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Abstract

The purpose of this research was to study examine the consistency of causal relationship patterns between
online marketing mixes. perceived value brand credibility and purchase intent of customers and study direct
influence indirect influence and the total influence between the online marketing mix. perceived value brand
credibility and purchase intent of customers in the furniture business in Thailand. Questionnaires were used to
gather the data from a sample of 540 Online furniture buyers and Customers with purchase intentions in Thailand.
This research collected data using a stratified sampling method based on population proportion from 10 online
furniture pages with 10,000-100,000 followers and were randomly sampled by customers who contact online. The
questionnaire was used as a research tool. The statistics used in the analysis were frequency, percentage, mean
and standard deviation and structural equation model analysis.

The results showed that the model was consistent with the empirical data. As for the results of the influence
study It found that online marketing mix had a positive direct correlation with purchase Intention furniture online.
The analyzing indirect influences It was found that the online marketing mix had a positive effect on perceived
value and brand credibility. And both factors had a positive direct correlation with purchase Intention furniture
online. In addition, It was found that building perceived value and brand credibility played a role as an intermediate

factor in the relationship between online marketing mix and customer purchase intent.

Keywords: Brand credibility, Online marketing mix, Perceived value, Purchase intent
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5.1) afadseysiu (inferential statistics)

HIdgiiaszndeyalagldnisiiasgiaunislaseasng
(Structural Equation Model: SEM) Lﬁawﬂaauauuagm
n15398 Nsassuuudiassaunisiassadrndulszlovd
pgeBsdmIunszuIuMIvesN e toRaumgu] ua
I¥nane1dulsenilsvosnasguluniside (Hair, Sarstedt,
Pieper, & Ringle, 2012) Fan15TiAsgriaunisinssadradu
WALANISIATIERANNAFIUTEN I IMUTUES (latent
variable) nane 9 Yadeniouiu n3eisnsinsizndeya

s

na1efuUIIUNEes (second-generation) lnein15 A

¥ '
N

auanuguiewrssudaya lngludnidnidumsimsey

]

€

£

DUk 2 d@u laun

5.1.1) m3vnaaunIshasuanuuuyUng (Tests for Normality)
flefinnsanernu (skewness) niammiliausnnsves
nsuanuas unmsmmuin fudsislegludanuuiing
wanuadludnuasidde (Aanudiduav) wanvindeya
suaaﬁal,l,ﬂifhuimgﬁmﬂzLLuuqaﬂdmea?ia Tnediaraayd
08389 - 35 9 - 81 uenaniiiiefiarsanAinuldg
(Kurtosis) #38A213geu8sn3uanias wui fudsiisleglu
fuvudaduuinrieasninaranulaweddnnilnedan
anuleisagsendng -1.49 fa 1.18 Fodnegluinasifivonsu

o
[

& (Kline, 2005) ftusefimnumunzaufioziluinsey
folu

5.1.2) Wuud1899n15799 (Measurement Model) LuUU
$raoamsialumsisendaiinisinsiest Alpha ves Cronbach
NSNAEOU Kaiser-Meyer-Olkin (KMO) kagn15LAS1E%
JaduL@e8udu (Confirmatory Factor Analysis: CFA) W@
msfinwmu wdesilen133dun1msan Cronbach >.92 s
wansiuinadesflefnnuundads (Nunnally, 1978;
Peterson,1994) d1%Sun1snagay KMO H¥n3w1n15uie 1l
11A7588UFUAT KMO .80 #38and1 (Li Y.,2015) Lazka
M3y KMO = .91 Fafletneeusuinas

Ya v o

YONAINUURIFYANTUNISIAT 1T TITUTUNNS

a s U a & o & a A A o o s
WAs1zrivadedetududuiasealloNAnwiAUdUN WS
SeNINFIUSNEWNA AaziawUswaa (Brown, 2015) wand
A153LAT1E U8B UEY HANITNSIAFBUNITILATITI

JaduiBaguduiuuinaesdiulsraunianisnaineoulal

1% '

ANSSUSANAINULN AUUILTBNOABATIAUAT LATATIY

U9



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

ndlage lagasunudnAl CMIN/DF Hadindn 5 uansdtsinu
VN9l wazAn CFl TLI NFI GFI AflA1unnninusawinny .95

