .1451    417.4481     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .2562   .1160     2.2089      .0278      .0281      .4843 
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PBE         .1935   .0406     4.7657      .0000      .1136      .2733 

PBAT        .7312   .0366    19.9803      .0000      .6592      .8032 

 

*********************** TOTAL EFFECT MODEL **************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

 

 

  R       R-sq        MSE          F          df1        df2         p 

.6026    .3631      .3029      208.6606     1.0000   366.0000     .0000 

 

Model 

            coeff        se        t          p       LLCI       ULCI 

constant   1.0741      .1568     6.8484      .0000   .7657     1.3825 

PBE         .6789      .0470    14.4451      .0000   .5865      .7713 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

 Effect    se       t        p      LLCI    ULCI      c_ps       c_cs 

.6789   .0470   14.4451   .0000    .5865   .7713     .9857      .6026 

 

Direct effect of X on Y 

 Effect    se       t        p      LLCI    ULCI     c'_ps      c'_cs 

.1935   .0406    4.7657   .0000    .1136   .2733     .2809      .1717 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4854      .0457      .4020      .5822 

 

Partially standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .7048      .0588      .5955      .8272 

 

Completely standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4309      .0355      .3606      .5039 

 

******************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence 

intervals: 

  1000 

------ END MATRIX ----- 
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Conditional Process Analysis of Party Brand Image  

Run MATRIX procedure: 

 

************** PROCESS Procedure for SPSS Version 3.5 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

*********************************************************************** 

Model  : 4 

    Y  : VI 

    X  : PBI 

    M  : PBAT 

 

Sample 

Size:  368 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.6490    .4212      .2669    266.3436     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .9963   .1435     6.9435      .0000      .7142     1.2785 

PBI         .7011   .0430    16.3200      .0000      .6166      .7856 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8481    .7193     .1339    467.5563     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .1609   .1081     1.4880      .1376     -.0517      .3735 

PBI         .2969   .0400     7.4226      .0000      .2182      .3755 

PBAT        .6572   .0370    17.7516      .0000      .5844      .7300 

 

*********************** TOTAL EFFECT MODEL **************************** 
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OUTCOME VARIABLE: 

 VI 

 

Model Summary 

 

 

  R       R-sq        MSE          F          df1        df2         p 

.6906    .4769      .2488      333.6428     1.0000   366.0000     .0000 

 

Model 

            coeff        se        t          p       LLCI       ULCI 

constant    .8157      .1385     5.8875      .0000   .5432     1.0881 

PBI         .7577      .0415    18.2659      .0000   .6761      .8392 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

 Effect    se       t        p      LLCI    ULCI      c_ps       c_cs 

.7577   .0415   18.2659   .0000    .6761   .8392     1.1001     .6906 

 

Direct effect of X on Y 

 Effect    se       t        p      LLCI    ULCI     c'_ps      c'_cs 

.2969   .0400    7.4226   .0000    .2182   .3755     .4310      .2706 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4608      .0416      .3809      .5451 

 

Partially standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .6690      .0539      .5630      .7853 

 

Completely standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4200      .0323      .3579      .4820 

 

******************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence 

intervals: 

  1000 

 

------ END MATRIX ----- 
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Conditional Process Analysis of Party Brand Awareness 

Run MATRIX procedure: 

 

************** PROCESS Procedure for SPSS Version 3.5 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

*********************************************************************** 

Model  : 4 

    Y  : VI 

    X  : PBA 

    M  : PBAT 

 

Sample 

Size:  367 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.6792    .4614      .2443    312.6374     1.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .8560   .1407     6.0842      .0000      .5793     1.1326 

PBA         .7350   .0416    17.6816      .0000      .6532      .8167 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8423    .7094     .1385    444.3382     2.0000   364.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .1872   .1112     1.6842      .0930     -.0314      .4058 

PBA         .2651   .0426     6.2173      .0000      .1813      .3490 

PBAT        .6768   .0394    17.1745      .0000      .5993      .7543 

 

