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Editorial Message

Congratulations to all researchers whose articles have passed the peer review and were published
in the Journal of Business Administration and Languages (JBAL), Vol. 11 No. 2. All articles published in this
issue have best quality contents and are extremely useful. They can be used for development of
innovation.

The journal's policy remains the same, accepting articles in both Thai and English under the
accreditation of TCl (Thai-Journal Citation Index Centre). Therefore, JBAL received more attention from both
national and international researchers. Currently, JBAL is still in the TCl 2, but the editorial team has worked
together in order to promote it to achieve TCl 1 at the next opportunity.

The editorial team hope that all articles that were published in this journal will be beneficial to all

readers for citation to their research and development.

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

see
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Abstract

Nowadays, technology is constantly evolving in response to changing consumer behavior due to environmental
factors. Therefore, it is necessary for the business sector to adapt in order to effectively meet the needs of
consumers, especially in the convenience store business. The objectives of this research were: 1) to study the
marketing process that affects the decision to buy products from online convenience stores; and 2) to study the
factors influencing confidence in the decision to buy products from convenience stores. online This research uses
a quantitative research method. A guestionnaire was used as a tool to collect data from a group of 400 people
who had experience buying products from online convenience stores. The statistics used to analyze the study data
were descriptive statistics. used to analyze data for narrative purposes with preliminary statistics by using frequency,
percentage, mean, and standard deviation methods.

The results of the research revealed that promotional marketing communications influenced purchasing
decisions through online convenience stores the most through social media. In terms of attitude, it was found that
self-traveling behavior was difficult, and buying online can solve travel problems in terms of time. and the price is
cheaper than the storefront, but experience may be required for ease of use. In terms of confidence, it was found
that brand reputation builds confidence in terms of product quality, warranty, trial, and purchase decision in order

to get products that meet the needs, which results in returning repeat purchases.

Keywords: Buying decision, Integrated marketing communication, Online shopping, Satisfaction
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Abstracts

The objective of this study is to investigate the 7C's marketing mix factors from the perspective of customers
that affect the decision to purchase car batteries in the northeastem region of Thailand. Data was collected from
400 individuals who use personal cars, car repair shops, and auto parts stores in the region, using a questionnaire
with a Cronbach's alpha reliability coefficient of 0.97. The statistical analyses used were percentages and multiple
logistic regression with a 95.00 percent confidence level.

The research found that the marketing mix factors that influence customers' decision to purchase car batteries
are: 1) having a variety of product brands and price levels to choose from, 2) providing off-site services (delivery),
3) having customer-friendly facilities with enough seating, 4) extending the warranty and after-sales services,
5) offering free gifts or incentives to customers, 6) providing fast service by the staff, 7) having courteous and
professional service providers, 8) ensuring fast service from the beginning to the end of the sales process, 9) greeting
and thanking customers by the staff, and 10) having enough seating for service delivery. The prediction accuracy

of the model was 97.80 percent.

Keywords: Buying decision, Car battery, Marketing mix factors
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5171 (Price) ¥99M14n159931%1U"e (Place) kagn1Sadasy
159819 (Promotion) @UUsEauNIaN1SRaIn 4Ps Landdd

yuuesnguie Felfilunsosdionsyiuide ludiuves
yuueFaesadionsmsnanidudidweuussleviliun

aa v Ay a o A

anA1 wAlugARIaNEUSIAAdATIdn (customer center)

L] 3 U o

o
& PEYIPN

DugenidustaaduvisdSuans ddeans uasiadsans Jedos
Tianuddyfudulaauniy gsfvassesaunsonouaues
AaAudeInIsvesgnAnauduield wavlatinisd
inesflensnsnanaifisiiiandn 3p léun yana (People)
NIPUIUNITNITIIUINIT (Process) wagn15aseanuaene
AeAIN (Physical Evidence)

Thatheethon Theerakwanroch and Supoj Kritthathan
(2020) WiauAniiufidenndesiuil gsRavzdemeuaues
ATUABINITVBIGNAN dulsraumenisnai 7 ¢u Dy
yapIveegIRTilifuIng mndosnisarUszaunmdia
TUNIFUINITNINAN AAoINATUEUUTLAUVINTNAN

£
v o a

Tuyuvesgnan deil (1) AnAINgnA19ElASU (customer

value) gnAnawidenld@udmvsouinis gnAagdesiansan

1 =)

anuAmsenuUsleving q Naglasulaiisuivaiy

D)

AuAuRufidnely selugsiesilusosauednuaziansi

v

ANININAUDIOAINUABINITVRIGNATLADE IUTITTY (2) Fiunu
(cost to customer) ﬁunuw‘%aL’Euﬁqﬂﬁﬁﬁmm@uﬁﬁ%ﬁha
dmsunmsteaudwiouins dafutueuduandialisy
mngnABusonlunisinesailusaiigs mineau