' '
a o 1

S7U09A1 RMSEA 715lAsnan .08

6) NANINAADY
6.1) ajUNaNITIATIZVTRY AT IUYEINGUH 106179
MUUUABUAINTINIU 540 Y NUIHRaUaBUAINEIY

° I

g dumends 929018 21-30 U fgidwweglunianans
fiselfiadesodiou 40,001 vl TaewgRinssumsine
Arlddelunsteamesiinesanurstulngiadssonss i
91 5,000 um wazdwlngivszaumsalmstoiesiiaes

aaulau

6.2) MINTIAOUADIUNTUTIATIATN (Convergent Validity)

Alvanvesdaduagsening 0.50 84 0.84 wasiiszAu

'
o o aaa

Hod1ANNanay .01 Laned1 ANUFURUSTENIeAINUS
dunalanuiuusudsegluszdud Iagdwdsaiuaing
FrungiiAngeiign (FL=0.84) wananil dnsiduingm

(Critical Ratio: C.R.) #58@1 t-value ¥DI518NISUUINGD

£ £
o ]

N15338 0g381niNg 5.37 fiv 16.28 edydawmarilunnnia
1.96 wandliifiuinguuuunisideluasediiunaeing

ASIABULTILATIAS S

6.3) HANITATINTOUAINTOAAABNAUTOYAITIUTE TN YYD
luna

¢ ¥

dmiviiasgideyaguuuudiulseaunien1inana
oaulaviinluganusdlatovesgnén 1¥nsiiaesiaunis
1A598514 (Structural Equation Model: SEM) n153LAS18%
aunslassasradumadianisinsziauufgiusenine
wUsusls (latent variable) viang o Jadenseuiu vvedeya
sanefauUsTuiiaes (second-generation) ludauiihieya
fiftuann géuasdavledeesiinesooulafluuszina
ng Mdundunedna $1uru 540 4a Tnefidonsavasy
ANudenndesvadlunaiudoyaidausedny (assessment
of model fit) Inefadiildlun1snsisaeuninuasnaios
naundiuveslunaiudeyaldeuszinvdseznau 31nA13

ASIVFBUASIN 1 WU A1 X2/df dA1 6.84 Armadl CFI &

AN .84 ANyt TLI dA1 .79 Aneadl NFI dA1 .82 A1 RMR &

A1 .01 Aeell GFI 8@ .89 wavA1 RMSEA i1 .10

a ¢

NKANITIATITINNUI TANFIRraIeA blEIuLN U9

Ya o =

Faduuga §3eTeusulassadisuvuiiaediifiany
winzay Tnsfiansananassiuiuanluealulusunsud
1Hlunisiasigidoya suaindrdvinisuiuluiaa
Modification Indices Wui1 AAwstl X2/df 3R 2.98 Adail
CFl 3@ .95 Arawil TLI da1 .93 Andwdl NFI da1 .94 a1
RMR A1 .01 agasil GFI 3A1 .96 wayA1awil RMSEA i

= £% (Y%

A1 .06 Feaguladn lumalianuaenadesnauniuivtoy

Po))

¢ o

WeUsedny agluseAud AssuR 2 uaslananaiinsering

U

=D

N1InTIvEUAINABAAGEINaNNTUBdliAaiuTay ALY

Useany Tumsnan 2

A5 2 : MTLEAINATIATIERATENNTATIEUAIILEDAAGDS

naunduvedlumaiuteyaidesedny

Anadl naudsuluna wasusuluna
X2/df 6.84 2.98

CFI .84 .95

TLI .79 93

NFI .82 94

RMR .01 .01

GFI .89 .96
RMSEA .10 .06

Chi - Square = 137.32 Probability level = .000 n = 540

JUN 2 : nmuandlassasiawuuinaes



6.4) HANATOUANLGG 1N NG

NAILATITUNAFDUANNISLTILATIAS 1L UUTaBIN15IY
adedl HANINAFOUANUATIY 3 U9 2o

H:c dauuszauntanisnatnesulauilainudunus
nsadauandennussladomesinedeeulat ogredl
Hod1Ayn19ada .01 dA1 P-Value vy .000 Tasdian
dminiadowiniu 29

H c’: daudsraunianisnaineeulauinnudunus

nassuBauindennuddademesiiaeseovlal agnadl
Hod1Ayn19ada .01 A1 P-Value vy .000 Taadian
duiniladowiniu 55

Hal: dquuszaunisnisnatnesulatininudunus
MansadauIndenutdeiononsdudn egheitudde
v19adR 01 fien P-value wihiu 000 Tnedlinmeindade