*********************** TOTAL EFFECT MODEL **************************** 
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OUTCOME VARIABLE: 

 VI 

 

Model Summary 

 

 

  R       R-sq        MSE          F          df1        df2         p 

.6884    .4740      .2500      328.8580     1.0000   365.0000     .0000 

 

Model 

            coeff        se        t          p       LLCI       ULCI 

constant    .7665      .1423     5.3861      .0000   .4867     1.0464 

PBA         .7625      .0420    18.1344      .0000   .6798      .8452 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

 Effect    se       t        p      LLCI    ULCI      c_ps       c_cs 

.7625   .0420   18.1344   .0000    .6798   .8452    1.1077      .6884 

 

Direct effect of X on Y 

 Effect    se       t        p      LLCI    ULCI     c'_ps      c'_cs 

.2651   .0426    6.2173   .0000    .1813   .3490     .3851      .2393 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4974      .0439      .4216      .5842 

 

Partially standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .7226      .0574      .6197      .8391 

 

Completely standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4491      .0354      .3854      .5205 

 

******************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence 

intervals: 

  1000 

 

------ END MATRIX ----- 
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Conditional Process Analysis of Party Brand Quality 

Run MATRIX procedure: 

 

************** PROCESS Procedure for SPSS Version 3.5 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

*********************************************************************** 

Model  : 4 

    Y  : VI 

    X  : PBQ 

    M  : PBAT 

 

Sample 

Size:  368 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.7354    .5407      .2118    430.9478     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .7160   .1266     5.6559      .0000      .4671      .9650 

PBQ         .7826   .0377    20.7593      .0000      .7085      .8567 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8531    .7278     .1298    487.9949     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .1799   .1034     1.7407      .0826     -.0233      .3832 

PBQ         .3600   .0436     8.2645      .0000      .2743      .4456 

PBAT        .5869   .0409    14.3397      .0000      .5064      .6673 

 

*********************** TOTAL EFFECT MODEL **************************** 
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OUTCOME VARIABLE: 

 VI 

 

Model Summary 

 

 

  R       R-sq        MSE          F          df1        df2         p 

.7579    .5745      .2024      494.1104     1.0000   366.0000     .0000 

 

Model 

            coeff        se        t          p       LLCI       ULCI 

constant    .6001      .1238     4.8490      .0000   .3567      .8435 

PBQ         .8192      .0369    22.2286      .0000   .7468      .8917 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

 Effect    se       t        p      LLCI    ULCI      c_ps       c_cs 

.8192   .0369   22.2286   .0000    .7468   .8917    1.1895      .7579 

 

Direct effect of X on Y 

 Effect    se       t        p      LLCI    ULCI     c'_ps      c'_cs 

.3600   .0436    8.2645   .0000    .2743   .4456     .5226      .3330 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4593      .0461      .3712      .5528 

 

Partially standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .6668      .0619      .5461      .7952 

 

Completely standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4249      .0391      .3498      .5037 

 

******************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence 

intervals: 

  1000 

 

------ END MATRIX ----- 

 
 
 



 

124 
 

Conditional Process Analysis of Party Brand Loyalty  

Run MATRIX procedure: 

 

************** PROCESS Procedure for SPSS Version 3.5 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

*********************************************************************** 

Model  : 4 

    Y  : VI 

    X  : PBL 

    M  : PBAT 

 

Sample 

Size:  368 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.7208    .5195      .2216    395.7694     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .9040   .1227     7.3650      .0000      .6626     1.1453 

PBL         .7308   .0367    19.8940      .0000      .6585      .8030 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8501    .7226     .1323    475.3905     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .2514   .1016     2.4737      .0138      .0515      .4513 

PBL         .3176   .0410     7.7561      .0000      .2371      .3982 

PBAT        .6098   .0404    15.0954      .0000      .5303      .6892 

*********************** TOTAL EFFECT MODEL **************************** 

 

