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Abstract

The objectives of this research were to (1) study the purchasing behavior of surf skating products of consumers
in the district Bangkok and (2) study the influence of popular culture and referrals who pass on the brand image
and the purchase of surf skating by consumers in Bangkok. This study was quantitative research that used
questionnaire for collecting data. The samples were 363 participants of consumers aged 18 years and over and
used to surf skating in Bangkok by the multi-stage sampling survey data. Structural equation model (SEM) was
analyzed using Smart PLS program. Clearly, the study found that 363 respondents. Most of them were males with
single status, aged 21-30 years, are employees of a private company have monthly income 10,001-20,000 baht,
most educational levels are at the bachelor's degree level. In terms of behavior in purchasing surf skating, most of
them bought it for 3,001-5,000 baht by purchasing a surf skating from the store and bring it to play with the surf
skating group. The family was influential in the decision to purchase surf skating. From the structural equation, it
was found that popular culture has a positive influence on brand awareness. References group have a positive
influence on brand awareness and surf skating purchasing decisions. Product awareness has a positive influence
on surf skating purchasing decisions. There was a statistically significant level of 0.01, but popular culture had no

influence on surf skating purchasing decisions.

Keywords: Popular culture, Purchasing decisions, References group, Surf skates
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awusnuazasuniudoyaiiesfuinasienazinsidy
dsnaindalanslunsneunuuasuany AuATUANTILIY
571 400 #0819 udLilensiadoUAILANYTAIveS
wuvaesunmiiiiles 363 yadiianldluniside Fafeane
wazdaagnusildlunisifendsiliuuafnves Comrey
and Lee (1992) fiuugtiinvuiangusiiegng 300 fegn

< ° a falal
Judwuitegluinusing

6.4) MyAATIZYTRYA
6.4.1) NMTAATIVADALTINTTAN (descriptive statistics)
\iouanuasaud (frequency) Adaas (percent) AnLade
(mean) LLasﬁauLﬁmwummgm (standard deviation)
6.4.2) @0fLT9eu1U (inferential statistics) wieldly
MsNAdBUANNRAF U (hypothesis testing) Wiomeuduus

Weanwsuayseauladeniisvswadiwuvaunisiaseasng

7) NAN15IY

[
o

NANISIVUASIL

Aidelandunisinsisideyaniy
WN1IN9EdA A5IvdeUTaNanINgNABIYRITBYALAZI
nadniAlauTiasesiuarUsranana wUanIsauaNants
Inszidayasendu 3 duw faid

dufl 1 uanamansiATIeidnvurnIsUsEanImans
VINFUAIBEIIUIU 363 AU WU dulngingusiegis
Wumewne (Fevay 68) o1y 21-30 U (Fevay 46.3)
anuninlan (Fesaz 50.7) Aszaun1sAnwiuigying
(Sovay 46.6) fsnelaraLiau 10,001-20,000 U (3peaz
41) wazdiondwdundnauuisnenau (Fevas 33.6) Tu
51qu§mwﬁmﬁu@%ﬂaﬁm ahuimyj%aiuﬁm 3,001-
5,000 U (Gauay 28.1) Tnsdeiinini (Govay 48.2)
anufiauduauain (Fevazdd.a) Ineiduiunguidsna

vin (Samaz 49) asaunsiiianswalunisdndulate (Souay

33.3) sesasudunsvisedatiu ($esay 31.7)



d1uf 2 uansnansinseideyaliasiuvesdiiuys
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JuAeds dudotuuninigiu wasssAuanungYes
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1. Tausssunsesaten (PO) dsyaunnuAnLiulng sl

Tusgavunfgn da1afewinnu 4.39 Fawudn dn1m

Foyaiieadudinaiinainauiiidnuieaulnddanou

U

FwsAnwgaLaugnfesvedsnainudazfinounis
Andulage

Y a =

2. YAAa1989 (RG) HsvauanuAniulaesaulusyau

q

- a

1109N8A TARALNNY 4.42 Fanuin nunuuely

Suusilunsidentodsain sudufiouvesdoiing
wugdn

3. Msnsenininsrdudi (BA) dszduanudniiu
Tnosulusgiuanndign fieadowindy 4.0 Fewuin #s
Aufudsrafinisinsinnuiuaty wasluilveuiuogudn

Y
v

4. madndulade (RG) fszduarudniulagsiuly

Y - P - o = oA v o
sEAuNInan daafewiniu 4.55 Fawudi dnsdedula
Foangudnwall@svainans azaani uaziinaslavan

Usendunusnaennla

Y

bat ba2
LSy
0755
*0.784

pop1

pop2

pop3  40.770] 0751 0783
L0719 \
pop4 0701
=
pop5
ref1
Ly
ref2 0.767 /
*0.798
ref3 +0.748—
L0712
ref4 0.793
e