WINAY .52

v 6

Ha2: duuszaunianisnainaaubauininudunus

1% ' 1

NMInTUBIUINAen1sTuIAMAT edniifudAynieatia .01

A1 P-Value winiu .000 Taefianinidndadewindu .77

Hb1: Fﬂﬂll‘lﬂLﬁi@ﬂ@@l@@liﬂﬂUﬂﬁJﬂ’ﬂhﬂMﬁ NATILTY

o

vindenudsladeuesiinesooulay edreilteddaymns
adif .01 1A P-Value tvnfiu .000 lasdiauintdntadey
WU .20

£

Hb2: M3FuiAumMTANNEITUTNWTITUINABAIY
felagaulasiinnseaulay egnadituddmeada 01 e
P-Value Wity .000 Tnefidthniintlasewinfu 58

dlofinrsandvdnanimssuazniaden dunsinss
SvinavesiuUsdudidwmarensindulade Usznaudae
Bvdwan1amse (Direct Effect: DE) Bvigwani9oeu (Indirect

Effect: IE) wagdnsnasiu (Total Effect: TE) wuin

fa a

dulsraunianisnaineoulatilidnsnaniawmsadauin
faAUULTanaRansIdUA1 UAunntade v .52

U NATYAIAYNNEDF .01 LEUNIDNBNANNATUTIVIN

YasauUsEaNNI9INITRaInepulatlANUAUN WS N1 9959

o oA

Wauansan1sSuiaue dardmtdndadeindu .77 agradl

Y a

Y
Tadfyneadd 01 dwsuarudiedesensidudnd

I (= TN aa

110U .20 ByNNUgAIAYNIeEns .01 & ’J‘Llﬂ’ﬁi‘UiﬂﬂJﬂ'm

=~

aﬂ%Wﬂ‘ﬂ’NWi\‘iL‘UQU'JﬂG]E]ﬂ’J’]QJWQIQ“UB umu’muﬂ{]ma

97

Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

o

wWirfiu .58 agnlilfedrdgnieadii .01 anvingdulszay

N19N159a1M 00Ul AUL BNTNAN 19N T ILALN19DDULTIUINA D
AMUAILATD tngdnSnaniemsallaruintndade windu .29
amwuﬂmﬂmmnaam 01 @udndnanievey ummvmﬂ

C - Y

Uady Ay .55 egelidudiAagyvieada 01 dsnanslu

A15799 3

AN597 3 HALATIEAEUNIBNS WA (Path Analysis)

Path Analysis DE IE TE duNAgIU
Mix —p Int 29% 55% 85% gousu
Mix —p-Bra 52% 52% gousu
Mix —pVal 7% 7% yousU
Bra —p Int 20% 20% gausu
Val —p Int 58* 58* yoUsU

e * viineds seauliedAnnieaia .01

7) nseaUs18Na

' 1%

HANTIATIEANUIN AneuasuamdulngiJunandga

U

P90y 21 - 30 ¥ fnfiduueglunianans T5ieldiadese
Wou 40,001 VALl Taewginssumstieaildanelunis
Foweidweinnuacdulnendssends d1nin 5000 um
aulawlesiwesuszinnesiwesildluiosdnay was
dnlngiiuszaunmsainistemtesiwedooulad
drulszaumanseaineeulauinuduiusnms il
vansenusslazemoiinesoeulal dauuszaunia
nsnameeulatianuduiusnnsadauindenudle
Fowlaslinedooulatiislunsmsiuaznisdey Sawuin du

YDININITINT MU FINAFADAUA LTI N BT UL DS

LYY

paulatuiniign lneguilanlianuddgyiutunaunis

<

#9ven1usTUUaaulatiiANELAINLAY Y @NN1SORAME

d@aunny vsevedumlanaanlial Jusnsdndanlesiiaes

= £

099 UL NARNBTUSIUDININTNWAVDIS1UAN

a

poulatazfoinf uazuITeuad Alin Prachayapanuchart

Y

LY

(2018) wuin Fuilaalianuddyiutemenisind nine

¥
A a

Tusgduunnuagguslaainnuasladeduiiarduusudlag

suegluszAuinn waldaenadesiuidy Parmana, Fahmi,

LY

and Nurrohmat (2019) N8ududlnuszauni1anIsnaa i

¥
o

dnSnasanisindulate lnetad

v
o

LALNNTAASUNISVIY DNIAUNARA UL NI TLaDs bai I

a P

gNUBNSNAUINAD 51N



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

2z dudun1seankuuasiiaasivinliandqladne way
Lmﬂ&mmﬂ@jLLﬂQ%’uLLaxﬁqmmwgq sl NaLATEIU15D
W Y o ° a a0 v Y aa
wisdule Hdwan anuazaInlun1stisedu NHesuANR
a A o a v a Ay a o
fudwneiedavnduduazusnsnguslaadenisluian
aa
WaTAUNNLLNZ AL
drusrauniansnaineaulauinuduiusnians g
YINABAIUULTDNBADASIAUAT WALAINUULTIDDBMABAT
FUATANUFUNUTNATATIUINABANUAI LAY LDDT
poulalAinuINTL denrdaeiuIIuIseves Erdem and

