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Editorial Message

It is very good news to know that the number of paper submission has increased since the Journal
of Business Administration and Language (JBAL) has changed the journal name with the new cover. The
editorial team is proud and would like to express the sincere gratitude to all the authors who have
submitted quality work to this journal.

The policy of the journal remains the same for accepting articles in both Thai and English languages.
All submitted articles are reviewed and evaluated by qualified experts to meet national and international
standards under the accreditation of TCI (Thai-Journal Citation Index Centre). Therefore, the accepted
articles that be published in this journal can be used for graduation and/or can be used to apply for
academic position.

The editorial team hope that all articles that have been published in this journal, will be beneficial

to authors, researchers, students, academy and research of the country.

Assoc.Prof. Dr. Ruttikorn Varakulsiripunth
Editor-in-Chief



MSEITUINTTINAUATN1ET

Journal of Business Administration and Languages (JBAL)

d15U%y

14

26

38

53

66

Chinese Reading for Main Ideas by Using Spider Conceptual Map

Tangthao Saejea

Comparison of Platform Advertising Effectiveness Affecting Princess Connect Re: Dive
Game Download on Android Mobile Operating System Through Digital Marketing Tools
Google Ads and Facebook Ads Mobile Online-Game Case Study Titled “Princess Connect
Re: Dive.” The Case Study Ini3 Games Co., Ltd.

Watcharapong Hongtongkham

Development of English Reading Comprehension Skill Package by Using Mind Mapping
Technique for The Learners in Private Higher Education Institution in Nonthaburi Province

Chittra Chantragatrawi

Factors Affecting the Performance of Natural Rubber Export by Road Transport through
Border in Songkhla Province

Piyakorn Pornpeerawich, Noppadol Suwannasap

Study of Errors in Basic English Grammar of the Undergraduates Majoring in English,
Faculty of Humanities and Social Sciences, Valaya Alongkorn Rajabhat University Under
the Royal Patronage, Pathum Thani Province

Boosaba Fangsaken, Pawich Riangsiri

Technology Acceptance and Digital Marketing Communication Affecting Decision to
Purchase Shoes through Online Channels of Generation X Customers in Bangkok

Chatchapat Techakasamsuk, Tiwa Park



80 The Effectiveness of Advertising in Real Estate through Facebook by Using Retargeting
and Lookalike Audience Tools

Kasika Chawanvarakiat, Tiwa Park

94 The Impacts of Customer Engagement on Brand Equity in E-Commerce

Rachata Rungtrakulchai



Journal of Business Administration and Languages (JBAL)
Vol.10 No.1 January - June 2022

n1sguneduinedulanudifylagldunudsluiadnuulowseys

LASLAT bRE

‘Al YEmEnSUazAIPUmIENT UNIINEIFETININNIR, QiR Ussimalne

*Useriusussaiia 8l : tangthao.kagmail.com

Susuatu : 1 uns1Au 2565; Suunanuatuwiby : 25 JunAN 2565 #aUSUUNAY : 19 Wwgu 2565

weunseoulaw : 27 fiquisy 2565

unAnga

AT Uszasd 1) eAnwwaniaifous (wadugns) vesind@nvimdassudlnenisldunufaluiaiioy
Tounsuvesindnuanninmuiudensdemsiudi 2 lumeirnseununiu 2 uae 2) WefnwanuAaiiuves
tndnwiifiienisdanisouslasldusudeTuimituuloussuvesnin@nw nqudegisitldluniside Ae dndnw
admniwiuiiensdeansdudil 2 sminendesusggin S1uan 30 au indesdeldlunsise fe (1) ungiuuen
1181 (2) wuuneaeuneukazratseu (3) wuvagulannudAylagldunudaluirisuulowusy wag (4) wuugeuaiy
anwdAniuvesindnuiifiseniseumwiuiedvlamnuddglagldusutaluimivuulowsmn mylnsgideyalag
14adA t-test (Paired- Sample t-test) uazidoyaanuUUasUAmANLARITuTasnAnwTiTdensdnnssouslasly
wsudaslusiuuuloussnniingzsivaads (Mean) uazAndoauusnnsgiu (S.0)

namTIsenud 1) sadugrimsiunsiudiedulamuddymdanmsliuuds slumiiudlowsvosin@nungs
fhegsgatuesnsdifodfynaada 05 uay 2) thanwilenudiudenisinniadoulasldumudailuimiuglouwssaio
duaSuvinugnsenunwuitedulanuddyssdudiudsnniign WWud sudevmungiuueninm fumsdaniaous

wazauAUsElenl damandesiung 3 suwiiu 4.54

o

AaAg : Moy wrudslurimivuuleusay ulannuddsy

o



Journal of Business Administration and Languages (JBAL)
Vol.10 No.1 January - June 2022

Chinese Reading for Main Ideas by Using Spider Conceptual Map

Tangthao Saejea’

“Faculty of Humanities and Social Sciences, Phuket Rajabhat University, Phuket, Thailand

*Corresponding Author. E-mail address: tangthao.k@gmail.com

Received: 1 January 2022; Revised: 25 March 2022; Accepted: 19 April 2022
Published online: 27 June 2022

Abstract

This article aimed to 1) investigate the learning outcomes (achievements) of students after learning by using
Spider Conceptual Map of the 2nd year students of Chinese for Communication Program who studied Chinese
Reading 2, and 2) investigate the students' opinions on the learming management by using Spider Conceptual Map.
The sample was 30 second-year students of Chinese for Communication Program, Phuket Rajabhat University. The
research instruments were (1) additional Chinese reading book, (2) pre-tests and post-tests, (3) thematic summary
form, and (4) questionnaire on students' opinions on Chinese reading for main ideas by using Spider Conceptual
Map. The data was analyzed using t-test (Paired Sample t-test) and the data obtained from the questionnaire of
the students' opinions on the learning management by using Spider Conceptual Map was analyzed to find Mean
and Standard Deviation (S.D.).

The results were found that 1) achievement on Chinese reading for main ideas after using Spider Conceptual
Map of students was statistically significantly higher at a significance level of 0.05, and 2) student’s opinion on
learning management by using Spider Conceptual Map to improve Chinese reading skills for main ideas agreed at
a highest level in all aspects, namely additional Chinese reading book content, learning management and benefits,

with mean of all 3 aspects of 4.54.

Keywords: Chinese reading, Spider conceptual map, Main ideas
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Abstract

This experimental-based research targeted to study Comparison of platform advertising effectiveness affecting
Princess Connect Re: Dive game download on Android mobile operating system through digital marketing tools
Google Ads and Facebook Ads Mobile Online-Game Case Study titled “Princess Connect Re: Dive”. The Case Study
Ini3 Games Co., Ltd. The Data collection consists of The Google Ads experiment, which uses the Google Ads engine
through the Google Display Network (GDN) search engine, and the Facebook Ads experiment, using the Google
Display Network (GDN) search engine. Banners with Google content (Google Ads) success can be measured by the
number of applications installed (Install) and the cost per install (Cost Per Install).

The results showed that The Google Ads platform is more effective at generating installs than Facebook Ads,
and Google Ads can also make the cost per install application (Cost Per Install) cheaper than advertising on
Facebook (Facebook Ads). However, both platforms are communication channels that help create awareness.

motivate and lead to an opportunity to generate sales.

Keywords: Google ads, Facebook ads, Cost per install, Digital marketing communications, Digital media advertising

15



Journal of Business Administration and Languages (JBAL)
Vol.10 No.1 January - June 2022

o

1) unin

a o o =

Yagtuwmeluladdedudifnnuddny wazdiunum

7

v

pg1anntumMsldTinuseiniuveas) Nwumsininu fnu
5377 FMUN1ANY uazAuAITUTRIENG 9 31nane B
Haquuduiidenetrannlunisiinisnainrutomia
soulatuuludvailidesig o wu wedn giia duanunsu
latl vinmo$ uazinden degunsallunsideudedannine
faudt peufiumes uiuTioy uiiuidn uaslasianizeseds
vugUnsaliiynauwnAndiegtaaundalny 1daguuinng
Wanogwreldosmugluiudumesidnanuniige 73
UszAndami @ warsandudodld vilvvisaesd iy
weluladfidndenuduunnldognainens uonmiean

Toeaiifesiy q vuauinlnula) Galuaundiadusig o

P

11N fluszuy Android wag 105 Lieliuslnaann
THnunnutuiisesulatldegidlidiia Asesiunsldny
Sumesiilnsinu Wi-Fi, 3G w3e 46 suferdutladed 5 veq
uyudlugatagiu Fegunuummuuisivanaeguiuy
wiiduiideuegrsnngunuunisdennutuiduguny
soulatiugunsniannialnu Tnsgas uduniaining
pauladuugUnsalNgnienauiumasnnnl wazlainis
WannnasaginuoouladiiannsauldvugUnsalaunin-
Tolusing 9 WleseesuUANLFBINIS UATABUAUBINGANTTY
vosguslaniuasuniaslusgnesni

wnuesulatlagtulasumnuiisnedrwnndugunsal
aundaliiu Jausazinallignimunuanansadandunum
Aunsldaunsalvy waganunsaidrfanguanludenunnine
ynfosntu mssaueoulatduuauinliuansaliao
udis pnuaunauny waemslalivinuennnudn aaeniu
mﬂé’vﬁwﬁmmaauiaﬂﬁu;‘JTU'%Inmﬂuaaulaﬁﬂu?{u q 1o
ooulatiognsingme anusavifiou mngy uazdsnnves
iy 9 laogedneny danuazainlunisau @auise
wnnwieldauldyniininan

YagTunuesuladwug Unsalluvisdielad iy
gnamnssui finsudsdudeudragadosain nsidis
aunsalnuuazdumesidnaunsigeiiiinfslddouass
Usgdnian Tedewmalidnuiugiuvesuilnadviuiy
dintuegneianio saufeuugusenounislugiusduan

pnuvalunazs1guseme a1aiulonianasii us1ulu

16

Fusznounsinndumudngae Tasyarinaiainuialanly
U 2562 flyar1sam 4.6 duduum luvaiinananuelde
nyJusanidesldyaci 140,000 A1uUM wagdmsunan
Lﬂmiuiwaﬁsgamimagjﬁ 22,000 &uuniiaduann® 2561
ogifovas 13 lnsdndruuszianveanuesulatuimiy
wnasesudail inuilofie ouay 67 A8 (PC) Sovas 24
wagaoulea (Console) Fovay 9 Fsaziiuldindndiuves
wwamlosuinuiiedefunniiqa 1esannswauisiu
sumosinmnuiiigauazieluladvesauninlruianm
9819590157 wazlidndiuvesszuuljuifinisuuilefiede
Android 5a8ay 64.0, i0S Sauay 33.4 way Windows Sa8ay
1.7 dwsudadiutsengveaifuslaaiiaunssiuunaniody
fefeluvsswalveagseniniseny 13-34 U lnenguissu
Tutaa 18-24 T szt unguidmanefdouauinuuniign
naneiduanutuiimdnuestesulugatagiu e 1ud
2563 yarnaianuilantdiuladuduiussann 175
WuauWseansy waza1nnisalinaziulalutisussuna
300 Wuawwiseansglul 2569 (Research and Markets,
2021)
Mnfilsnanundrsiuideddsaulafnunsvinlawan

vuunannlasue 2 unanwasy laun nifia (Google Ads)

v
¢

wazti]n (Facebook Ads) Taeva 2 uwanvlasuilifui
fewvesinnisnaindsasdulsslevifuudom 30v3 wnud
$1if WewSeuisusenaiilvan Aldnesonisaia
Tnaainy du3useuuUfuAnis Android Liewfinlenialy
158519518l IR AUl 187 1A a9 09 wasti e LU
unumsmanaliidulundaseluldedneiiusyansam Tne
Sarmsldszuudioanisiiefioves Android uay i0S 1
fUSuui uanenety Tnsluusasniuwa Asia Pacific,
Europe, Latin America, Middle East & Africa Wag North
America aziUsanunsTFauszuy Android figendn oS
Fennuiinumslinussuu foansfiunnsnsiueenadiu
Igdoiau seuuUfinisiiefioves Android Fauanivgi
Mlvinanan1sn1uluaniny Princess Connect Re: Dive
vulodevisluguves S1uaugeanaidlnan uaz Cost per
Install (CPI) I}ﬁﬁ’ﬂléﬁaﬂiﬁfﬁﬂm Princess Connect Re: Dive
Wunsalfnwvessuidediiessn awlunudainuans

