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BRAND LOVE AND BRAND FORGIVENESS : A CASE OF KHON KAEN
REAL ESTATE
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Abstract

The study aims at investigating the relationship between brand love and brand forgiveness of
Khon Kaen Real Estate, Thailand. This survey employed the quantitative method and used questionnaires as a
tool to collect the data from customer who planed to buy real estate in front of 3 year in Khon Kaen. Finally,
the data of 400 sampling units were analyzed through the Structural Equation Modeling (SEM). The study revealed
that brand love had a positive direct influence on brand forgiveness. The results also supported all hypotheses
of the study with the variances predicted by brand love and brand forgiveness were 32% respectively. As a
consequence, in order to enhance brand love in minds to all customer, operator of Khon Kaen real estate should
put more efforts on Meet and Greet activities seriously and continuously. The operator should also have

information booth activities to create knowledges for customer.
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