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Abstract

This research aimed to 1) Study the level of consumer opinion on information and accessibility,
purchase intention, marketing mix, credibility, and brand loyalty of electronic products in the
communication computer category. 2) Study the influence of information and accessibility, purchase
intention, marketing mix, and credibility on brand loyalty of electronic products in the commmunication
computer category among consumers in Chengdu, Sichuan Province, China. and 3) To propose a
guideline for developing the market for electronic products in the communication computer category
that meets the needs and expectations of consumers in the said area. The research used a mixed
methods method. The quantitative research collected data from 400 consumers using an online
guestionnaire. Quantitative data were collected from 400 consumers in Chengdu using purposive
sampling, while qualitative data were obtained from semi-structured interviews with 20 consumers.
The results showed that 1) The level of consumer opinion on the studied factors was at a high level.
2) The factor with the highest relationship to brand loyalty was Product confidence, followed by product
credibility and product impression, and 3) Market development approaches, including 3.1) Developing
product confidence (CO), 3.2) The results indicated that product confidence had the strongest
relationship with brand loyalty, followed by product credibility and product impression, 3.3) Supporting
information and access to information (IA) and information reliability (CRE), 3.4) Developing distribution
channels (CS) and price (PP), and 3.5) Promoting purchase intention (Pl) and satisfaction (SA).
Keywords: Purchase Intention, Marketing Mix, Trust, Brand Loyalty
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Cloud Computing, Big Data, ‘fjﬁyiyﬁﬂim‘t@ (Al), Internet of Things (IoT) wag Blockchain (Chineseinfo,
2023); (Thaibizchina, 2021) 3nviadsfitladvaiivayuanaeldnsiFouiifisduosaaides uasniaifiuls
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pglidpd1AYy 91n51897UY83 China Internet Network Information Center (China Internet Network
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Ussedu ntili351sudenman iudeyalnenisdunuaii@edn (In-Depth Interview) tnan1sfinin
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ety {I3e3aldIsimunvunanguiegdlagldgnsnisAiuiniues Cochran, W. G. wuuitlainsiudnuau
Usgyn3 (Cochran, W. G., 1977) lnengudiegiadelsunanivanguilaaludondsy §1uimu 400 Ay
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i3asflonsifelduuvaeuanuuniedioqit widassadseendu 3 da Usenoude
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531 9 90 dwi 2 Wunesiaeiesdomduduusdeunusssy lunsiiusiusudeyaiidelidnuua
(Adaptation) 1nsinvesinIdeuazinivnisiaazyiTunladnisnuniuwissunssuun tnevinnsusula
wihzauiuusun Wielmdlaladesnniy wavthunasadunuvasvauiidnva dutemauildunnsin
WUUALATA 5 520U (5-point Likert Scale) (Likert, 1970) iafiosmsinillomidanuaziduntazanmiiug
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Toyaidinaunimiusiusuleenisdunivaldadndundn nsdunivaldniuniswuy
unthfurienseseulaansseying Bidelilvdunivaiuansaufaiuiasszaunisaildogng
Saszanniuiusnuvanedn nemursdeyaisnanmeaduluiinisdisanuddn ieued way
AnuAniuBsntle e USuUsssAnuNadwsvesdeyalisUs i warlideyafiisoaziBunuay
AsOUARNEINTY NMadLiunsieTEmsideuuunaumaud eliiulafsanunsouaqulunisn
5. M3ATeidaya
5.1 Myaszidoyaidel3unu
511 mAdnneidoyaiiuguresireuiuudeuniy MelingisyiunnuRniiu/
seeruaNdIfny fuUsteyanaznsidifdeya FauUsmudslade sudsdrudszaunianisnain
fudsaunindedie wagduusarmAndlunsdudn [adflamssaun Wun Afesas Anade uazen
dudsavunnsgiu
5.1.2 mﬁmeﬁmmé’mﬁuéswdwﬁaLLﬂiﬁgmmﬁlu‘[uLmaﬂﬁ]a‘ﬁ’ﬂﬁaawma e
MmAdNUIEANSandUNLSITYINdDI LU aiAN19ILATIEI9AUTENOULTIEN529 (Exploratory Factors
Analysis) Idanandaiug Usznoudeanlony (eigenvalues) faus 1.00 Fuld dusuaussAdsznou
forsanAtimin (factor loading) vasiauusaaus 0.60 Fuld 5@’5%1‘1_’1‘145&7@34“@1‘7{mmzaﬁlumﬁmmﬁ

29AUsENBY (Hair, J. F. et al,, 2010)
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5.1.3 MyBATIRTRaeuALdenndovadlinaladedianve Tdatifayunuy
(Inferential Statistic) waglusunsudn5agu Amos Jwmszviiadededudu (Confirmatory Factor Analysis:
CFA) haz AT i Idun19nNENRUsAILAILUUANN1TIATIA319 (Structure Equation Model : SEM)
lngldnsitasesidunig (Path Analysis) Tiasieniindeyamunsdmsunisieseidadenselal KMO
fannni 0.6 asmudedmunidesiudmsumsinseitiads Fnsdidoyaansalddmsunsinse
Hafuld nsvnaeuIiumanaLes Bartlett (p < 0.05) Ustasnumnzauvesdoyadmiumsiamey
Uadumsiinsienideya (Hair, J. F. et al,, 2010)