C v oA ° & A ) <
LAZUIIN llﬂ']iu’]l,auaLuaLi@ﬂIuEﬂLLU‘ULLE]‘NLJJGUU hagtly



nMwlve fdsamindasu uazinuuuy luvazifoaduld
Fududeafiuseta wazldsedu udanunsasuduainuni
Tunsiaunulaae (Zatoshi, 2021)
2) TnguszasAn1sidy

1. WefnwiUssansnanisTavanveaunaniosy nifa
(Google Ads) 71 Tnasion1sa1Lilnanina Princess Connect
Re: Dive uuszuuUfjuiinisiietio Android

2. WleAnwusravsnanslavanvedunanlady wlwln
(Facebook Ads) ifikasten1sn1auilvianini Princess Connect
Re: Dive uuszuuUfjuiinisiietia Android

3. Wefnwuszansnanislavanvesunannesuiifina
Aon15A1U lnanlny Princess Connect Re: Dive Uu
seuuUfuRnisiiedia Android W3suifisusianisnnaulvan
Hnun (Facebook Ads) waenifia (Google Ads) unanwesy

Todanunsaadrseannnulvanlauinnintu

3) NUNIUITTUNTTU

o A A

anIBn

o

w3 nsiiolunsviinisnainia SuniuInflvia
niAnde iuedesslefivnnisnainldlunisdeansiu
nauidmnenienguiusiaalunislavanyssyduiug
Lﬁaa%'wmﬁ’ufmmwﬁmﬁmsﬁ as19genvngliAuLUTUA
duan lneidmuigvesnisnanafalavalilaunnmieann
n1saa1aialu wsizn1saatnadadued eadlonis
nsnarneganis AlddmsunstauInIsnaInfidamin
wielyivudugaar

Nattapon Yaipairoj (2016) wag Nattinee Wisetchaisilp

aa o s

(2018) AdvfaunsifnhaUssumilounianss (innovation)
Afuindoutinnisnaalddumamariiuiassvesduduay
Uinsuitedssialuganguitmunetilugnisaiisanudsin
And (Royalty) I¥iuesdnsluszevens daniswauni
ausadmaRroRnstuaNaIesy Wy

1) ¥nn15natnausaidany e4n1an15d oan iy
ngandmngldiuiiuazannsadomsiunguidivanevan
Tnefnwidand oy avwaula wazngfnssuy WWudu vhli

A10150A1AMINEANTTUVRIUILAALY WU nqurgnieg

Tudy 20-25 U fie naudevinauiiteuawnadn iuauisa

Ty Judu

17

Journal of Business Administration and Languages (JBAL)
Vol.10 No.1 January - June 2022

2) fidoaneadiunisnatnungd sy vinl¥inniseann
mmiaamia?famsﬁ’ma;uLﬂmmalé'wmﬂwmaﬁdaqu
souladundsiulneiisianunsadentemienisdeans
NN UTEINIAEnS w3 aunanngfnssulunisly
Todeaiiiie vlvauisooenwuudelivanzay adenis
Fuiuarnisiidusulaegaiusgavsamle

3) annsnaisassdidomiinsstuanuaulavesndga

1%

HUSTAAWUUTIUT (Real Time) wardunntilamlasinisiiu

U

Naaa1un1sel Ielvin1sdeastudiausismsneiles

q

¥
v A

AULlamNAoIN15azLEus wazyinlmdardanuuiaula

v
= 1 '

NIV LYY FIWNANIAEIATY 9 619 o) NIDNTZUATIIUY

o w a‘

lansaulauvalunaza1susewma Anndegndud

) WADT o
Fraranti

4) Amseanaldgaudansaaiienisuilaluaaning
Tunsvhmssanauulanesuladfialdsensnisaainiia
nnsnsaaranuueeladvialy Feidefnsefianunse
AuANIuUsTInulaegalivsEansnn lneanunsaianals
9t Aau Faumnd1sa1nnisinniseatanuusenlatiy
s N1598NY5 msdelawansiutedavadn vie
nsUsEaduiusud ovudsassueeng q Tulsene i
lalanunsadanadusiauldegsdnay

5) @11150@3519n15A5890 (Action) 19 LU fioansase
gandnwa (View) sanauaanidivled (Traffic) seans

1%

alnan (Install) NM35U5U3 (Awareness) loidudu i
ww3eslieaaulaising 9 wu wedn, Suaniunsy, ninwes
a | %
waznLna suau
6) ansaaefanssugaldnay Aungudvang as
nn3idIusau (Engagement) wazaruianiluduies Wi
Nedonguidmang
o v W ¢ 2 5 o
7) WaAuL LA Ui aLIa9Ans nslaidurnfuwia
Aan1slniuinuwe nsleusind 9 n1deusnisldau
winsdesng o vwlanesulad Wudsidnnseaiagulv
Aosiaun wazdUinnegiauemsiziduasesdonfinig
WasULUaIE1959m657 LBl ULAZ D UAUIAIUADINT
wazngAnssuveuslnalilaanniian (Nattapon Yaipairoj,
2016)

a o

nslaanudefdsia (Digital Advertising) Mune s

a Y o °

Aanssunsdeansle 9 AneatesiunsuausnTaLESY
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muAniuAsfuduAwazuinisAonisuanidsulag
drup3ornedumeside iudinarslunisiidessngng
Toyarnasmislavanludinguduslaangudimuned
Fonld ulswaniiiAnaingsie Tnevnidulavaneelai
szuansuulai esdadunmieiivledeoulatuazlndoa
Tawaniinsgdunioatuayuaudosnisdudmiouing
siunslimeluladvdossuudidnmsoing fuusl i

Guntitat Horthong (2020) na1331 N15Aea1sA15AaTN
bUUY 384119 (Integrated Communication, IMC) AU
MSNANHAILEE 19838 2984LA3 0eile LATFULUUMNY
nmsnan iledeansludainguimngliiAnanuindede
aiinasile uaggunuumsnmaama iy Usenoudae
N1sa@aLas un15918 (Sales Promotion) N13lelain
(Advertising) N159718lagNUNII1U18 (Personal Selling)
N15UsEduRUS (Public Relations) WAgN1IAAIANIIATS
(Direct Marketing)

Shrivastava and Dawle (2020) Na1237 & w3 usiy
N33 0a15N150@79 (Marketing Communications) AN
W nITue wavaireseldliandutuuusus u
susdeaiu toasenssudlmAndutuguilande
Faudsazulddn msfeansnisnainddsa uuned
NITUIMTHALILAENNTABANTNNIAAINTULUUATS 9 UL
sumefiinlaothusiazinieslonltnaumaufuieliin
Temaitfuslaeialuazanmsadsudugndlueuals
Tngnsldias 0sdon13d eansAdvannuszianeg i
Usgavnn wu nslesansuadn quia lad vinwmes
dwmivldlumsindedearsiugndinguidivune Taed
Tnguszasavantunsivdeyanindusiuningudivanene
msdneugnitmanglideunaAnssunsidensansinum
U35 vi3euusudmuiiuTeninaue wazaavieatuayy
ignéndadulatonuaumneioaiundnsusivouusud

nsvinsmanauazn v laandauieAnauiatiagiiy
I@finswasuulasazimuiegnasnaluvaisdeana
gndeg1uty Tnelawvan lawanlulnsviald lavanluing
visolawanludodsiu 1wy wiisdefu daans ufinnndy

o

Wy %"qlﬂimmmﬁmum&juLﬁmmaiﬁashwmﬁm LAy

a o

Manwnsaianaldagadnaumeuiu uidladndeniidsa

A5¥INsRaIAwazN1sYintevanTuUasuwUadly dawali
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inesonsidrfenguidivanediuiug wazarunsafana
sonududiauliegnadaau aunsaivundvulavan i
nsanguld fadesnruale e o1y oy viodu q 7
1NN30a1aReen1sla (Thanakarn Lertsudvichai, 2018) Tu
n1svinsmatnfdvalugatdagiu uvesiiniednd
AMudInyog1suInlunisiiniseatnesulad 1wty
in3esilounanvladusing  Alivinsnainesuladluiiagdu
meifuniessiodisagy Adedtumesidnlunsdense
wagtinfsngandmneilddumesiindeuiu feage
vilgusTaanguidimnediisdeanis anunsawiulawan
undu Tngianizunanasuiiiud Goudusgienifa
(Google Ads) uagidn (Facebook Ads) IngazeSurens
W1uvetunanwasuniia (Google Ads) uazinadn
(Facebook Ads) &4

Google Ads faguLuun1slawaNvas Google wiesile
Aumeondeuiliidususuniseian TneAnA sy
A1UsnnsHendn (Pay per Click) umineAI1391 Google
wifuAinsseilelawanveasignaan uazluiviuled
994157 (Kodsana, 2020) n15laiwa1ue9 Google Wil
vannaneYesne uazinguizasAiunnseiuliden
wielsidndanguitimneviondugndiveasn enauesléiin

Google Ads LTuusn1saudelawuiooulaiyiavaeli

v
=

thmsmannanansadidsnguitmanelsnndsiu

Taseaseveen1svinlawaul Google FuaziBudaus
Ads Account @ slumni s¥ny? (Account) aza1unsaasa
Sruruweuilsy (Campaign) wilsls ldsinsiuau Seay
Usenauludae Structure Tun1sadns Campaign siamun 4
Fu wail Ao Ad Account, Campaign, Ad group thag Ad
(Thanakarn Lertsudvichai, 2018)

wadn (Facebook Ads) edigUnuuingUszasAvenis
innsleeann (Advertising Objectives) vianwateguiuy
oy zuvswendu 3 Ussiavudn o vesTnguszasAliun
Awareness, Consideration W@y Conversion 1(5181‘1713& 3
UssiamvesTnguzasdtiuazdsznaude Tagusvasdliia
wian lewn Brand Awareness, Reach, Traffic, Engagement,
App Installs, Video Views, Lead generation, Message,
Conversions, Catalog Sales wag Store Visits (Thanakarn

Lertsudvichai, 2019)



A13vi1auvesedn (Facebook Ads) a111507 98
fvuninguszasdsng q ielrimeulandgsianazifierdnga
naudmnelaiuiu lnensivuangudmnguunedn
(Facebook Ads) aunsam vunldiesd sus ine o1y
n1sfnw aanudt anuaule nienisldinadasig q
98149411 N7 Retargeting lﬂé’qnzjuﬁl,iwﬁ Customer Data
WU Wwesns wisdwa Wudu 138n71 Custom Audience
way verenguitimined daalndiAsatunguitisnd
Customer Data 438091 Lookalike & slunnsvinlaiwaniy

9

annsavildvainuaiesUiuy Wy am (mage) Sady
(Photo Album) 3718 (Video) wau1a (Canvas) Taevis 2
uwanies uAina 1911 nifa (Google Ads) waziWedn
(Facebook Ads) a3nsaiddanneunsaldeans (Device)
Fausn1sldeusuneuiiames (Computer) aunsalviu
(Smart Phone) uag wiiuian (Tablet) Mmen1sidndegunsal
finseurquilies Fuduanngiivia 2 unamesuaiunsa
\idsnguiimng fiflanuaulanssfussiavielevanyes
ey

Tuusiazduiu aviinsiaundnddasine 9 lunsadis
Facebook Ads Aiunnsnsfuly uazagiilsndindeslstha
fsdesilunradu iieflazansoatidlavan Facebook
Ads eenunlilasvauysaluazgneednsinuANGeInIs
oaf{yilansanld ans$9n Campaign Structure Hu 2w
dnnsnanadviaanusaaiialawanuu Facebook Ads
§Rundadu danugniosnniu uazasdsnalilawand
UsgaAndnw

ahildivsassunanasuiina1aunits guia (Google
Ads) uazilafn (Facebook Ads) LuLa3esfleAdwari
fusznounsidaiiudesnsiiazanunsaldlunmsvilavand
wdevsylvmiasansugsnald iesnnisaosunanosy
\duludeaiifedinulnglduniigaasssusunsn Jadrd
nautmnelduniign ansadmuanguitmaneuas
Somaldotrsusiud Mdtannsomuamsulszanaldodad
UszAvEnn vilFannsodmadwsanmehlavanvesis
daaunaniasuu1viINITIATIed wagiauidelunisyin

lawan vsensviwaugluaselulvaauld dedeya

fanadnsnlaunlunsazasaivinnisiawan
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Turaziieriu inusnataduadsadienianisnaia
waznslawaniinsandsseiveuiues wazneliinns
Uszauanudusalunsiinanuanadneasse nsidusiy
vao1sual wasnsadessaunsaiinliAaTuRuLUTUS
(Rashida Siridorothy, 2018) 813na13la3n Lwlmaﬁvi’ﬂﬁ
wnunatasdunsesdionisnain waznislavanditnnismain
Aonhunld wu anudaeu mnuddeie nsiidausau
Tuny Judu (de la Hera, 2019)

