TNI Journal of Business Administration and Languages
Vol.7 No.2 July - December 2019

dnswavasdadua uauNanela A21u1371919 azAUANA lLuLUSUR

Y a 1 g.jl dy a 4 -1
maqguﬁmmamwm‘lasziaaummafmaau‘lau

U € o =

Asptiusi Anflaydl

IneauinnssuFearsdini unInerdeaTunTunIla ngumuIueT Ussimalney
finusUszauay 8ia : raetae7@hotmail.com

Fusiuatu: 16 snau 2562; Suunanuatuuile: 1 weednieu 2562; nauFuuNAL: 27 WaAINEY 2562

wWennseaulat: 25 Suiau 2562

UnAngs

e liiinguszasdiiofnudvinavesdadeduanuiianela anulingda wazanudndlunusuivesguslnase
arudsladodudnatnesulad lasldn1s3dodaUsn frenisifudeyaainuuuasuniunguiegisluiiud
nyummumuasiiasiiuszaunsallumstedudmisnisnanasoulat Sruau 200 au Tngldmsduiegiauuuuiangy uaz
Ainsevideyadnedniu Jevar Aede uasmsiasizsinsanaeengas Han15s wui Yedesunnudndvesiiuslag
annsanensainisiadulatedudmaineeulatlundselulfuniian Uszneudae 1) mawdsuanuiurevvosiiu

= o @ % a o eal 1 v = a a o« & | ] | & N
Lﬂ?J’Jﬂ‘UL?Ul%m/LLaWWﬁLﬂmumﬂ’]ﬂaauiauﬁm’nﬂﬁjaﬂmmgu Lﬂuﬂqilf’daEJU?]']’]N?]WLVUFI?QIV@‘U@QVHU 2) Wﬁumlﬁm%

Y

P~

FenlFaudaniule/uenndindunainoeulativiulfegunziognwiaiion aunsowsnnsainisiadulatedudnans
oaulaflunfuiely 16Tian $ouay a6 (Adjusted R? = 0.46) drtadusuanalindavesusinadenisinduladodud
namooulatlundidely Ussnaudae 1) uled/ uenndindunaneeulativiudendedudlvmnuddyuazaslelu
anudFnuesgndn 2) ules/ wenndiadunamesulaiiviiudendeduiransal indald annsanensainafndula
Foaudnanosulaiilunduioly 1§7fiqn fovar 20 (Adjusted R? = 0.20) uariladoduarmfionelavesiuilnadenis
dnaulatoaudmanesulailunfstely Ussneusas 1) vhudiuhnmadenlduinnsdedudaniiules/uenndiadunain
oaulaviviutnlduimadu (udsgndouds 2) uled/ wewndindurmnoesulatfivinudentodufannsnaineniuis
wolaliinuldunnirfiaendsly aunsanensainnsdadulafedudnaineeulailundaely l¢ifian Seuay 24

(Adjusted R? = 0.24)

AaAg: mMasaimesulad anufiswels anulhnsla enwdndluiusud anusdladedunesulad

88



TNI Journal of Business Administration and Languages
Vol.7 No.2 July - December 2019

The Influencing Factors of Customer Satisfaction, Trust and

Brand Loyalty on Purchase Intention in Online Marketing

Weeranan Kamnungwut

College of Social Communication Innovation, Srinakharinwirot University, Bangkok, Thailand
Corresponding Author. raetae7@hotmail.com

Received: 16 August 2019; Revised: 1 November 2019; Accepted: 27 November 2019
Published online: 25 December 2019

Abstract

This research aims to study influencing factors of satisfaction, trust, and brand loyalty of consumers on online
purchase intention. Using a questionnaire-based survey method, the collected data were chosen by cluster random
sampling, and gathered from 400 samples of people in Bangkok who had experience of online purchase. The data
were analyzed with sum, percentage, mean, and multiple regression analysis. The result showed that two brand
loyalty factors that could best predict future purchase decision of consumers were 1) Changing the liking for online
marketplace websites/applications which a person currently uses will be the big change of opinion, and 2) A person
intends to continue purchasing goods from online marketplace websites/application which he/she currently uses.
The two factors could predict future purchase decision of consumers at 46 percent (Adjusted R2 = 0.46). The
factors of consumer’s trust on purchasing decision for further online purchase were 1) website/application paying
attention and caring customer’s feeling, and 2) website/application which customers trust. Both of the factors
could best predict the further online purchase decision at 20 percent (Adjusted R? = 0.20). Moreover, the factors
of customer’s satisfaction on further online purchase decision were 1) website/application is the correct choice of
customers, and 2) website/application satisfying customers beyond their expectation. The two could best predict

the further online purchase decision at 24 percent (Adjusted R? = 0.24).
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