Swait (2016) na1ri asnduRndumIomunedsdyay

€

Uslnalinsenintediuuszaunianisnaia vilviguslan

calle e

ANDAAINUTALIULALAIUFLLAUDVDIH I AUIASIAUAN

a v

wazANUusnvesmsnduailudiuysraunisnainayyiou
THiuiosdnsdnvasifiuwilduasyilinsdudadiaaiy
mL%aﬁamn%u uaﬂmﬂﬁu Natthaphong Rattanaprom
et al, (2019) WU avudedoveaSulesuazdadudiu
Uszaumanismandsnaionisindulaidondedudisinu
dumesidn
druusraunianiseatnosulaudanuduiusnmsud

1% oA

UInFeNsIuANAT Larnisuinaalinuduiusiemse
WWaulnaanlnunsladeasiianseaulaliiuy1ndu

genAapanyu Hanaysha (2017) Auansloiiiudn diulseau

1% '

717901598108 KHaTtWLTIUINBYNIIUINABNITSUS A A

Y 9

TAYRNILDETINUITNT AW ALY DINIINNT

InUUY
o £ £y & o 1

fnaludsuanuazddedfy wenanil waawsdiusdan

! v o

SIALATBINIINITINT MU Na UL TIUINBE19UINA D

n1ssuiamAn Beaennneeiuauideneunti Issaryaporn

Prhomhan (2018) AnuI1 n1s5usanuAlaesId basuiu

Y9

nensoimsdndulateimesinoinnudstuvesgusinaly
nyavnvuAsle wazaenAdediu Benya Whangmahaporn
and Tipparat Laohavichien (2021) wu31 a11uliansladl
SvsnaTN AT IaT NS eusen1sRalageaudluden

soulaingdn aulindaidnsnannsaienmuansui
Y . .

Iolunstedualudsauesulatdinagdn uazauansuila

¥
A a v

dvsnasionsndladeduiludnusaulatiadn
aguladn msSuiamduazaudnteionons1duan
Juduusdsihuiuuunsdi Hewfinanudsladevedgndi

Tugsaulesimesinudiutszaunmnainesulatazsios

98

ansausenauladte dRanin TsUkvuvainuaty wae
nseenuuuviualiy TudusiadesaunsaiuSeuiiey
FIduUAls dauduatiusinidnel saufgnniinig

Fanutiniu wazillmdandiselanainnaieyeanig au

£ a

99919N15993 M8l UASRaNAIE@INNSORARD @aUnIU

Y

a v

730P0aUALINAALIAININNTD

a a o 1

fusnsendanestiaesig

v oy
o o A

7 SfununsFRerusruUeaulautuliANNEE AN

v

a

wazde warntiwnanesuvessureaulatardnanm

Y

a a [

YONINNULAINTUNISADAITUIATUILADINUS NISUAINTS
Pewarsulsyiunsitau nglddelavannalrgauuiaula

o ' o

wazluUsynduiuslignAnlasuiednainane wagiu

Wasiiaaseaulatuinisdalustudu WU an wWan kan Loy

v
v @a v ] 1

ludiusunisdeansadvaniinudiAygnA1asdedu
2 saa oA A v v al' o
Vulganiinnudndedis wazauisodunideyaiieafiu
&a [ 1 6 1 1 6V =
wlasiiaesandemsesulatdie 9 wu wanadn leod
L3 =3 = v 1 =
Taien wazthelavanuuivdanuasuiuaula sads
AuNIsAeaIsdINYAAAIABInITaUNUInoUlAvI oL
TwasiBunlaensaiugnAn Inmsdedeyaiuzindustueu 9
nnssiuanuaularesgnal wazaziesdnisliAwuzii
o = = YY) o 1 < | o =
AUsSnwIReiuTeadenns 9 Wun1sdiuia J95easiden
AanaaudmalinnuaslagevesgnAnivinndy Falild