Tuvaizifeniu Tavanduduedesfleddy wazidu
inFesiiousnlumsthondndulvinguitvneseniuluuie
LN LAY Mé’ﬂmﬂﬂgﬁf\‘l%lﬂu Electronic Word of Mouth ‘ﬁ
1undiansnanenisyeusuluuignu (Gong, Wang, &
Li,. 2019) yananiu ns3deves Feng (2019) GanuIw
sinieiduundnesuiiddylunisadransasenindves

WNUBUA (Indie Game) wazdadelunisas19aNIsAUNIVD

H338Teasulain nsagadrennuianeladu
wofnssud fuasonsaunuesuladunfuilaalddy
nguitmaneiimslinnuaulandenisviinisnaassngs
vsngmsisundmiangaunmumuasiou fetadedu
Uszannsenans sasuaudsznshudanda seld wginssu
wazn1siinfavesgUnsalmeluladansaliu uazdumesidn
annsadeansleing wazdesvenslusadminindeuay
isdmindelulnensdeanslavanvonnuosulatituais
a¢19d pooulau i ud donludag vy arunsondids
nquilmneldd wazawisaianasenduduavldagig
Forau Lilovinsieszvinauazinluusuusddununns

aannsaluls lnenisaeansiavanusnanaylvdeooulain

'
a

& a o v o A aay A& w -
Wunteululagtuuds asldnmvsedalenidunisdeans

Anedeatuilomaglunuiiauisasiuwdvinanudils

=

Taldenn wazinnusensinilaiuraulonariann 399

Y

anunsnas19UsraunIsainakazasalanalunisindula

v
a o

AnAswaundindunuesuladlalunan

4) /NI

AMSAN¥ITI89 LY 580 8UTF N1STTULT 9NAang

(Experimental Research Method) tialdlunsifiusiusu

1% =

Toya Peazdsenauluing n1sPelavanimeingUseasdl
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Winn1sadlanng tngrunsvinlssanuuinannasiy
v (Google Ads) 1A 0aile Google Display Network
(GDN) Apnsvinlawaunlun3ad1uue9 Google AdWords
Taginanunsaflazadawaniaglduvuiues (Banner) ilold
Dunnlawan waruandawanlumuiuledsa o fdu
WusiinsuQiia Google wazldnisvinlawanuuunanasy
W (Facebook Ads) TaglduuuLues (Banner) Lile
neliAnUsylevdasanluiuveinsiingenaiulvanny
uwdsteyaiiansAnunidoidmnandluafsd Tdun
wnannesunLia Ld5Y (Google Search Ads) uaginein
(Facebook Ads) H1uuuuiues (Banner) e q #ldlunns
Tawanfioiiudnueanilvannliilduniig
Hlsitoyadidry fnswadmine (Set Target) ludundu

o I

Aunodeaglunsaunm szer 40 Alawns naudmunene

nau

N
] =

i duroutnuiiefie wazduveuniiquetiue flony
599319 18-35 U 119l nn1sAnwuee Globalweblndex
wulnguilveuldunuIniigafe Gen Y s83aduAe Gen
Z anyandu (Noon Inch, 2021)

nsfiusIuTINtayavesnslavanuuLnanesuiia
(Google Ads) wagLwdin (Facebook Ads) a¢lHiaa1daus
Fufl 21 noAdneu 2563 fe Jufl 23 ngadinieu 2563 oy
ginslavansiuwnaanesuniia (Google Ads) way
witin (Facebook Ads) Tngldszaznanitavan 3 Yu danns
vhnsvndeuazuUslFdel

1) N1391N15NAADUILYIININAGD UEBANIIAIULYAR
Y8458 UUUUANS Android W1ufiia (Google Ads)

o 3 a

naUTzeaen nsAndaLoUnaiadu (App promotion) Aae
WUULLBT (Banner) kazyeen19 waydn (Facebook Ads)
Tagagyhnsdennguidivene auiiaulainufiede uay du
yaun1snuelie aglungammumuns

2) Mevhmsnageusuiiieull dwugiia (Google
Ads) 2z#l 1 Campaign 1 Ad Group Tngazasdu 5 Headline,
5 Description, 3 3Unm dwiumadn (Facebook Ads) g
1 Campaign 1 Ad Group wag 3 Ads Set lngazaadu
gﬂmwﬁy’wm 35U Tnevadesunaniosu azas 1 afinaon
waey (Campaign) 35 davannsansSoudioudsydnsam
vowhaosunanrlesusanldlasogednau wasdilddaya

UszanS mnwaausazinanilasiinganfinnd (Install) Altane

20

fonN15AnR 9 (Cost per Install) AAN (Click) N1TLARINA
(Impression) Click through rate (§98iaz CTR) Tuwannasu

Tyuanunsaassuseansnalaaian

q

a s

NTIATIENTRYA NMTIATIEITeYaALYIINTIATIEN
Foyaninnisvadeu senfiadd (Install) Aldg1esons
finda (Cost per Install) 31WuUN15AAN (Click) NTUARNIND
(Impression) ATlEIBRBNSUAAIKE (Cost per Impression)
uag Click through rate (5owag CTR) muméaﬂﬁaﬁumqﬁa
(Google Ads) sagitinnung App Promotion lagidenidu
App Installs wautdey Tnsluwauigyfinanazdsznauld
728 W5 09 (Headlines) $1u7u 5 w3 09 A1asune
(Descriptions) 113U 5 Ae5ule waggunin (Image)
91U 3 JUuuu drunedn (Facebook Ads) lUTguLigy
goninds AlddesensRads S1UUNSAAN N1SLERIHE
Anldd1esensuanina waz Click through rate Tun1s7e
laiwa WU gy n (Facebook Ads) T1U3U 1 wAsLUgy
(Campaign) 1 wanaLem (Ad Set) AIBLUULUDS lABMUN
(Banner Ads) 1 3 3UuuY Tnediftugiudeyaiiendu 1wu
naudivang e 918 Aaula szeznalunislavan
Frwauiudillavandwindu wdrnadnsuniana w1y
TUsunsuingdn woalLwiaes (Facebook Ads Manager)
wlglunsiona

ﬁqﬁ?umm%aaqﬂdwsamwmﬂmwmmmmam‘vxla%u g
(Google Ads) wavilen (Facebook Ads) n1slawauu
uwnanadala favanunsaiiiy sensiuiumsinge (nstal)

v A

lgad

'
d

N

4n wazdeAnldineron13AnRs (Cost per Install) gn

9
Y
gn lngilauuszanauaulgar 1,100 um dmsuniia

(Google Ads) wazinwUn (Facebook Ads) dauUszanu
wasUayae 1,100 UM 5933 2 unannlauagldeulseinaed
#l 2,200 U

5) HANN5IVY
NNSANINUITLLST B9 “WTsuisulsea@nsuannsg
T2 NanNas U LHNas an15A1LanLNY Princess

Connect Re: Dive vusguuljufnisiiedia Android K1y

a

LAS 9L BNISAATARD

L a

a nwNa (Google Ads)

]

(Facebook Ads) nsel@n®1 Mobile Online-Game ﬁi‘j"amu

waginadn

Y

“Princess Connect Re: Dive” nal@usem 303 wnud 911n



Wisuiisuiumanlesilvuiianinsoairssennniluan
Igannniniu” iWunsidofiedulsslevisogusznaunis
memafunusndoyannnisvilavanni 2 uwannesy
Ingn133ARaa1N QiAia (Google Ads) uazinadn (Facebook
Ads) fianunsaianadnslieausiuguazgnsios Inegide
agvimsnnaaoudeyaid oldvaaouasumud ivun
SEBE1 NN ITORBATINIG 2 unaradiuaesiiunis
paeuLIeuLfisussAnsuavosia 2 unanesy fiay

AUNIANEATINIUNTTAAAY (Install) lagefign uazdl

e

AldA1eson1sAncs (Cost per Install) gniign lneeidedl
msvinlavanuuunannesuie 2 uwaavesuil avdansly
WwIwlan1e 9 109 2 uwannesulaun niia (Google Ads)

wazign (Facebook Ads) a5unesgasiBunmail

M15799 1 : UseAvisnanslawanuuniia (Google Ads) flanisaing

gannUlnanny
Cost Cost | CTR
Ad Group Cost per Y
Installlmpression|Click| per per | (388 | Cost
Name Impression
Install Click | a2)
NOV2020
60 | 22,900 |674|18.33| 48.03 |1.63]2.94(1,100
Product

asuninsinwaulyveaniia (Google Ads) laudl

' v
N 13 a o

v s 1 o
10 UTEAIALN OdI198ARARA Y (Install) N1UATIVY App

=

Promotion &

a o

fnsn1swaninalawan (Impression)

22,900 As9 dwannan (Click) 674 Adn A1LY3186BN1S

waEnanalawan (CPM) 48.03 U Aldanamanisadn (CPC)

1.63 v Click through rate 8¢

¥

288y 2.94 wayinng

v
o

TI INANANTITNNA BN

o
i

AnssuaUnaLatu (Install) 60 A

WiguWleuUseansravesunanvlosugiia (Google Ads) 1

"Lé’l,l,amiﬁl,ﬁm'wﬂﬂiéﬁgﬁmqﬂizaﬂﬁmﬂwwmLLUU App
Promotion Taglduuuunislananiia #aides (Headlines)
119 5 Fu AeBue (Descriptions) U 5 Tu uazguAm
(Image) $1uau 3 JUkUU ailsanmsly WaFes (Headline)
fidelaonse 1Wnladie avamnsavilifiAnsennisiings
(Install) ladnangusuunslawadszinnaaiuiy way
suLuunslavanseimilade (Ad Text) a1unsaasiegen

v
a o

Anaalanninldguuuulunislasandesunim(Banner)
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P13997 2 : UseAnswanislawanuunaln (Facebook Ads) fens

#513eannulvaniny
Cost |Cost per| Cost | CTR
Ad Group Y
Install{Impression|Click| per |Impressi| per | (588 | Cost
Name
Install|] on | Click | a2)
NOV20 _PC
O_ANDROI
D INSTALL| 30 | 21,416 | 85 |36.67| 51.36 [12.94/0.40 (1,100
Mobile
Games

ayunmsvasauUgyvatnasrlasuwzdn (Facebook

Ads) lnedlingussasAiiiovanfna (Instal) K1un159n

'
=

App Install § 988 ms1n15uananalawa (Impression)

21,416 39 uoamnan (Click) 85 AdN AlEa18ABNISLARINE

Tawaun (CPM) 51.36 U Al Iemenisaan (CPC) 12.94

U1 Click through rate 8g 715088y 0.40 Lagdn15ANAS

1]
o

LoUNALATY (Install) 30 ASY
IMnuan1sNAasnUSouisuUsEaninavasunannasy
wlwin (Facebook Ads) fleuandlififiuinnisasingUszesd

n1slawauy App Install lagldguuuunislavandae

3

JUNM (Image) 9117w 3 Uuuu auiiuladnguninlawan

Ad 1: IN-GAME Character aglananfiansisluldosasson

q

o
(Y

fnng (Install) wazaldanemenisinng (Cost per Install)

= A
NaANNdN
L] q

3199 3 : Wiguiiigu lavanniia (Google Ads) uaglaiwaulain

(Facebook Ads)
Cost Cost | CTR
Cost per Y
Platform (Install|lmpression|Click| per per | (59¢ | Cost
Impression
Install Click | a2)
niia
(Google | 60 | 22,900 |674|18.33| 48.03 | 1.63(2.94(1,100
Ads)
wlwdn
(Facebook| 30 | 21,416 |85 (36.67| 51.36 |12.94/0.40|1,100
Ads)

6) pAUT1ENE
AINNITANBIUITELTINAABALS B9 “LWSyuLiieu

Jseansuanislawnivaswnannasufinasanisaniulvan
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LY Princess Connect Re: Dive Uussuuyfufin1siiede
Android H1uLA3sflen1snatnfsa nina (Google Ads)
uazilgln (Facebook Ads) NselAn®1 Mobile Online-Game
Founu “Princess Connect Re: Dive” angl@u3em 8w
1nud 911a ﬁﬁwaaiamjmﬂmuwﬁﬁmumﬁu’a 2 unannos
annsaeiuTenalawel
6.1) UszansuaveanIslawalInun19Ye9919 Google Ads
ludszinmueunaintuyeunueeulaiyuiede nsdldny
N4 Princess Connect Re: Dive

Han13@ nenaslawasTuYeanIwnanvesuniia
(Google Ads) Tuusztnnieundinturssnuesulatvuile
fia n3AANWI 1Y Princess Connect Re: Dive @13150a3y
i1 nslevaniudesmaunannesugiia (Google Ads)
fienuduen esanmsldauussanalunislasanivindu
seyrinaunanasuniia (Google Ads) uaguwannlasanan
(Facebook Ads) #u71n 15l IULNaAN DT UNLAR
(Google Ads) Tnenfmadusonnisings (nstall) @1snse