REF
ref5

=b.
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8) NANINARDUANUAFIY
91n3U7 1 wazansnadt 3 efiarsansAudvdnaves
ynilafedudsnuing 9 feiulsnisuen (extemal
endogenous variable) kazdaulsnirslu (internal
endogenous variable) Tusuifed Ao Yadeidaanmnil
dwastonsinauladeresiusing Tunmidumenud
Tausssunszuatouddninanimsaenisnsenining

duanaznisanaulade danduUsedns 0.184 way 0.169

ANUARU UBNANNUTILBNTNan19oaunan1sinaulade I

o

wazn1sindulede fA1duUszans 0.528 waz 0.436
AUy wenanidaivisnamsseusenisindulede 1
Anduseavia 0.107
m'ﬁmwﬂfﬁmﬁuﬁwﬁ5v1%wamamwiamiéfmﬁuh%a i
AndaUsvavs 0.202
ayunmnsnverinusTsunsEuallvy uanas1eds g
ATENinInIIdUA waznisindulede awnsaneinsaild

Soway 52.7

e

0690 (719

ba3 ba5

0.785

pd1
0.748
0.804" pd2
o
pd4
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15199 3 : BvSwavesynlady (Antecedents) Nilnadafuusniu

(Dependent Variable)

fiaudsnu R? answa PC RG BA
BA 0.465 DE 0.184 0528  N/A
IE - - N/A
TE 0.18¢ 0528  N/A
PD 0.527 DE 0.169 0436  0.202
IE 0.037  0.107 -
TE 0.206 0543  0.202

nEk98 - DE = Direct Effect, IE = Indirect Effect, TE = Total Effect,
N/A = Not Applicable

M50 4 1 HANTVAABUANLFAFIU

AuNAgI NANSNAFDU

FUNAFIY

LAmusssunseualloniisvsnaldauindenis atiueu

AsEniingnsdum (PC -> BA)

2.yAnavedeliBnEnaluIndemnseving atuayu

ATAUA (RG -> BA)

3 Jausssunseuationddninadauinsenis Tyfatfuayu

finduladaidsrianiia (PC - PD)

4 ypaadsBalidvdnadauindensdadulate atuayu

dslafin (RG -> PD)

5.nsasgnininsduaiidninalsuindents GTGINY

dndulazaigsvain (BA -> PD)

HAYDINITVAFDUANLAFIUAINNI1974 drunsaaguled

Tuusssunseuallonddnsnaidavindensasemingng

a « a a

duAn YAAB1IBINANSNALTIUINABNIATENTINIATIEUAT

v
N a

warmssnaulageadivain mnssminindudniavsne

'
v a

Wannsen1sinaulazeawdsnaiia sgreildadfiay

o

[

PEAZAY
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°

a6 < ' a o
W IWELAS 9Y19lUEN

o

AgyNszAU 0.01

9) pAUsI8HANITINY

v & a

PNNSANYMALINUANUTUNUSLTILATIFS199098MTNa

Tmusssunsruatisuuazunnadedindnasenisanaula
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o v A

aauAeesditudAyseau 0.01 wansbiliiuin Tausssu
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nwarasendnlunsidudinunsewadouvesdenuloty

i’y
Pan @9nAaaNUBLIANYDY Williams (2001) Alawansli

q

Wi unvudeududsiaudiuanniousuveu auiaduy
AuAwaylasuNIsEausUIINdIAL Feanusaasune e
Anufenlundaduandudrunidadunauiannausauding

P50AILINA DY

a a a

2. YAAAB1NBAIENSNAuINdon1IATENTinIns AU

'
o v o

pg19idedANSY

o

o

U 0.01 uansliifiuin yanagiaded
Huslnasdinyiliguilnaandinsdua uaziindansdum
1 @onAaosiunNISANEYI989 Agung, Darma, & Mahyuni
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vosdudle

3. Twusssunseuallonlifidninaleuindenssindule

'
°o o o

X as 3 ' N o v -
FRLYINALNR 813U N 0.01 wanglALALI TusTIy

nszuadonliviliiAansdndulatie andeyanifinw wud

Y

wifvzfinszuanuiendinduladodsainazfnwyanu
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a
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'
aaa

P19@8R7N 0.05 A1sRANUTARSITUNAITENLS 91NN

Wuauazusun udasaune

a v

ain aghelived

@ a

4. yARa819BelBNINaLTIuINdan1sAnduladeidsu
yTi5zeu 0.01 uansliliiudn ynnas1eds

a a o
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o
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0

™0
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