1%

dsmalunansafisaindudidmalunsdounnunisus
AuALazANILTeTeronT1Auf1 donAdesfiu Benya
Whangmahaporn and Tipparat Lachavichien (2021) wu31
aulindlafidvdnaiemnsauaznsdonsonisalade
dudnluderuosulatladn anulinsdaidnsnanimss
sonueisuslilunstodudlufiauooulatiudn was
uilafisnsnadensitlatodudludsausoulay
wiwln uaza1ideves Vidyanata, Sunaryo and Hadiwidjojo
(2018) WU At dederensiduddududsddaly
naifiueuidlatevegndn Tasaruindedenensidudn
szidudonandluninuduiiusseninanissusessidedes
(influencen) wagarwdalate uiinisveudsosulaay
uifenunnlugalamAdny msizidudesiuisain
agmnuegsdmivguilan wiffarundsatuiy vivli
Fuilaafiansantsmnnidefiedensdudneudnaulosi
g3nssueaulall Afesnisnevaussiisaniuaziduing

UIMIdndannsaian nMsdweududniuidwesuilan



warAuazadIntunsndaduled wazviatnis@neidliu
Uszauneniseaineaulatiannuduiusni1ewsadauinee
5 .«:gf &a I3 1% v a 1 £ =3
ANuRdlataasiiaeseoulatluniedaudsilliundnwe
wansliiudeninudidyveinisiuinuainazainy
oA A | a v o & PN '
Unedosonsdualugiugdinusdunaisiiazdinalu
N1999UTENINEIUUTEAUNI9NTTNAnoUlatLaE AL

& X A A X
AalagaMAuuINTY

8) vorauauuzdmsunsiwaluly

mnmsfnwadsd agudaiauonugdmiunstaalld
el
8.1) audszaunrnrsnaineeulai

dmarenruiilatouteiiineseoulay fadu fusznau
mssndudeddimnuddydediuussaunianisnan 3
ADINAUHAIUAIUY TEAUNINTARIAYNBIAUTEN O
dmdusiunanda weoslwestuasdowunsauszneuld
Peuazdigunin Tuiusen gnArginsidieudigusiag
westiosiuuusuddu 9 defuasdoauanidanudue
Wesiwesiusian uenaniinisdrsziiudesiiniaden
RAINNAWYDINN LUU UnsiAshn d15zUatenis sauded
wmsindanesliaeddwatenis dnduneunisdedeniu
svuvsevladiufosiinnuarainuazite Jusnisndanis
vsnariulsziunisldeu Tnsgndidulugidonde
westaesiusaulal ﬁaﬁuéﬂizﬂaumi%ﬁma%w
Suledifianuindede wazdidoamedmsulignaaum
Foyanyemnieaulaing q W mwamadn led laduen
azinlugunseansdyena Sudufesdinsaunuiney
Tegesind wusihuaslvsmeandonietumesdes

Tngnseiugndn uazadewmssiuanuaulavesgnAiig

8.2) panniudedononsidus
desmngnéndulvgidenteeiiiaesiuooulat g
aeiinmsasunuaIngiiusraunisal (MITHEUA) 3030
NMFANTAUNTUIUERANY IIUIULRAMULINLEAITIAIY
inideieronsidudunniduiy i isznounisais
Tiaudfsediulsyauniinisaaineeulatifiaiunse

Wilvgnsasearuiideiorensndud easeszaunisal

99

Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

T v
Y =2 a (K ] 4

dgandn Fedunatuazdiiouszaunsalialn

1Y

UanAn
Y

snednly

8.3) ATV

Y]

Wesnngndndlvgidendeleiiiaeivinh damnn

v Y

v < fa s 1% o "y
LLﬁS(ﬂ'ENLﬂuLW'EJTLJLQaiﬂﬂ'm’lﬁﬂﬂi'lﬂﬂ?'lﬂﬂi%ﬂiﬂ%LLﬂQWU

=

Viunsewungungau squdeidnfianelalielddande
wiastinesNTuveu lnaesiiaesiussdaainlvdud