=

Usgansualanniunanwesuwladn (Facebook Ads) &ia
2 wihdhesuuszanadunislavandildivindy waztnanvlasun
\Aa (Google Ads) feanunsaasauszavswaluniumg 9 1a
andnunannesunedn (Facebook Ads) lunn 9 Aruiguy
FUUNTA AR ¢ (nstal) $1u2UAITRARIHATeWaA
(Impression) 31u43uN15AAN (Click) 8ms1n15AaN (CTR)

AlgI8son13AARY (Cost per Install)

6.2) UszansuaveinIslawal s 1419999979 Facebook
Ads ludszianuaunainsuveanuseuladvudede
n3alfing 10y Princess Connect Re: Dive
HAN1IANYINTTlavAINUY I IuNannaTunLAa
(Facebook Ads) Tuuszinnueundindurssnuesulatiuy
dofe nsalfnw) LNy Princess Connect Re: Dive @11150
asulan mslevanrudemaunaslesumladn (Facebook
Ads) laifianuduen esannsldsuuszanalunislasan
fwidusginaunanrlosumietn (Facebook Ads) uas 1
1N a (Google Ads) umUsednsarnlunislawuives
unannasugdn (Facebook Ads) Wweludus1uIunis

o
a 7

fnag (Instal) 9ruduUn1shanInNalawal (Impression)

F1UUN5AAN (Click) 8M51n15AAN (CTR) AlYINemBNNS

22

finste (Cost per Install) Fvanusaaguladn nisTawansu
Foaangln (Facebook Ads) laifinnudue {losnnis
Twuszanalunislavaniivindu wilduszavsaimsingd
nslasaruLnanlesuniia (Google Ads) luyn 9 A
Nnteyanasunstrsziuienislavanvesnueaulay
Uuled o NSl @n®1 tnu Princess Connect Re: Dive
asaasulai

- Cost per 1,000 Impression U84 Google Ads 4713
AUAINI Facebook Ads

- Cost per Click 89 Google Ads T A314A 1A 1NN
Facebook Ads

- Cost per Install 489 Google Ads TAMUAUATININ
Facebook Ads

HANIENUVOINITala v TEnI LA uWydn
(Facebook Ads) wag nifia (Google Ads) TiuszAnSualu
LLdguﬁLLmﬂﬁmﬁ’u Faaoandostuunainudes (Digital Tips,
2019 I¢aguly dail

1) AuAdefiLangng Lﬁaqmﬂﬁmwamwg%mmﬁﬂ
LLa%qﬁaﬁEULLUUﬂWiﬁ’lI‘ZJUEU’]ﬁIﬁWJ’]NﬂéJ’]EJﬁJu Wi dl
wwamslunisandusg sialawand unns1eiu lag

I a

unanWasuneyn (Facebook Ads) AegsAaunannasy
Tudwaiifefliglduinng amnsadanlduinsuouns q
Lifienldane wngdmsunsldutatuiFessn afreday
suluianisasnegstanuszuuae 9 wu e nU Jusiu
wAunanWesuia (Google Ads) {ugsiia Search Engine

= ' a

wiogUuuumslivimsdumdeyaieguudumesidniie

Y

& &

aslaAaum (Keyword) ld313giduisvuiivied v5e
YouTube ol iRumAdloaniiannuslan sauludenis
TawaniuUiuuvesnsiayaniuiulgdmsmueseng o
‘U@ﬂLLWﬁ@W@%&JQLﬁa (Google Display Network)

2) sYsuumsvilavanuuunannesumedn (Facebook
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Abstract

The objectives of the research are to develop English reading comprehension skill package by using mind
mapping technique for learners in private higher education institution in Nonthaburi, to compare English ability
before and after using the learning packages, and to study the learner’s satisfaction to the learning packages. The
informants are 198 of all 4 years students from 3 private higher education institution in Nonthaburi. The instruments
are the developed learning packases, the English reading tests and the questionnaires. The data analysis is from
the effectiveness of the learning packages (E1/E2) based on 75/75 criteria, mean, S.D. and pre-test and post-test
scores, and the effectiveness index of learning achievement score and the score of satisfactory. The result shows
that 1) the learning packages are effective as the mean of the tests while learning is 77.01 and after leaning is

78.67. The score of post-test is higher than of pre-test and the satisfactory to the learning packages is in high level.

Keywords: Learning packages, Listening ability and speaking ability, Active-learning
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Abstract

The objectives of this study were: (1) to study the present situation in Thailand impacting the performance of
natural rubber export by road transport through border in Songkhla province; (2) to study the factors affecting the
export of natural rubber by road transport through Songkhla Province; and (3) to establish ways to collaborate with
government and private organizations to develop potential factors affecting exports in terms of natural rubber
transport through Songkhla. This research was conducted using the Delphi method. The sample consisted of 19
experts from 3 major specialist groups, including 7 people from population group, 7 people business group and 5
people from government group. The data were analyzed by median and interquartile range.

The results found the factors affecting the performance of natural rubber export by road transport through
border in Songkhla province. These factors consisted 8 factors. There were: (1) Factor Conditions (2) Firm Strategy,
Structure and Rivalry (3) Demand Conditions (4) Economics (5) Politics (6) Society (7) Technology, and (8) Transports
system. The research results can be classified by objectives as follows. 1) Thailand's rubber situation It is intertwined
with the global economy, which has an impact on rubber export prices and volume. 2) Factors impacting rubber
exports by road Passing through Songkhla province, it was discovered that the elements impacting rubber
transportation by road were divided into three categories: vehicle, service, and location. 3) Guidelines for
establishing prospective export factors in the context of rubber transit through Songkhla. The Thai rubber sector

has discovered that inter-agency communications is important.

Keyword: Factors affecting export, Road transport natural, Rubber exports
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Abstract

This research aims to identify and classify errors and causes of errors in using basic English grammar among
students of Bachelor of Arts program in English, Faculty of Humanities and Social Sciences, Valaya Alongkorn
Rajabhat University under Royal Patronage, Pathum Thani Province. This research is a quantitative study. The scope
of data collection was limited to 3 sets of 40 questions each, extracted from TOEFL ITP (Test of English as a Foreign
Language- Institutional Testing Program), a standardized English proficiency test in a multiple-choice format. The
results showed that the most common errors found was using the correct tense with time expressions, followed
by positioning prepositions in a sentence, positioning adjectives and adverbs in the sentence, distinguishing
countable and uncountable nouns, and using a parallel structure with paired conjunctions, respectively. Two types
of common errors found in almost the same percentage were using clause and subject connectors and correct
ordering of subjects and verbs. The least common error found was using adverbs to connect sentences. From the
analysis results, it was found that the errors occurred from many factors, including language transfer and

overgeneralization of the target language grammar.

Keywords: Grammatical errors, Language transfer, Overgeneralization of the target language linguistic material
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An5797 1 wansWanTiAsIEiteRanatnn1sywuunaa@eu TOEFL TP Test E‘ULLUUE)EJULLafI YAN 1

]

Uszinvadlaeinsal ANuA AYouaz
gndas Hawan gnéas Hanan
1. After will, would, or other Modals, use the base form of the verb. 61 78 43.9 56.11
2. Use adjective clause connectors correctly. 90 49 64.7 35.25
3. Use noun clause connectors correctly. 31 108 22.3 77.69
4. Use noun clause connector/subjects correctly. 94 a5 67.6 32.37
5. Be sure the sentence has a subject and a verb. a7 92 33.8 66.18
6. Position adjectives and adverbs correctly. 61 78 43.9 56.11
7. Use adjective clause connectors correctly. 40 99 28.8 71.22
8. Use predicate adjectives correctly. 36 103 25.9 74.10
9. Make verb agree after propositional phrases. 40 99 28.8 71.22
10. Recognize active and passive meanings. 39 100 28.1 71.94
11. Use noun clause connectors correctly. 53 86 38.1 61.87
12. Use noun clause connector/subjects correctly. 29 110 20.9 79.13
13. Use noun clause connectors correctly. 34 105 24.5 75.53
14. Use the correct tense with time expressions. 18 121 12.9 87.05
15. Use noun clause connector/subjects correctly. 57 82 41 58.99
16.Distinguish countable and uncountable nouns. 38 101 27.3 72.66
17. Use articles with singular nouns. 82 57 59 41.00
18. Distinguish possessive adjectives and pronouns. a7 92 33.8 66.18
19. Make verbs agree after certain words. 80 59 57.6 42.44
20. Use predicate adjectives correctly. 31 108 22.3 77.69
21. Be sure the sentence has a subject and a verb. 53 86 38.1 61.87
22. Distinguish Make and Do. 65 T4 46.8 53.23
23. Use parallel structure with paired conjunctions. a6 93 33.1 66.90
24. Make verb agree after propositional phrases. 68 71 48.9 51.07
25. Be sure the sentence has a subject and a verb. 69 70 49.6 50.35
26. Use articles with singular nouns. 54 85 38.8 61.15
27. Use noun clause connectors correctly. 63 76 45.3 54.67
28. Distinguish possessive adjectives and pronouns. a2 97 30.2 69.78
29. Use parallel structure with paired conjunctions. 54 85 38.8 61.15
30. Distinguish possessive adjectives and pronouns. 33 106 237 76.25
31. Recognize when preposition have been omitted. 39 100 38.1 71.94
32. Distinguish countable and uncountable nouns. 29 110 20.9 79.13
33. Be sure the sentence has a subject and a verb. 40 99 28.8 71.22
34. Use parallel structure with paired conjunctions. 28 111 20.1 79.85
35. Form comparatives and superlatives correctly. 38 101 27.3 72.66
36. Use parallel structure with paired conjunctions. 30 109 21.6 78.41
37. Recognize when preposition have been omitted. 28 111 20.1 79.85
38. Invert the subject and verb with place expressions. 25 114 18 82.01
39. Distinguish subject and object pronouns. 34 105 24.5 75.53
40. After will, would, or other Modals, use the base form of the verb 41 98 29.5 70.50
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INAIFT 1 WU %’aﬁmwmmﬁwumnﬁqm Toudns  Aud e (Use parallel structure with paired conjunctions)
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time expressions) (§auaz 87.05) AURI18N1TSEEIRU  preposition have been omitted) vudafanaindinuly
UizﬁmLLazﬂ%ﬂwﬁmeﬁgﬂﬁm (Invert the subject and  szdufiviniu (Sewaz 79.85)

verb with place expressions) (¥98ay 82.01) @un15l4
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M5197 2 : waneHANTIATIwRTeRANAIANISYIWUUNAGeY TOEFL TP Test sUkuueeulal yah 2

]

Uszimvaslaeinsal aad A3awaz
gndas Reawan gneas Reawan

1. Distinguish A and An. 106 30 77.9 22.05
2. Use comparatives and superlatives correctly. 75 61 55.1 44.85
3. Form comparatives and superlatives correctly. 106 30 779 22.05
4. Use adjective clause connectors correctly. 69 67 50.7 49.26
5. Use other adverb connectors correctly. 32 104 23.5 76.47
6. Use parallel structure with paired conjunctions. 68 68 50 50

7. Use noun clause connectors correctly. 51 85 375 62.5
8. Use parallel structure with paired conjunctions. 52 84 38.2 61.76
9. Use the correct tense with time expressions. 42 94 30.9 69.11
10. Use other adverb connectors correctly. 64 72 47.1 52.94
11. Use noun clause connectors correctly. 45 91 33.1 66.91
12. Use parallel structure with paired conjunctions. 43 93 31.6 68.38
13. Use noun clause connector/subjects correctly. 28 108 20.6 79.41
14. Position adjectives and adverbs correctly. 39 97 28.7 71.32
15. Distinguish countable and uncountable nouns. 95 41 69.9 30.14
16. Use the correct tense with time expressions. 42 94 30.9 69.11
17. Form comparatives and superlatives correctly. 58 78 42.6 57.35
18. Use adjective clause connectors correctly. 69 67 50.7 49.26
19. Use the correct tense with time expressions. 66 70 48.5 51.47
20. Make verb agree after propositional phrases. 61 75 44.9 55.14
21. Use predicate adjectives correctly. 43 93 31.6 68.38
22. Position adjectives and adverbs correctly. 32 104 23.5 76.47
23. Use parallel structure with paired conjunctions. 48 88 35.3 64.70
24. Make verbs agree after certain words. 52 84 38.2 61.76
25. Distinguish countable and uncountable nouns. 36 100 26.5 73.52
26. Distinguish A and An. 50 86 36.8 63.23
27. Position adjectives and adverbs correctly. 36 100 26.5 73.52
28. Recognize when preposition have been omitted. 39 97 28.7 71.32
29. Use reduced adverb clauses correctly. 38 98 27.9 72.05
30. Distinguish possessive adjectives and pronouns. 49 87 36 63.97
31. Use reduced adjective clauses correctly. 40 96 29.4 70.58
32. Use noun clause connectors correctly. 40 96 29.4 70.58
33. Use adjective clause connectors correctly. 46 90 33.8 66.17
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M19197 2 : uaRSHANITIATIETaRANAIANSYIWUUNAGEY TOEFL TP Test jUkuueeulall yadl 2 (de)

q

Uszinvadlaeinsal ANuA AYouaz
gndas Hawan gnéas Hanan
34. Distinguish possessive adjectives and pronouns. 48 88 353 64.70
35. Use noun clause connectors correctly. 43 93 31.6 68.38
36. Recognize when preposition have been omitted. 37 99 27.2 72.79
37. Use reduced adjective clauses correctly. 39 97 28.7 71.32
38. Use parallel structure with paired conjunctions. 24 112 17.6 82.35
39. Use reduced adjective clauses correctly. 37 99 27.2 72.79
40. Recognize active and passive meanings. 41 95 30.1 69.85