OUTCOME VARIABLE: 
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 VI 

 

Model Summary 

 

 

  R       R-sq        MSE          F          df1        df2         p 

.7412    .5494      .2143      446.2760     1.0000   366.0000     .0000 

 

Model 

            coeff        se        t          p       LLCI       ULCI 

constant    .8026      .1207     6.6487      .0000   .5652     1.0400 

PBL         .7632      .0361    21.1252      .0000   .6922      .8343 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

 Effect    se       t        p      LLCI    ULCI      c_ps       c_cs 

.7632   .0361   21.1252   .0000   .6922   .8343     1.1082      .7412 

 

Direct effect of X on Y 

 Effect    se       t        p      LLCI    ULCI     c'_ps      c'_cs 

.3176   .0410    7.7561   .0000    .2371   .3982     .4612      .3085 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4456      .0388      .3737      .5245 

 

Partially standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .6470      .0545      .5514      .7613 

 

Completely standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4327      .0354      .3635      .5044 

 

******************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence 

intervals: 

  1000 

 

------ END MATRIX ----- 
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Conditional Process Analysis of Party Brand Leadership 

Run MATRIX procedure: 

 

************** PROCESS Procedure for SPSS Version 3.5 ***************** 

 

          Written by Andrew F. Hayes, Ph.D.       www.afhayes.com 

    Documentation available in Hayes (2018). www.guilford.com/p/hayes3 

 

*********************************************************************** 

Model  : 4 

    Y  : VI 

    X  : PBLS 

    M  : PBAT 

 

Sample 

Size:  368 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 PBAT 

 

Model Summary 

  R       R-sq        MSE        F          df1        df2          p 

.7782    .6056      .1819    561.9108     1.0000   366.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .5867   .1165     5.0378      .0000      .3577      .8157 

PBLS        .8137   .0343    23.7047      .0000      .7462      .8812 

 

*********************************************************************** 

 

OUTCOME VARIABLE: 

 VI 

 

Model Summary 

  R       R-sq       MSE        F          df1        df2          p 

.8453    .7145     .1362    456.7722     2.0000   365.0000      .0000 

 

Model 

            coeff     se        t          p          LLCI       ULCI 

constant    .2592   .1042     2.4879      .0133      .0543      .4641 

PBLS        .3281   .0473     6.9372      .0000      .2351      .4211 

PBAT        .5914   .0452    13.0773      .0000      .5025      .6804 

 

*********************** TOTAL EFFECT MODEL **************************** 

OUTCOME VARIABLE: 
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 VI 

 

Model Summary 

 

 

  R       R-sq        MSE          F          df1        df2         p 

.7621    .5808      .1994      507.0118     1.0000   366.0000     .0000 

 

Model 

            coeff        se        t          p       LLCI       ULCI 

constant    .6062      .1219     4.9714      .0000   .3664      .8460 

PBLS        .8093      .0359    22.5169      .0000   .7386      .8800 

 

********** TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ************** 

 

Total effect of X on Y 

 Effect    se       t        p      LLCI    ULCI      c_ps       c_cs 

.8093   .0359   22.5169   .0000    .7386   .8800    1.1751      .7621 

 

Direct effect of X on Y 

 Effect    se       t        p      LLCI    ULCI     c'_ps      c'_cs 

.3281   .0473    6.9372   .0000    .2351   .4211     .4763      .3089 

 

Indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4812      .0485      .3863      .5799 

 

Partially standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .6988      .0676      .5688      .8404 

 

Completely standardized indirect effect(s) of X on Y: 

         Effect     BootSE   BootLLCI   BootULCI 

PBAT      .4532      .0425      .3685      .5395 

 

******************** ANALYSIS NOTES AND ERRORS ************************ 

 

Level of confidence for all confidence intervals in output: 

  95.0000 

 

Number of bootstrap samples for percentile bootstrap confidence 

intervals: 

  1000 

 

------ END MATRIX ----- 
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