P [ £

UTTYINIATNHOUABNY AINULAINUTZABUNITAITHNAR

Y

wiostinesTvinssdennudesnsvesgnan uazgautdunis

1% o & 1 '

a¥1an155usRnAsiamasiines H1unnYemIaiie o i

N133338UA A meanevisedflandeulnl iiediludgianun

mMsendulatelusunns

9) YaLauaurLian1sIvuAsInall
9.1) masiinIsmaeduUsou 9 MingatugsAunesiliaes
WislUSeuiiguuseansamsuuuunisdrasslunsain

wansinaiuly

9.2) mIsANYINIINADINITYINGUgNAIToINeTTiveT
poulay

wazanwuENgAnIsuN1TTaManzluliazeyenTn

Y

wieselinAnwidoyaidedn wu 11ednngugnAniigeeny

U q

wndu esnindagiulssimalveindsinndgdeay

9.3) idonnquguslnAlanIEnguLUUIDIL 1SN ian
NANTIANHNAY

WiednwngRnssunazdadesusng g fonadutladen
deanengAnssumsdeduniussuuosulatiazngfnssu

o &
N3 NYD

9.4) masdnwiluideaniugusznaunisinesiive Wy

ﬂﬁzﬁyzzasﬁdﬁﬂs‘;enaunfi54Wa§ﬁz@ai’aaume
Lﬁai%’l,ﬂul,l,mmﬂumsﬁmumqmmam%miﬁmimu

vosUsznaunsviduiteeuladlvaensudunginssy

vouuslnauaran1iznsutiuluusaraniunsalld



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

NNANSTUUTENA
YevUNTEANEUsTNaUgInafeaulauiingaulinIm

v v .«:4' v A o v Y Y <
NUBUA maaxnmauumiwayjaaumu

U U

¢ &
aYLATIENLUY

'
1 a

Uselonlednde uazveveUANEnauLUUaRUMNYN U7

Tranusiuilanaraaziarlunsnoumaunidiudfalu

o

o ao & o & Y a
AN UIUUTLAUANUEUIINIA

'
a

D=1 3 Ao = ad
?jﬂ‘vnﬁlu ﬂmﬂiziﬂ%mmzﬂ’ﬂﬁmauw&m%Lﬂ@]ﬁ]’mﬂ’]i

@ '

AuAIdaseluasell HITEvaNBULATAN U1SA AIRNSE

U

Y o o 4 C% | 1 a
vmaslauagiinsaduayuduege

'
a

AARNAULLAELITDIN

o a o =]

wanenn udeTuiifiveUszauainudnianasnaugiidiu

\Wetaemnvinu

REFERENCES

Ajzen, . (1991). The theory of planned behavior. Organizational
Behavior and Human Decision Processes, 50(2), 179-211.

Alin  Prachayapanuchart. (2018). Factors affecting purchase
intention of consumer in Nakhon Ratchasima on house
brand products (in Thai). (Master’s thesis). Retrieved from
http://sutir.sut.ac.th:8080/jspui/bitstream/123456789/8031/2
/Fulltext.pdf

Ananya Uthaipreeda. (2018). The effect of brand trust and
country of origin images to purchase decision case studly:
COACH EST.1941 NEW YORK (in Thai). (Master’s independent
study).
123456789/1149/3/ananya_utha.pdf

Retrieved from http://dspace.bu.ac.th/bitstream/

Apinya Thangprasitsil. (2019). The reliability of information

sources on Facebook that affect behavior of information
(in Thai). study).
Retrieved from http://dspace.bu.ac.th/bitstream/123456789
/4495/3/apinya_than.pdf

transmission (Master’s  independent

Arunotai Panya. (2019). Online marketing mix factors affecting
the decision to buy fashion clothing through online
(Facebook) of students in Amphoe Muang, Chiangmai
province (in Thai). (Master’s independent study). Retrieved
from http://www.graduate.cmru.ac.th/core/km_file/494.pdf

Benya Whangmahaporn, & Tipparat Laohavichien. (2021). Effect
of trust and perceived value on purchase intention of
Facebook users in Bangkok (in Thai). BU Academic Review,
19(2), 151-163.

Brown, T. A. (2015). Confirmatory Factor Analysis for Applied
Research (2nd ed.). New York, NY: The Guilford Press.

100

Carlson, J., O’Cass, A., & Ahrholdt, D. (2015). Assessing customers’
perceived value of the online channel of multichannel
retailers: A two country examination. Journal of Retailing and
Consumer Services, 27, 90-102.

Chayanon Chaisanga. (2016). Brand trust and online brand
community affecting purchase decision on brand name
handbags via social network of customer in Bangkok district
(in Thai). (Master’s independent study). Retrieved from
http://dspace.bu.ac.th/jspui/bitstream/123456789/2651/3/c
hayanon.chai.pdf

Cuong, D. T. (2020). The role of brand trust as a mediator in the
relationship between brand satisfaction and purchase
intention. International Journal of Psychosocial Rehabilitation,
24(6), 14726-14735.