9nM15797 2 WU Si’faﬂﬂwmmﬁwuu’mﬁqm louA 90 (Use other adverb connectors correctly) Lagn1sisesasu
Aanaiansld@ud en (Use parallel structure with paired st srng udnviLazn3sndiawailuyszlen (Position
conjunctions) (Faway 82.35) munlen1sldeydsylua wag  adjectives and adverbs correctly) JutdeRanaradinulu
Uszsmudioudselen (Use noun clause connector/subjects  sedufivindu Gosaz 76.4)

correctly) (§owag 79.41) drumstinsenirvalidondszlon

M15°99 3 : WARINANNTIATIEITERANAINNNSYIWUUNAZDU TOEFL ITP Test sUuuueaulall ynl 3

Uszimvadlaeinsal ANud AYoraz
gndes Aanwann gnias Aanann

1. Use noun clause connector/subjects correctly. 84 40 67.7 32.25
2. Use noun clause connectors correctly. 67 57 54 45.96
3. Invert the subject and verb with place expressions. 62 62 50 50

4. Use articles with singular nouns. 61 63 49.2 50.80
5. Be sure the sentence has a subject and a verb. 48 76 38.7 61.29
6. Use noun clause connectors correctly. 65 59 52.4 47.58
7. Use noun clause connectors correctly. 51 73 41.1 58.87
8. Use noun clause connector/subjects correctly. 37 87 29.8 70.16
9. Recognize active and passive meanings. a7 I 379 62.09
10. Use the correct form of the passive. 41 83 33.1 66.93
11. Use parallel structure with paired conjunctions. 57 67 46 54.03
12. Distinguish countable and uncountable nouns. 33 91 26.6 73.38
13. Invert the subject and verb with comparisons. 32 92 258 74.19
14. Invert the subject and verb with place expressions. 20 104 16.1 83.87
15. Use articles with singular nouns. 68 56 54.8 45.16
16. Distinguish countable and uncountable nouns. a7 7 379 62.09
17. Use the correct tense with time expressions. 51 73 41.1 58.87
18. Use parallel structure with paired conjunctions. 41 83 33.1 66.93
19. Distinguish countable and uncountable nouns. 36 88 29 70.96
20. Use noun clause connectors correctly. 36 88 29 70.96
21. Use parallel structure with paired conjunctions. 34 90 274 72.58
22. Recognize when preposition have been omitted. 41 83 33.1 66.93

60



Journal of Business Administration and Languages (JBAL)
Vol.10 No.1 January - June 2022

a

9Tl 3 : wansan s ideRanaianisviuuunaaey TOEFL ITP Test EULLUUaaulaﬁ A7 3 (vi9)
Uszinnvadhiensal aad A3awaz
gndas Hawan gnéas Hanan

23. Use comparatives and superlatives correctly. 32 92 258 74.19
24. Distinguish countable and uncountable nouns. 53 71 42.7 57.25
25. Use noun clause connector/subjects correctly. a6 78 37.1 62.90
26. Use noun clause connectors correctly. a4 80 355 64.51
27. Position adjectives and adverbs correctly. 33 91 26.6 73.38
28. Make verbs agree after certain words. 35 89 28.2 7177
29. Position adjectives and adverbs correctly. 37 87 29.8 70.16
30. Make verbs agree after certain words. 53 71 42.7 57.25
31. Use predicate adjectives correctly. 31 93 25 75

32. Use parallel structure with paired conjunctions. 30 94 24.2 75.80
33, Distinguish countable and uncountable nouns. 27 97 21.8 78.22
34. Use noun clause connector/subjects correctly. 22 102 17.7 82.25
35. Use parallel structure with paired conjunctions. 39 85 31.5 68.54
36. Make verb agree after propositional phrases. 37 87 29.8 70.16
37. Use predicate adjectives correctly. 43 81 34.7 65.32
38. Recognize when preposition have been omitted. 27 97 21.8 78.22
39. Recognize when preposition have been omitted. 24 100 19.4 80.64
40. Be careful of past participles. a5 79 36.3 63.70

PRt 3 wuth deRiananansvhdeaeuvesindnu
Ainuaniian ldun nsiFesddulszsiunaznionlu
ﬁﬂLLMﬁﬂﬁgﬂéfaﬂ (Invert the subject and verb with place
expressions) (§eay 83.87) aundg n1sldeuusslenuay
Usesmudenusslen (Use noun clause connector/subjects
correctly) (Foeay 82.25) MsLANATYNUN (Recognize when
preposition have been omitted) (5o8ay 80.64) N5l
Wwulauwazuruduly' e (Distinguish countable and
uncountable nouns) ($eeag 78.22) wazn1sldridon (Use

parallel structure with paired conjunctions) (59gaz 75.80)

5) a5UHaN15Id8
IANANITIATITHAINITT I UNTBRANA AT WUl
ANFIUANUSENNVRIIEINTA] 8 E1AUAIUAINUD VDI

Y a

JoRANA1AT nUInUINtUNIY o8 WSeanand18e 14
LUUNAABUINNVBRANANATINY F1adl
1. msldmaligndesiuAueniianiilandivun (Use

the correct tense with time expressions) ¥ #2989

61

WUUMAABY TOEFL ITP Test sUnuvaaulatl 4nfl 2 “When
she retires in September 1989, tennis champion
Christine Evert was the most famous woman athlete in
the United States” 31nUseleatnasu wuin ngudiegis
LiAsuuasdnionlfaenadosiugunmalulszleon dslu
Uszleafisunaduedin Tnedidueninaianuduedini
Fovau ety fn3en “retires” Famsidewdu “retired”

2. msldynuvlusiumisiigndes (Recognize when
preposition have been omitted) U f19819MUUNAFDU
TOEFL ITP Test Uuuusaulasl 4afl 1 “In 1866 to 1883,
the bison population in North America was reduced
from an estimated 13 million to a few hundred.” 910
Uszleatasiu wudn tefianainfenisldmuynun “in” L
gnees esangBeuduiuiundnnisaslddynun “in”
Aun1slduandluniwidingy wazAniturazlgluuium
Weatuls Femnfiarsananuvneluusslen Aynuni

Winnzaukazgneies Ae “from” aasdsuan “to” 1Wu
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“from” &39zan11508 8AUNLIELS 0990 ITTEZIIAT LY
anAag

3. NS5 EIEIRUAWILIAA AN TLAZNT 8 AL Awally
‘Uiﬂaﬂiﬂquﬂ”m (Position adjectives and adverbs
correctly) 19U fMograuuuna@ey TOEFL TP Test Uuuy

poulay Guqﬂﬁ'l 1 “Dehydration is that a land

animal faces.” a1nUszlaadneau wuin Tanddaiidaneu
wuvlildonnoulaeaduilnusAsian1g ¢ Woinvinyy
NSSaERUATUIAAMANYa NTETIAYN] FaAmoUT

NFod A “often the greatest hazard” ‘often’ Wunsen

()]

vl TR esag ndIrIn3en ‘s’ @7 ‘the greatest’ 1Uu

o

ANAUANN A IVTNAIUINA1IN ‘hazard’

4. astgurndulawazunrudulalea (Distinguish
countable and uncountable nouns) LY U #2898 79ULUY
Aaoy TOEFL ITP Test Unuusaulatl 4afl 1 “Twenty
to thirty year after a mature forest is cleared away, a
nearly impenetrable thicket of trees and shrubs
develops.” 9nUszload1esu wuin Tolawain Ao N1l
WA ‘s ndsngueunuduleiidunywey deluvszlen
‘thirty” Aim Auudulanymal Fatu A1 “year’ 3edios
WY ‘s’

5. mﬂ%ﬁwﬁ'auﬁgﬂﬁm (Use parallel structure with
paired conjunctions) fi18g 19k uUNAaoU TOEFL ITP Test
gﬂLLUUEJEJuVLaﬁ sqﬂ‘ﬁ 2% vastness of the Grand Canyon,
it is difficult to capture it in a single photograph. ”

[

aRanaInaINgULUUTIeAY wud glesudenlddnieuly

v Y

anRenuUSUNLarAuvaielulselen JeATeungnmed

U U

D

¢

A9 ‘Because of Hlaanlulseluaiinnunuiefiaing
< < v 1Y
Wumadune AapunIunL

6. m3ldoyuselen uavdseaudondseloaligneias

(Use noun clause connector/subjects correctly) #9814

'
a

Jodou TOEFL ITP Test sUuuvaaulat 4adl 1 of
tissues is known as histology.” ﬁ]’lﬂ“ﬁ/aﬁmwa’mmﬂgmmu
Fr9du wudn JFsuidenldoydseloalunisimiidu
Usgsnuvesuszlenligndes Feeyuszleadiviminiiidu
Usysruvesustloniigndies Ae “The scientific study”

7. M3Bvaduszsunaznienluiiundeiigndes

(Invert the subject and verb with place expressions)
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fegrauuumagoy TOEFL ITP Test sUuuusoulay yadi 1
“Most of the damage property attributed to the San
Francisco earthquake of 1906 resulted from the fire that
followed.” 91nUszloAd196 Uy WU An19158981AU
Usgsrunazniend a1y Ao A197 “the damage
property” ?jﬂﬁumﬁﬂﬁgﬂﬁaﬂ o “property the damage”
fin ‘property’ imthfivenadin ‘the damage’

8. Mslinseriimvaiidendselonalsgndes (Use other
adverb connectors correctly) Aag1auuunagaay TOEFL
ITP Test ’EULLUUEJEJula‘lj sqm‘ﬁ 2 “Beginning in the Middle
Ages, composers of Western music used a system of
notating their compositions be performed by
musicians.” nUsleatedu wudn landdeiidmney

wuuliidennaulaglmdsnltnseniwwalaudseloalv

o = o a' o 2

gneiae Jedmeudignsies Ae “so they could” & ‘so” 1Tu

ANNSEILAYAl TAUVUILIN FIUY’ VInUNAlunSIYau

Uselon uagvihlvivseloadianuvanenauysal

6) pAUIIURANITITY
MNHANITILATIERT A UAINITOATU UL NI LH0

Y a

Tofanarnnislilieinsalnrwdinguduil ugiues
UnfAnwauinguszasddent 2 Ineldnszuiunisiseus
mmﬁaawaa@’ﬁ'amaa (Ellis, 1997) aMnUoRANa1AD19AY
10150 9IMUNTBRANAIAAIUNTEUIUNITNNATYIANER S
39en (Psycholinguistic) il

1. nrsunsnd ouvnaniwiuy (Mother Tongue
Interference) 30 n15818louN1¥" (Language Transfer)
L“ﬁunizmumiﬁQ"L%‘&Jum&JIaumMLm'mé’Qﬂ’lmﬁaaqﬁ

