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ABSTRACT

The objective of this independent study was to examine the relationship between awareness factors, value
awareness, unique needs, and sensitivity to normative influences and the level of understanding of brand name
bags investments. It is quantitative research that collects data with questionnaire tools with a group of people
who have experience investing in brand name bags, 450 specimens living in Bangkok. The statistics used are
descriptive analysis, Independent Sample t-test, One-way Anova variance analysis, correlation testing and
Pearson correlation coefficient test (Pearson correlation). The results of the study showed that 1) different
personal factors; It does not affect the level of understanding of brand name bags investment. 2) Awareness
factors: value awareness, unique needs, sensitivity to normative influences it correlates with the level of
understanding of investing in brand name bags. Ultility, brand value and social value are statistically significant.
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