5.2 MFIATIENTOLATIAUNN

5.2.1 N5959980UT8L19939108300Ya AnNTas wenUselnndaya uwagdwun
sonlunmany dangudeya

5.2.2 MSIATIERE0M (Content Analysis) Tngldnisidesloadnssn (Logic)
Annevinrmdiniug arundenlosesteya uazaudeya (nterpret)

5.2.3 foyaiilfainnisasuiinnu (nterpret) a¥13doagunuuguils (Inductive

Conclusion)

a o
W8IN13398
HaNTIREIIngUszasdten 1 iefinwiszduanufnmiuresiuslaaluliendsy uunaEiu
UszimeRu Nilvieladedoyauaznisidnfedoya anundlade diuusvaun1annain AnuuLedes wag
AUANATUAIIAUA YesmdnsiuriBiannsetindUszianaunsalrenfiunesnaudess sduauAai
o U tnealuileaday uumalaniu Usemedu lldeladedeyauazmsidnicloya anunslage diuuseay
NRNSIAIN ANULFete wasAMuANAlunsEuR Yemdniueidiannsedndusziavgunsalaeuiiames
oA ] a1 A [ Y a i a N 14
naudeans nuin lnensuianadveglusedvinniign (Anade = 4.47) WeRinsanuensieasiusenoy
! (3 Aa = L [ A A 1 ! N ! 3
WuI1 asRUsEneuniiaedveyluseiuinniign fie dulssauninisnann (Anady = 4.68) diuesrusenay
P 13 a = [ 9 = A o = o o ' A - a
i 4 ssduszneuiiaadeegluseduinnfigaduiedny lnelesdduresanadeanuinign Ae
= = & - Y o v v A a v i a
ANNUIele ANAdlate Tayauazn1siinfleya wazanuindlunsdudl (A1ede = 4.57, 4.43,
4.41 udg 4.27 AMUAWIU) T19ALIBARIANTIN 1 Aadl

M151971 1 Aedeuazdrundosuunnsgruanudaiuiedadendny

fiawus x S.D. 32AU
1. Toyauazn1sindeleya 4.41 0.57 1nilan
2. asialade 4.43 0.65 1nitgn
3. duUsEaunIINIInaIe 4.68 0.40 1niian
4. it 4.57 0.51 wniian
5. ANUANALUATIFUAT 4.27 0.47 1niian

Anadesu 4.47 0.52 wndign
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drulszaunninmsnain evudeie Nikaneruinflunsduadidnvselindussunmgunsaineuiiumes
naudeas veauslnaluilonday uamaaaIu Useinadu

Y

A38ALTIUNNTNTINEOULUUTIARWNNANLRZIY NATAILITULNAINLWIAAKAE N U NINEITRY

1A v Y a

PilanunaunduiuteyaidausyInunsell Faman1InTIaeUANUNANNAUTBHUUTIABINNALNAFIY

Y

fudeyaliaUsedny¥mien1sInT el uUTnaeaun 1sielaseasne (SEM) wudl Wuudnaenuauufigy

[V 7 [

£ =) = a 6 ﬁ! a v = . [ -:gl’ ! [ 3
mimmmmamaumﬁuayjaLmﬂizf\mw FINIITUIINAYUAIUNANNAU (Fit Index) AU ﬂ’]vLﬂ-ﬁLLﬂ'J

unssngudeg1aditdeddymeainnissfu 0.05 (p = 0.057) Y= 7.657 df = 5, A1 Probability level =
0.182 , Y%/df (CMIN/DF) = 1.352 , W@nq3uuudnaednsindanuaenadosiutayaiisusednyg lng
W130d19NATLTRTTAUAINNANNGY (Goodness of fit index :GFI) = 0.992) , wazAwiinAUNaNNaY
fiUSundn (Adjusted Goodness of Fit Index : AGFI =0.965) §461 GFI way AGFl SA1u1nn31 .90 Tng
faapsribadialng 1 uansiuuuaesiinnuaenndesunznaunduiutoyadUszdng dmiudvd
vonAAuRaAAdeuTadlIAG Ao AdvlisnvetAaAsidtaeuensUstanuAIALAIAAE Y
(Root Mean Square Error of Approximation : RMSEA) i@ty 0.054 %Qagﬂlﬁ’i%wmﬁaaﬂﬂﬁﬁaﬁﬁ
SvdnarenmAnAlunaumdidnmsedndusziangunssinenfiune sngudeasvesiuslnaludenday

umAERIU Ussimedu danuaenndesiudeyalieUsedng swazBendanin 1 dail

X2 = 7.657, df = 5, A1 Probability level = 0.182, Y %df (CMIN/DF) = 1.352,
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o o o o
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