= @

Seumdaseuied Wesnanuaedulunsldniwias

e

Y8IAU MNAMTAUNNToRANAIA NN 18TaUN Y
Aan1sltliensaln wdinguiunugiu Ae nsldnial

pnApIfUAUBNIANIlaNgnIvuA (Use the correct tense

Y

with time expressions) #i3susinagldniawazansenly

= % ~

Aideuiinisatelauntwuilunisiseusaiwi

Y

a9 F3lu
mwlnetuszlifinsfuisadadenainieniievsuenia
narng 9 Tudsglee waglidnisdunIenanudes iwsiglu

a o a d' = 1< LY a
ﬂ'ﬁ?&’]lVIEJ"\]%JJﬂ"IﬂiEJ'W]LLﬁﬂﬁﬂﬂﬂ’ﬂﬂJLUu{]f\]ﬁ]ﬁUu AR LAY



a a

awan TuguAnfes viaduduie 9 Auanadiagaan

S TIUN

L]

fi1e 9 sy il oanud wq'aﬁy lednea dlaidinng
Usudsusudstlealiaonadastuniasag q uenaini
FaRANAIAT NUIINNITUNINTOUTBIN18 1LY (Mother
Tongue Interference) #3e n15018laun1¥1 (Language
Transfer) fio n1si3osdulsysrunaznIeludiunsd

£%

9nma3 (Invert the subject and verb with place expressions)
dlesnnlunwilvelafinsdsunseadudsessunasnden
Wenanseenisnnunuieluguusgloagduuusiig 9
witeufunundingy il Tefanaafiinaintladenis
wsndeuvesn iy fe nsldndeniimualidon
ﬂiﬂaﬂléjgﬂﬁaﬂ (Use other adverb connectors correctly)
warn19Teed AU neAIR AN LaEnT o1 TiAwally
ﬂﬁzlaﬂlm"gﬂm"m (Position adjectives and adverbs
correctly) ilosanlunmwilnglaifingunasiiuiueulung
Avuaguuuumsldmniedimallunisidondsslon uas

o a

NSAIMUATULUUNMSISEsaRUAmUTUsAAuAniLaznTeN

q

°

Aimvalitaumdoulunwdingy Wy fndenlimeally
mwilnglagdrilvginazusngegndsamny uwluvauzi
AN BAIAUANTIZILTNTIAIUIL wagAINT N
AYIazelIaIANge MNHANISANYITINAY d0nARDY
AUWUIAAYBIIRTT NIl (Atchara Pengpanich, 2013)
lanain msiiadeRianainvesnisidniwdniinaindade
ATUNTNYBUVBIN19IWL (Mother Tongue Interference)
7n390 N1901819UN1¥1 (Language Transfer) lagtinain
U9y 2 anwue As 1) n1sunsndeuvesniwinilag
g1eNendnYUL ALYl 189N 18T @89 (Language
Transfer) wag 2) n1sudar1moa 1 (Word-for-Word

Translation) wuneds Ssuldnwwdiiodusivielunis

Y

o w & A

doans mszlianunsaldddwivielassairenshaeinsal
v ansld sausts nan13idevesant Undead
(Nasya Patiyasevi, 2018) ¥11n193tAs 1zhdaRanaInluns
Tehensalntwdangulunisdeuduagsiavestindnu
AnLmAAIEns uInerdedaling nan1sfne wudn
Yadenisaslountvuiiduamgvinlfiindeianain
narwAu lan mﬂﬁﬁé’ﬂmsﬁuﬁuﬁaﬁuﬂum nsldynun
nsidenldadniilaignees nMsaznadda n1sldnseningy

AN ANUINUIAIUIY NISEY ATUIY NSLE N LT ARA
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UszLan lassasneusslum uagnislduseonuiaznienlyl
donnaniu

2. §\Foureneguuuui fegiauluniwiid e
(Overgeneralization of target language linguistic
material) 1Ju3Sn15a3198URIAT (interlanguage) ofy
Tnsdlpgnisvenesukuuvesn widvung Fudveaniw
fuldldldguuvut Tnsannsaduunanvnuestofianain

v
v a

Al 1) nsidsungunasinishiensallidedu fie dnsly

ngyanwieenlimnzan Tnglsiddsiangunasivgnios
ndefanainiiny Ao nslduruiulduazunaniulald
(Distinguish countable and uncountable nouns) BJ:L?EJL!
afangliiety Tnensifiu s’ uar ‘es’ luuselualagll
ilsfsruuduegluuiunusslonegidls 2) msdnenen
Aanusiuanltiunisidhennsalniwdingy lneiseu
Wlafiaddd danununsadieadstuagaiunsald
TnssaeussleadeduldnndeRanainiinu Ao nnslde
uwuwiwf%mﬁﬂﬁgﬂﬁaﬂ (Recognize when preposition
have been omitted) giseudnaziagn1sldynun uazdinly
AywuvluuIundiligndes esanAndndudynunid
AMuIIeAd1eiY wazuazldlunisuansadnumiielu

o

Uslomiientiuld wenanni dofienaiaiiny fe ALSeusin
Wﬁwﬁaﬂuﬁuwﬁlﬁqﬂﬁm iesandnindudioudis
ANunLneaaeny wazuaglalunisiansnnunangly
Usgloadieniuld wu landldnvasanumnedumeuas
Na ARREAILRY WATaRANAIATINY Ao Hi3gudenld
Andauuansnnutands dsligenndesiunnununely
Usglea 3)n1sannisenianwiuediueenty fe diSeuan
mizmqm‘muNdauﬁeﬁu%'aﬂﬁd']&Jﬁiamifﬁ'auf 1n8nns
aungunnt viensmungisaasngiideiuiailhiaae
JaRaNan Ima%’aﬁﬂwammﬂmmqﬁ fAa nsldeyuselen
wazUszsuld euuszlealagnies (Use noun clause
connector/subjects correctly) aﬂgﬂiﬂaﬂﬁmﬁﬂﬁmﬁau
A Tagudiidulsesiu nssy wazdruduifuees
Uszloa Fadefiawarndiny fi3eusinldeyusyloalunis
Fouanu malddmimi uagnisazdnimihoyusslonlsl
gndes sais n1sldeuussloalunisvimdiidudsesy

voselenliigndos
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INTBAANAIAT 2.1-2.3 ANUT bHNAITVI9A UL AW

A0AARDINULUIARNYBIAY AIUSIIAI (Deeyu Srinarawat,

U

N = v %

2018) na11A® 1501789199 UNTA181 (Interlanguage)
WA mmﬁﬁﬁaummﬁaam%ammmwixmmqm
viadewilodoarsluntwiiy q Tneidunwiiunnsmean
Muiinveantwld Tnedefianainlusnsarefidnny
Taun nslalensaliia wu naslania (Tense) dAa liifinas
Tgunymatl uaglilddmimindung (Article) uonaind
AuAniuvesigissudenndosiuwdunes (Selinker,
1972) 81771 8 UATA1¥1 (Interlanguage) AB “A1¥1
$EMI9NANY STUUA T aesTigL3 uaLd unuEd
Mduseuntuiiaes FLUUNWIAING IR0 T8MINTYUY
Mwiinilaaznwdiaes 3nnsyuIudnsnwtdanali
Ainnsvenenslgdnguiengnitaduly (Overgeneralization)
Tagenaiinisiiiung anng vioairengluel Saduaiveli
AnYORANAIAAINAT?

WoNNil NNENITIAS RS wUURgey TOEFL
ITP Test gUnuuesulat yofl 1-3 vesngudoeefiimua
dlerhseiunzuuuNaaeUTOEFL TP Test sUkuveaulall
Yafl 1-3 veanguiaeg1afiivun Wisuiisuiusziy
AzLuUmuNsoUNsUssiiu CEFR fatdunsauninsgiuns
Uszidluai1uaInsan1en1wIanUssinalung uannim
glsU wudn nqudlegeiiszAuAzLuLnunNIslElasIaing
lensaley szau B2 Anduasesay 3.14 szau

o = v

AnuauTaluseavd dndnwianunsaasieguuuuei

wnzan findenldmdmiivainuansuaznslusiumad
gndea uaziilateddalunisldddmiiame il
n3emd sawvs damudanudlangunusiuazdosniiu
fugnumshennsal sesasniiseiuaziu B1 Andudifes
av 8.17 seduanuannsalusedud Undnwiansald
An3engndesmunianan sinmsldrdesluyselonld
andies warddnidenldmnienlimngan sk danwd
Anunlalassaselselen wasnsldeyuselen uasseau
Azuuu A2 Andurisouas 18.86 seauauamisaluy
seiuil dnfnwiannselddinsemvennianaildgnéios &
ANuasaldauaennal nienynadlviaenndaeiv
Usesu wazarunsoadiausyleadugiuld sauvs 4

ANuansalumsidnauAnUTouiioy A1dusIu waze
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ywunit uguialuld 91nnan1siinseiuagnisiiiou
ATLUUAILNTIUNITUTZIU CEFR 919AU d@3nsodziouli
windedaunnsadlunisiuuunegeu waresrauiau
hnsainnsingquitugruiitin@nwasldiunisuiuug
wagsaueely (Educational Testing Service, 2014)
s msAnudeRnwanaluadeilsiasteuldidiuds
mmslu,axﬂﬁamiﬁaufbmﬂiajmmé“aﬂqwﬁugmé’m
TatheiiduiygmsenisioudvessiZou doRanaintrasy
maRaTaNTIeTIgiteRanatnlun1svinteaeudnedu
\Juaafiaenadaaiiu (Corder, cited in Atchara Pengpanich,
2013) 1ana1271 n193Asevdeianana (Error Analysis)
Ao NSUTBULTIBUTENINNNIYIFINT (Interlanguage) V99
Q’L?Buuagmm&mﬂizmﬂﬁ@'ﬁauﬁwé’u%uaq (Target
Language) 52uta Uselowiveansinszideinnarady
3§'mwﬁ'aﬁ'ﬂaaiﬁ’mwﬁaﬂizmumﬂ%ui’mm
(Language Learning Process) uagnsiuisanvauazlady
fadoRanannlunisiTous A1¥IAI8nTEUIUNITNIN
A1IAE@ATARINET (Psycholinguistic) PR (Jatupong
Mora, 2018) ¥i1n153saLil pad1suasWauuuunagaousn
Aanuanusan wdengulbiidusuunaasuuinsgiu
arunsaagulaiinis@nerdiasizvidedanainain
WUUVAADUTAANUETLTANTBI8ING BILAULINTFIUEING
TOEFL [TP (Test of English as a Foreign Language -
Institutional Testing Program) doud uﬁyﬁﬁlmmmﬁjﬂ
ALEAINNTONNIW AN NTEULINTTIULEY
mmmu’ﬁy‘ﬁ’aﬁm‘wamms’lﬁz}“ﬂwﬂm”aﬂwqjﬂm’”aa

(Educational Testing Service, 2014) annuan15338luAT

Ao A

aIn

I3 3

WaINI1 N1sUSUNISSsunnsaaula

S = Ya o
1 3y NI

aoandostuinenm niedounnsesvesiSoududais
ArudAtedneBs el e winuzmaideudhoinsal
flugrudowiulfegnaiusydniam mugtiuunguiues
(Krashen, 2019) lalviduugtuiuunisiseun1saouals
yatdunsisunsaeuidanudusssund dudunns
Seuilagliuenesduszneumenisisens In1seenwuuns
aoulsnsaifmfuddwivlusunuvresdaanuvie
iem wandunisFeunisaevluusseniadaandeudi
wnzanuin1Feud smtinsaduasiaLUUTadey

Tiflunasgusonisinduvinee Ussneunsieuivesdiseu



WugaianudAynaielsenns Aef Jatupong Mora

(2018) eina1ald laun 1) HrenszdunnnImaimun 1M1V

o

¥nlne 2) duafulivadnlnedquandafiaenndosiy
AufeInIsveslseng uag 3) iialenafdliuivudia
Tne fey wuamien1ssanisissunisaeuliensal
1189wl 898U N13aTImATTRILILUUNAdBY

mMwsenge JududeiinnudfyrenisAneiuasaun

v v
o a A [

il Wevdalgymteranainnisldlieinsaliugiuves

O3 o = v

UNANYN LLa%EJﬂiSﬂUﬂ’J’]iJﬁ’]iJ’ﬁﬂﬂ"liLiﬂuzﬂ’]‘ﬂ’]ﬁﬂ NEYUD

InAn At USEENT A NN BITU

7) YalauBLUY

1. MsAnwiteRanatnnislgleinsalniwdingues

o =

Unfnwnndud ieliusziuauainsanianIe
2. MIfAnwdelianaIanseuINMwNaeduinugdy q
WU N5 N19NA M98 kae NSWEY AUARUNISANY

AUNTFUIUNITITEUS
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UnAnga

nsanuiluadiianusvasdileAnunisensumalulad uaziitefnwnsdeasnisnananavia fiduadonisindula
Fosouriiooulatvesiuilan Generation X lulwangummuniuas lnsn1iduadadifunisidouuunauman (Mixed
Method Research) laun n15398183U5u10s (Quantitative Research) uagn15398183A AN (Qualitative Research)
insesileflilun1sides Ae wuuasunu Taeiiudeyannnngusiesne $1usu 400 Au uaznsduAwaliBsdn Taaiiudoya
NNAUAIDEE T 5 AU

1%

HANMTITBTaUTI nudt Mssensuwmalulad dumssuinisiduld sunssuianudglunisldeu dunisivs

U

NINYININNITRY wazaunsiviaulinga dnadenisdndulatesesinesulats eafuslna Generation X luiun

Y

v a '

nyammvuAs eg1edidedndyynealiffissdiu 0.01 wasmsdeasnsnanaddva fnadensindulatesesrhesulatves
7uslan Generation X lulwmngamamiuas egnsfifoddgmisadafiszdu 0.01 drunanisidoiBanmnin wuin ang
gonsumaluladlunn 9 fu ldud funssudrnudniuld sunssuiusslenidlasu sunssvianuiglunisldnu
Frunsfuiarudssinuanutasndy wagdiunssudanulina fuadenisiadulatesearineeulatvesiuiina
Generation X TuluangummuvIuAs wagn1sdoansnisnainfava duadenisdnavlead eseaviesulativesuslng
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Abstract

The objective of this study was to study the acceptance of technology and to study digital marketing
communication affecting decision to purchase shoes through online channels of generation X customers in
Bangkok. This research was a mixed method research which consist of the quantitative research and the qualitative
research. The research instrument were questionnaires by using to collect data from 400 samples and in-depth
interview by using to collect data from 5 samples.