Electronic Transactions Development Agency. (2019, August 2).
e-Commerce Safe Trading Not Be Deceived (in Thai).
Retrieved from https://www.etda.or.th/th/Useful-Resource/
knowledge-sharing/articles/IFBL/e-Commerce.aspx

Electronic Transactions Development Agency. (2021, April 9).
ETDA reveals the results of the IUB 2021 survey, Thai people
use the intemnet a lot for almost half a day because of COVID-
19 (in Thai). Retrieved from https://www.etda.or.th/th/
newsevents/pr-news/ETDA-released-IUB-2020.aspx

Erdem, T., & Swait, J. (1998). Brand equity as a signaling phenomenon.
Journal of Consumer Psychology, 7(2), 131-157.

Erdem, T, & Swait, J. (2004). Brand credibility, brand
consideration, and choice. Journal of Consumer Research,
31(1), 191-198.

Erdem, T., & Swait, J. (2016). The information-economics perspective
on brand equity. Foundations and Trends in Marketing, 10(1),
1-59.

Hair, J. F., Jr., Black, W. C., Babin, B. J., & Anderson, R. E. (2010).
Multivariate Data Analysis (Tth ed.). Upper Saddle River, NJ:
Pearson Prentice Hall.

Hair, J. F., Jr., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012).
The use of partial least squares structural equation modeling
in strategic management research: A review of past practices
and recommendations for future applications. Long Range
Planning, 45(5-6), 320-340.

Hanaysha, J. R. (2017). Impact of social media marketing, price
promotion, and corporate social responsibility on customer

satisfaction. Jindal Journal of Business Research, 6(2), 1-14.



Hathairat Ketmaneechairat, Sujinun Dadpoo, Chowtip Songsang,
& Piyachat Jantiva. (2019). Digital marketing application on
android operating system case study: Sawara Integration co.,
ltd. (in Thai). Research Journal Rajamangala University of
Technology Thanyaburi, 18(2), 52-62.

Issariyaporn  Prhomhan. (2018). Perceived overall value,

alternative attraction, and fumiture desien affecting home

furniture purchase decision of consumers in Bangkok (in

Thai). (Master’s independent study). Retrieved from
http://dspace.bu.ac.th/jspui/bitstream/123456789/3167/1/is
sariyaporn_prho.pdf

Jutarat Kiadrasamee. (2015). Factors affecting the decision
making on purchasing products from the online application
in Bangkok metropolitan region (in Thai). (Master’s thesis).
Retrieved from http://ethesisarchive.library.tu.ac.th/thesis/
2015/TU_2015 5702031690 2852 1783.pdf

Kanokwan Makmek. (2021, August 31). The market stopped
growing, but the platform business analysts are still at a loss
(in Thai). Retrieved from https://workpointtoday.com/e-
commerce-war/

Kotler, P. (1997). Principles of Marketing. New Jersey, NJ:
Prentice-Hall.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.).
Kendallville, IN: Pearson.

Lee, A. S. (2014). The investigation into the influence of the
features of furniture product design on consumers' perceived
value by fuzzy semantics. South African Journal of Business
Management, 45(1), 79-93.

Li, Y. (2015). Expatriate Manager’s Adaption and Knowledge
Acquisition: ~ Personal Development in Multi-National
Companies in China. Singapore: Springer.

McCarthy, E. J. (1971). Basic Marketing: A Managerial Approach
(4th ed.). Homewood, IL: Irwin.

McCarthy, E. J., & Perreault, W. D. (1993). Basic Marketing: A
Global-Managerial Approach (11th ed.). Homewood, IL: Irwin.

Merchant, A, & Rose, G. M. (2013). Effects of advertising-evoked
vicarious nostalgia on brand heritage. Journal of Business
Research, 66(12), 2619-2625.