The results of quantitative research were found that the acceptance of technology in terms of perceived
compatibility, perceived ease of use, perceived financial resource, and perceived trust significantly affected to the
shoes purchasing decision through online channels of generation X customers in Bangkok. And, the digital marketing
communication significantly affected to the shoes purchasing decision through online channels of generation X
customers in Bangkok. The results of qualitative research were found that technology acceptance in terms of
perceived compatibility, perceived usefulness, perceived ease of use, perceived financial resource, perceived
security risk, and perceived trust significantly affected decision to purchase shoes through online channels of
generation X customers in Bangkok. And, the digital marketing communication significantly affected decision to
purchase shoes through online channels of generation X customers in Bangkok. From the results of both studies,
the results were consistent in the acceptance of technology excepting perceived usefulness and perceived security
risk. Both dimensions affected to the shoes purchasing decision through online channels of generation X customers
in Bangkok. Also, the digital marketing communication affected to the shoes purchasing decision through online

channels of generation X customers in Bangkok.

Keywords: Technology acceptance, Digital marketing communication, Purchasing decision, Generation X
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Abstract

The study of “The Effectiveness of Advertising in Real Estate through Facebook by Using Retargeting and
Lookalike Audience Tools” The objectives are 1) to study the effectiveness of A/B Testing advertising towards
consumer behavior 2) to identify the effectiveness of Retargeting advertising if the implementation benefits sales,
measuring by Lead generation 3) to study the effectiveness of Lookalike audience advertising on Facebook.
Experimental Base Research was used in this study. Media purchasing data was collected through Pattra Home
Facebook Fanpage: https://www.facebook.com/byPattraHome in order to study the effectiveness of A/B testing,
Retarget, and Lookalike Audience through Facebook platform.

The research of A/B testing identified the differences of consumer behavior which help entrepreneur and
marketers to recognize their targets. Consumers were classified into three segments which are 1) Business owner,
individuals who are in management level and interested in investment 2) Luxury Lifestyle — individuals who spend
their money on luxury products 3) Broad Audience - individuals who have no specific interests. The purpose of
this research can identify 3 parts: Awareness, Consideration, and Conversion. The findings indicated that A/B testing
was able to identify 2) Luxury Lifestyle had the most interest in purchasing a house which price are higher than 20
million Baht when consider on the efficient cost of the engagement implementation (0.06 Baht per engagement).

The research also showed that Retarget and Lookalike Audience are significant tools to reach customers effectively.

Keywords: Retarget, Lookalike audience, Lead generation, A/B testing
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Abstract

Although there are number of customer engagement studies in engagement processing, antecedences and
consequences of customer engagement, and its conceptualization and measurement, there are limited studies
that have studies customer engagement from the branding perspective, especially in terms of brand-value creation.
This study aims to determine the impacts of customer engagement on brand equity in E-commerce platforms in
Thailand. The hypotheses were proposed to test the influence of customer engagement on brand equity. The
samples of 358 respondents were collected by using self-administered questionnaire survey. The path analysis was
implemented to test the hypotheses by using structural equation modelling method. The results suggest that
customer engagement positively influences brand equity in all four dimensions. The results of the study were

discussed.

Keywords: Customer engagement, Brand, Brand equity, E-=Commerce, Engagement, Cognitive
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. INTRODUCTION

In the present days, it is clear that the growth in
number of online shoppers has increased during the
COVID-19 pandemic. This is because the state policies
like: lockdown, stay-at-home order, work from home
policy, or curfew have been implemented in numerous
countries around the world. Some businesses have
been closed or limited number of business hours.
Therefore, it is clearly that, with this COVID-19 situation,
if people cannot go out and shopping, they could turn
to buy what they want from online platforms.

In Thailand, the market value of E-commerce is
about $7.09 billion in 2021 and continue growing
(Leesa-Nguansuk, 2020). The number of internet users
is increasing by 3.4 million from 2020 to 2021 as well
as the number of active social media users (Hootsuite,
2021). Most of E-commerce activities like using credit
cards, making online transaction, online banking, or
pays bill online, have increasing since the COVID-19
Pandemic in Thailand.

With this increasing number of customer engagement
on online-activities, it provides a valuable marketing
strategy for creating valuable relationships with
customer, like customer-brand relationship. Therefore,
marketers are investing more time and resources in
interacting with online-customer, while researchers are
examining the opportunities for utilizing online marketing
as a strategy for generating engaged consumers
especially related to E-Commerce opportunities
(Calderon-Monge & Ramirez-Hurtado, 2021). More
importantly, the research stream of ‘engagement-
related dynamics’ has become more interested due to
it is expected to lead to superior organizational
performance outcomes.

Althousgh there are number of customer engagement
studies in engagement processing, antecedences and
of customer and its

consequences engagement,

conceptualization and measurement, there are limited
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studies that have studies customer engagement from
the branding perspective, especially in terms of brand-
value creation (Naumann, Bowden, & Gabbott, 2020;
Osei-Frimpong & McLean, 2018; Pagani & Malacarne,
2017; Thakur, 2019).

Therefore, it is questionable that how do consumers
engagement create a brand value? And how does
customer engagement process in the brand building
program? This study aims to determine the impacts of
customer engagement on brand equity in E-commerce
platforms in Thailand. This would enhance the
knowledge of online consumer behaviors and assist the
online marketing practitioners to design an online
marketing plan to create brand equity in the mind of

customers.

IIl. LITERATURE REVIEW

A. E-=Commerce

The electronic commerce (E-commerce) refers to a
business model that allows companies and individuals
to buy and sell goods and services over the Internet. E-
commerce operates in four major market segments and
can be conducted over computers, tablets, smartphones,
and other smart devices. Nearly every imaginable
product and service is available through E-commerce
transactions, including books, music, plane tickets, and
financial services such as stock investing and online
banking. In the recent days, consumer can engage on
E-commerce platform via mobile applications, social
media service platforms, website or webpage on

various online devices.

B. Customer Engagement

Customer engagement has been one of the main
stream in marketing researches in the last decade
(Bowden, 2009; Hollebeek & Chen, 2014). For Customer
engagement theoretical foundation, there are various

forms of the concept, including ‘consumer engagement’
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(Haili, 2020), ‘Customer Engagement’ (Linda, Tripti
Ghosh, RiteshPandey, PriyavratSanyal, & Moira, 2021)
‘customer engagement behavior’ (Van Doorn et al,
2010), ‘customer—brand engagement’ (Hollebeek &
Chen, 2014; Hollebeek, Glynn, & Brodie, 2014) ,
‘community engagement’ (Wu, Fan, & Zhao, 2018),
‘continued engagement intention’ (Chen, Tsou, Chou,
& Ciou, 2019) , and ‘brand engagement in self-concept’
(Palazon, Delgado-Ballester, & Sicilia, 2018).

The past literatures shows that there are numbers
of conceptualizations and definitions of customer
engagement (Bowden, 2009; Hollebeek & Chen, 2014;
Linda et al, 2021; Simona & Alin, 2021). These
conceptualizations and definitions of customer
engagement in previous literatures are differed because
of their theoretical perspectives which are, for example,
engagement objects (products/services, online/offline)
or subject (she/he), term of engagement (payment
method, level of participation), or engagement
behaviors (helping, reviewing, commenting) (Bayraktar &
Yildinm, 2019; Hollebeek et al., 2014).

In addition, customer engagement has primarily
been defined either in the concept of psychological
phenomena or behavioral contribution. The most
accepted definition of customer engagement is from
the work of Bowden (2009)’s. Bowden (2009) defines
customer engagement as “a psychological process that
helps understand how customer loyalty forms and can
be maintained. He uses various measures such as
satisfaction, commitment, involvement, trust, and
brand loyalty to explain the process of customer
engagement”. Recently, many researchers have focused
on the behavioral approaches of Customer Engagement,
especially in the context of social media in the pattern
of likes, comments, and shares (Gainous et al., 2020;
Reirveld et al., 2020).

For the study conceptualization standpoint, the

majority of the studies on customer engagement

96

is

pointed out that customer engagement a
multidimensional concept with three major components:
cognitive, emotional (affection), and behavioral
(activation) (Bayraktar & Yildinm, 2019; Bowden, 2009).
Considering the multidimensionality of this concept,
various authors propose the empirical examination of
customer engagement as a higher-order construct
measured through three simultaneous dimensions. For
this concept, Hollebeek et al. (2014) proposed a
measurement scale based on three similar dimensions
of customer engagement which are cognitive
processing, affection, and activation. Then, previous
literatures have implemented this proposed scale in
social media studies and verified its validity (Harrigan,
Evers, Miles, & Daly, 2018; Obilo, Chefor, & Saleh, 2021).

For this study, the author focused on the customer
engagement which related to online business. The
three dimensions of customer engagement found to be
statistically reliable to measure (Bowden, 2009; Hollebeek
et al,, 2014). Each of three components, for this study,
refer to; (1) cognitive referring to absorption, attention,
awareness, cognitive processing (Chen et al., 2019); (2)
emotional, referring to enthusiasm, enjoyment, pleasure,
positive affect for a brand (Bowden, 2009); (3)
behavioral, referring to energy, effort and time spent on
a brand.

For further explanation, cognitive engagement
represents the processing, concentration and interest in
an object (de Castro, 2017; Ghasemian Sahebi,
Moshabaki, & Khodadad Hosseini, 2018) and refers to
being immersed in the content of the brand social
platform. For emotional engagement, it is expected to
occur through recurrent feeling of these emotional
responses after a certain time of satisfying cognitive
immersion in brand social networks (Kuzgun & Josiassen,
2016) and refers to the consumer’s level of excitement,
interest, fun, pleasure, and happiness derived from
related content or activities.

engaging in brand



Behavioral engagement refers to the willingness to
devote time and effort to the brand social platform.

This can be seen in the fig.1

C. Brand Equity

A brand is a collection of symbols, experiences,
associations or a combination of them intended to
identify the goods and services of one seller from group
of sellers and to differentiate them from those of
competition (Keller, 1993). Aaker (1996) argued that a
brand is an intangible but critical of what a company
should provide to consumers. A consumer generally
does not have a relationship with a producer or service,
but he or she may have a relationship with a brand. In
part, a brand is a set of promises. It implies trust,
consistency, and a defined set of expectations.
Branding is commonly defined as the activities of
creating added value in the minds of consumers, which
includes building perceived value beyond the
observable physical value of products or services (D.
Aaker, 1996a, 1996b; D. A. Aaker, 1991; Keller, 1993).
Branding objective is to create the value to the
customer by imprinting the psychological thoughts of
the brand the customer memory, which widely called
“brand awareness” (Aaker, 1996b; Keller, 1993; Keller &
Lehmann, 2006). Therefore, brand and branding strategy
is a major mission for companies in the present days to
gain the competitive advantage and place their brand
in the mind of consumers.

This value added of a brand has long been
recognized as brand value or brand equity (Keller &
Lehmann, 2006; Pappu, Quester, & Cooksey, 2006).
Brand equity provides the primary point of
differentiation among products and services. Building
to achieve

brand equity empowers companies

negotiation power, increase effective marketing

communication and  enhance  marketing  mix

performance (Yoo & Jeong, 2013). In addition, strong
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brand equity offers an opportunity to implement the
brand extension strategy.