NALISA. (2020). Because people still like to decorate their
homes... very large building material stores still have profits
(in Thai). Retrieved from https://marketeeronline.co/archi

ves/165326

101

Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

Nation Online. (2021, October 10). Work from home results in
continuous growth of ‘the furniture business’ (in Thai).
Nation Online. Retrieved from https://www.nationtv.tv/news
/378845318

Nattakrit Rattanahame. (2018). Trustworthiness of furniture
business affecting to purchase intention via electronic
commerce (in Thai). (Master’s thesis). Retrieved from
http://ithesis-ir.su.ac.th/dspace/bitstream/123456789/1992/
1/57602383.pdf

Natthapat Nirapai. (2018). Factors influencing the intention to use
tap water from the provincial waterworks authority: Case
study the prospect who living in the lower-southern
provinces of Thailand (in Thai). (Master’s thesis). Retrieved
from https://kb.psu.ac.th/psukb/bitstream/2016/12571/1/43
5454.pdf

Natthaphong Rattanaprom, Cheewaphat Artkan, Siriluk Piankan,
& Atchara Meksuwan. (2019). Marketing mix factors and
website reliability affecting consumers’ decision making for
internet purchase in Mueang district, Lampang province
(in Thai). Lampang Rajabhat University Journal, 8(1), 17-29.

Nur, F. R., Andriani, K., & Kusdi, R. (2018). The effect of marketing
mix for E-commerce on customer online behaviour: A study
on language services provider. Eurasia: Economics & Business,
7(13), 3-15.

OneBelief. (2017, August 12). Sell products online what should |
start selling? Recommend techniques and methods for
selling products online (in Thai). Retrieved from https://
www. 1belief.com/article/e-commerce/

Orawan Niyommangmee. (2019). Factors affecting intention to
use payment service by QR Code of retailers (in Thai).
(Master’s thesis). Retrieved from https://shorturl.asia/WhNgf

Parmana, P., Fahmi, I, & Nurrohmat, D. R. (2019). The influence
of marketing mix factors in purchasing decision for wooden
furniture case of Furnimart Bogor. Indonesian Journal of
Business and Entrepreneurship, 5(1), 54-64.

Patcharachanon Atikongkiat, & Sawaros Srisutto. (2019). The
perceived value and consumers’ attitudes toward the
marketing mix affecting decision making process of collagen
supplements in Bangkok. In The 6th UTCC National

Conference (pp. 1495-1505). Bangkok: University of the Thai

Chamber of Commerce.



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

Premruedee Jitkuakul, Patchara Tantiprapha, Phatthariya Tansuhat,
& Warat Winit. (2017). The mediation role of brand credibility
on the relationship between brand familiarity and brand
attitude of green product (in Thai). Sripatum Review of
Humanities and Social Sciences, 17(1), 72-82.

Sheth, J. N., Newman, B. I, & Gross, B. L. (1991). Why we buy
what we buy: A theory of consumption values. Journal of
Business Research, 22(2), 159-170.

Shindy, S., & Hariandja, E. S. (2021). The influence of brand
credibility towards words of mouth of fashion brand. Journal
of Economics, Business, and Accountancy Ventura, 23(3),
340-360.

Sittiporn Panpao. (2017). Factors affecting intention to use
smartwatch of consumers in Bangkok (in Thai). (Master’s
independent study). Retrieved from http://dspace.bu.ac.th/
bitstream/123456789/4412/3/sittiporn_panp.pdf

Sompong Srirungruangchai. (2009). Factors of marketing mix
which had an effect on purchasing pine fumiture at PINERY
FURNITURE store, The mall, BangKapi (in Thai). (Master’s
thesis). Retrieved from http://cms.dru.ac.th/jspui/bitstream/
123456789/770/12/Appendix.pdf

Suchart Tripopsakul. (2021). Marketing Principles for Entrepreneurship
(in Thai). Bangkok, Thailand: Chulalongkorn University Press.

Thananya Yincharoen, & Suteera Detnakarin. (2018). Generation
Y’s perceptions and online purchase intentions on social
commerce (in Thai). MUT Journal of Business Administration,
15(1), 220-239.

TopTen. (2021, October 29). Insights into ‘e-commerce' in 2021
that sellers need to know to understand ‘customers' more
than customers understand themselves (in Thai). Retrieved
from https://positioningmag.com/1359169

Vidyanata, D., Sunaryo, S., & Hadiwidjojo, D. (2018). The role of
brand attitude and brand credibility as a mediator of the
celebrity endorsement strategy to generate purchase
intention. Jurnal Aplikasi Manajemen, 16(3), 402-411.

Voraphot Sirirate. (2019). The effect of brand credibility and
perceived uniqueness on consumers’ willingness to pay for
Leica Camera in Bangkok (in Thai). (Master’s independent
study). Retrieved from http://dspace.bu.ac.th/jspui/bits
tream/123456789/4472/3/voraphot_siri.pdf

102




	7-JBAL-261762-final