The concept of brand equity has been discussed,
debated and argued for decades in variety perspectives
(Keller & Lehmann, 2006; Simon & Sullivan, 1993).
Brand equity is one of most important concepts in the
marketing practice as well as in the academic marketing
research. There were intense of literature in brand
equity and brand value during 1990s. It was a main
stream of marketing research according the shifting of
the marketing paradigm and changing of consumer
behavior (Aaker, 1991; Doyle, 2001; Keller, 1993; Rust,
Lemon, & Zeithaml, 2004). Many marketing scholars
tried to define the term of brand equity and brand
value and proposed the domain of these constructs
1995; Park &
Srinivasan, 1994; Simon & Sullivan, 1993; Yoo, Donthu,

(Cobb-Walgren, Ruble, & Donthuy,
& Lee, 2000). All of them commonly defined the brand
equity in terms of an intangible asset or added value of
the brand and in terms of marketing effects attributable
to the brand.

Aaker (1996) defined that “brand equity is the set of
assets and liabilities linked to a brand that add to or
subtract from its value to the consumers and business”.
Simon and Sullivan (1990) have viewed brand equity as
“the incremental discounted future cash flows that
would result from a product having a brand name, as
compared to the proceed that would accrue if the
same product did not have that brand name”. Rust,
Zeithaml, and Lemon (2004) have viewed brand equity
as “customers’ subjective and intangible assessment of
the brand, above and beyond its objectively perceive
value”. They also proposed three sources of brand
equity which are customer brand awareness, customer
brand attitudes, and customer perception of brand
ethics.

This study adopted the concept of Aaker’s brand

equity to create the research model. Aaker (1991)
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summarized the brand equity into 5 categories; brand
loyalty, name awareness, perceived quality, brand
associations and other proprietary (as in the fig.1) as the
followings;

Brand Associations (BAS) — Brand associations refer
to a set of associations or images which differentiate
the product or service from competitors. Brand
associations are included those with product attributed,
a celebrity spokesperson, or a particular symbol. Brand
associations play a major role in driving brand identity
and brand personality. In addition, brand associations
stand for what a company wants to present in
consumers’ mind.

Perceived Quality (PQ)- Perceived quality is the
association of overall quality which a consumer
perceived. It is normally based on the knowledge of a
consumer on a product or service. The quality
perception may have a different form which depends
on types of industries. Perceive quality drives financial
performance of the brand.

Brand Awareness (BAW) — Brand awareness refers to
the strength of a brand’s presence in the consumers’
mind. Brand awareness is an undervalued component
of brand equity due to the intangible of its measure.
Brand awareness can affect perception and attitude.
Brand awareness reflects the salience of the brand in
the customer mind. The level of brand awareness is
based on the ability of recognition of a consumer.

Brand Loyalty (BL) - Brand loyalty is a key to
determine the value of a brand due to the future sales
and profits can be expected from highly loyal
consumers. Aaker (1996) stated that brand loyalty can
be measures by satisfaction of the brand.

Other Proprietary Brand Assets — This asset represents
customer perceptions and reactions to the brand such
as patents, trademarks, and channel relationships.

These assets must be tied to the brand, not to the
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company or the firm. This dimension of brand equity

was not included in the research model.

Customer Brand

Engagement

Equity

Figure 1: Research model

D. Customer engagement and Brand Equity

For this study, customer engagement refers to the
cognitive abilities, behavioral manifestation, and a state
on mind of being emotionally invested with the focal
object, which is a brand. Previous researches agree that
customer engagement is a psychological state that
leads to frequent interactions with the focal object
(brand) that go beyond transactional motive of merely
a purchase (Corkum, Lie, Crish, Jobb, & Adreew, 2021;
John Paul Basewe, Henry, Abednego Feehi Okoe,
Robert Owusu, & Robert, 2018). Previous literatures
have investigated and found the relationship between
customer engagement and brand as a focal object
(Bayraktar & Yildinm, 2019; Haili, 2020; Matosas-Lépez &
Romero-Ania, 2021). Bayraktar and Yiliim (2019)
proposed that customer engagement in brand social
media is related to interactions and communications
with the brand and other customers. This suggested
that there is

a relationship between customer

engagement and brand-related factors.



Therefore, it can hypothesize that customers who
have a high cognitive level of a brand more likely to
have a high level of brand awareness. In addition,
customers who have a positive attitude, favor emotion,
or good feeling to a brand more likely to have a positive
brand image in their mind. Furthermore, customers who
have high frequent interactions with a brand lead to a
high brand involvement (Ho & Chung, 2020). Therefore,
this study hypothesizes that:

Hla: Cognitive Engagement positively relate to

Brand Associations

H1lb: Cognitive Engagement positively relate to
Brand Awareness

Hlc: Cognitive Engagement positively relate to
Brand Loyalty

H1d: Cognitive Engagement positively relate to
Perceived Quality

H2a: Emotional Engagement positively relate to
Brand Associations

H2b: Emotional Engagement positively relate to
Brand Awareness

H2c: Emotional Engagement positively relate to
Brand Loyalty

H2d: Emotional Engagement positively relate to
Perceived Quality

H3a: Behavioral Engagement positively relate to
Brand Associations

H3b: Behavioral | Engagement positively relate to
Brand Awareness

H3c: Behavioral Engagement positively relate to
Brand Loyalty

H3d: Behavioral Engagement positively relate to

Perceived Quality

This can be seen in the figure 2.
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Figure 2: Path model

Ill. RESEARCH METHODOLOGY

There were two-stage of research methodology and
analysis; Stage 1 is to gather the qualitative data, purify
the data and check the reliability and viridity. Stage 2 is
to analyze the data with SEM.

Twenty in-depth interviews were conducted to
identify the brand of E-Commerce Platforms and
collect the quality information of the customer
engagement attitude and behavior. The interview
process allows the study to verify the measurement
items and validate the components of customer
engagement and brand equity. The results of the
interview pointed out that the E-Commerce platforms
which one-hundred percent of all interviewees know
and realize are SHOPEE and LAZADA, and most of them
preferred to purchase online products from SHOPEE.
Therefore, the focused brand in this study is SHOPEE.

Next, the pilot test of one-hundred and two
samples were tested. The exploratory factor analysis
(EFA) and confirmatory factor analysis (CFA) were tested
to indicate the reliability and validity of the data. The

results of the EFA show that cross loading items were
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eliminated and other measurement items were
consistent with the construct validity.

Four major criteria of fit indexes were applied to
check the fit of the SEM model (R. B. Kline, 1998; T.
Kline, 2005); X2/df, RMSEA, CFI, and SRMR (GFI and AGFI
are affected by sample size (Sharma, Mukherjee, Kumar,
& Dillon, 2005) and TLI is highly correlated to CFl). For
this study, the SEM fit indexes show that the chi-square
to degree of freedom ratio (X2/df) is 2.775 which is a
reasonable fit (Kline, 2005). CFl was exceeded the
acceptable fit point at 0.90 (CFI=0.932), RMSEA was
0.056 which considered to be reasonable fit as well as
SRMR which was below 0.10 (SRMR = 0.065).

Therefore, the results of the CFA show that the
sample data were a favorable fit to the measurement
model. Hence, the structural model was reasonably

accepted. The fit indexes for the path model are as

shown in Table 1.

Table 1: The model fit indexes for the path model

X?/df, p < 0.001 2.775
GFI 0.912
NFI 0.896
RFI 0.875
IF] 0.953
TLI 0.902
CFl 0.932
RMSEA, p < 0.001 0.056
SRMR 0.065

The samples of 358 respondents were collected by
using self-administered questionnaire survey. The path
analysis was implemented to test the hypotheses by

using structural equation modelling method.

IV. RESEARCH RESULTS
The sample consisted of 358 respondents and 98 of
them are male while 260 are female. Seventy-two

percent of the respondents were between 21-40 years
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old while only 4.19% were less than 21 years old and
23.74%% were older than 40 years old. Approximately
Fifty-eight percent of the respondents have income per
month less than 30,000 baht and Forty-two percent of
then have income per month more than or equal to
30,000 baht. Seventy-four percent of the samples are
single and about seventy-nine percent graduated in
Bachelor degree and higher. The majority of the

respondents were a company employee.

Table 2: Characteristics of the respondents

Gender

Male 98 | 27.37
Female 260 | 72.63
Age

Less than 21 years old 15 4.19
21 - 30 years old 135 | 37.71
31 - 40 years old 123 | 34.36
Older than 40 years old 85 | 23.74
Income per Month

Less than 15,000 baht 12 3.35
15,000 - 29,999 baht 196 | 54.75
30,000 - 69,999 baht 106 | 29.61
70,000 - 99,999 baht 32 | 894
More than 100,000 baht 12 3.35
Marital Status

Single 265 | 74.02
Married 79 | 22.07
Divorced / Widowed 11 3.07
Separated 3| 084
Education

High School or Lower 16 | 4.47
Vocational Degree 58 | 16.20
Bachelor Degree 206 | 57.54
Higher than Bachelor Degree 78 | 21.79
Occupation

Company Employee 196 | 54.75
Government Officer 66 | 18.44
Self Employed / Business Owner 75 | 20.95
Student / Housewife 18 | 5.03
Other 3| 084




The results show that the cognitive engagement

significantly  and  positively  influences  brand
associations, brand awareness, and brand loyalty.
However, it does not significantly relate to perceived
quality. For emotional engagement, it significantly
influences brand associations, brand awareness, brand
to the

brand

loyalty, and perceive quality.  Similarly,

behavioral engagement, brand associations,
awareness, brand loyalty, and perceive quality are also
significantly influenced by the behavioral engagement.

This shows in the table 3.

Table 3: The results of hypothesis testing

Hypotheses Standardized Critical

and Path Regression Ratio (Z- P~

Analysis Weights value) value
Hla CE - BAS Hla
Hib CE > BAW Hib
Hic CE > BL Hic
H1d CE > PQ H1d
H2a EE > BAS H2a
H2b EE - BAW H2b
H2c EE - BL H2c
H2d EE > PQ H2d
H3a BE > 2 BAS H3a
H3b BE > BAW H3b
H3c BE > BL H3c
H3d BE - PQ H3d

Note: * shows p-value < 0.05

** shows p-value < 0.01
*** shows p-value < 0.001
NS - Not significant at a 0.05 significance level

The standardized coefficients are shown in the blanket.

CE - Customer Engagement

EE - Emotional Engagement

BE - Behavioral Engagement

BAS - Brand Associations

BAW - Brand Awareness

BL — Brand Loyalty

PQ - Perceived Quality
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V. DISCUSSIONS AND RECOMMENDATIONS
The results suggest that customer engagement
influences in all four

positively brand equity

dimensions. This supports the study’s in-depth
interview which provided some evidences that the
more  customers engage the SHOPEE online
marketplace, the more they realize, perceive, and
understand the brand. The findings reveal that
SHOPEE’s customer engagement is a crucial factor in
explaining how brand equity can be created. However,
the cognitive engagement does not influence the
perceive quality of a consumer. This implies that the
cognitive process of a customer on a brand does not
lead to how the customer realize the quality of the
product. Among three dimensions of the customer
engagement, the behavioral engagement shows the
strongest relationship to brand associations and brand
awareness. It suggests that customers, who fully
focused on the platform interactions, were stimulated
in learning more about their favorite brand as well as
having a good picture of the brand in their mind.
Behavioral engagement is also importance for keeping
the customer loyal and making a repeat purchasing. It
is also indicated that customers are willing to take part
in brand-related initiatives. Repeated Interaction would
magnify the customer-brand relationship.

Emotional engagement strongly relates to brand
awareness and perceived quality as in the results. This
suggests that emotional engagement is shows the key
role of placing a good experience in the mind of
customers and leads to the perception of quality of E-
Commerce platform. For example, customers who feel
exciting, fun, pleasure, or happy in their experience
while they are engaging the platform, would perceive
more value of the brand. In additions, the results of the
study found that all customer engagement dimensions

significantly influence factor the brand loyalty. This
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result is compatible with the previous findings (John
Paul Basewe et al.,, 2018; Vinerean & Opreana, 2021)

This study provides empirical evidence to support
that customer engagement process is a part of brand
building program for an E-Commerce platform.
Customer engagement can motivate brand equity in all
dimensions (brand awareness, brand image, brand
loyalty, and perceive quality). Company must exploit
points of engagement for a customer to pursuit along
the customer journey in order to create a strong brand
equity.

The major limitations of this study are that the
generalization of the respondents and single-country
sampling. Another limitation is that the study focused
on a single brand, so the results were not generalized
across the market. Finally, this study applied an online
survey to collect data which may lead to measurement
error and bias. However, the study implemented a
reliability and validity analysis which presented a strong
proof for validation of the statistic instruments.

Therefore, the outcomes have a certain level of

credibility.
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