AumManislun1sgeduAvsauIn1siugougelun1us 1A

' v
Pl v o a

fidny fedugshadesmilaisnsnenanduduieuinig ms
Anwvefusnzaufiunguandtivineidusouiiay
Fgld vilignAninanuiianeladedudmseuinislusia
fwen3ulél (3) mmazaIn (convenience) Ao Maluing
Ansieaounuteya warmslulduimssesdianuagninauy
50157 Stumeuliigeenn degradu iiafidauesiud
g3faazdenimsdnaniiafimnzauie 1les1ue
anuazmnliungnAfidnlulduinng (4) msdeansma

M3INA1M (communication) gnAAIANUABINITIATUYIENT

' '
a a

nneliiinUssloviivasiaula uagdainisineegsna Live
wansnuAniunsadasossoutu 9 gsfamsviinisdam
dofanunsadnfengugnAtmanglunislideyarnuii

nngnAla (5) msguatenlald (caring) Mesudesliuinig
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ogafnladausifausniignéndunluduausenainiiu
liazdunilnuveansuinisfinu gnénasseddiums
usmsguatentaldanduinisduednad wilnaudeanim
oudes tieliAnanuienelaurgnd (6) audnsalu
N13MBUAUDIAILABINTS (completion) andnisaglasy
AYINFRINITOENANYTAILUY 13eANd15URINITUINS
ldgnAngdeansduavsenisuinisuuule dewmeuaues
ANNABINITVRIgNALAREIATUAILaElIvIARNUNNS Y
nsvuaunsliuInIsuigndfead dusednsain samsn
sawlufisgsiatinsrurunisuinmsifiaaugndes uas
auysaluuy mwsndilunsuitam dedamaliignaniia
aulingla (7) anuauie (comfort) Aamaunelaan
mislasuuinishuguuuusing ¢ suddawnndanlunsuinis
drureserns vsssnaneluiudanaiifesadiany
aunem auglaliuignimsindandenvesnslivinig
\Juduigniranunsadudauazfudedld desaiisaiy

aunglanazauienilviuigna

3.2) wwBauasnguiifeatumsiadulade

Chuchai Smithikrai (2020) 95u181491 nssindulade
\Gunsnsgyindsing 4 vesfuilaa iielinuesiadulade
Fuduazuinistu q egrsgnies iy nsfumdeya
Weatudud nisuszdfiunmadensns 9 Tng Kotler and
Keller (2021) l@nauainnszuiunisindulavesiuilan
(decision process) WiifuslnAaziaudanIsuAnseiy
wifuilneasdisuuuumsdeauladerindrendstu Sanszuiu
nsdndulade usoonidu 5 funeu Ae niamszndnis
Ty m3eA1unaenis Msuanmteya n1suseidunig

@on mydnduladeo wazwgfnssundinise

3.3) 9AtENEITR

Phithawat Apichottaveechat (2014) IF@nwTes day
Uszaumsnaafifinasegldsammmdsluumnganmamuas
Tumssadulafouummedsnaud wuth Jaduduszaumis
msnandiiinasenisinduledouunneisasudinemdsly
wangawmaues TiuA fmsdulssiulunnetideditym
o1gvesHAnfas msliudnisgnidu 24 $alus auniwaes

o A

Fandldluniswdn n1sliusnisasadandinisuenioniy
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a

sggganltay danvazainlunisidunisunlydusnig o
seuuudafieudiowunmesindazvun Jusmsasununmes
wonae i anussalunsliusms uasiifieensaniieumna
araInAenIslgusng

Chudmongkol Mungkunkumsaw and Teerawat Titsee-
sang (2017) Anwdadeiifinadenisidenasdudniie
$vieveaiuszneunsiuuunmeisnsud ngusioeng
l4lunisine Ao Q’Uisﬂaumﬁ’mﬁﬁmﬂwLLU@L@@%
sapud $1uan 255 $1u TaengAnssunsidendedudn
LﬁaﬁmmmaaQ’ﬂizﬂaumﬁwﬁmwLmaéﬁaaufﬁﬁiNﬁ'u
wazadvdruuszaunenisannliaudrdguiniian

3 a

laun dundnduet laglvnnudiAguiniian laun as

v a ' Y dad o

AUAITIVI8978 ASIAUAITLAALIY LaTAIIAUAINLTLEYS

Jundn

AINUIY LAZATUTIAT HIUEIRU

FRIAIUIANUNTARAIUNITAANN ANUFDINIINNT

4) BTy

4.1) sz nsngusaoe

4.1.1) Yszv1ns oun fildsnsuddiuyanaluuania
nziueenilounie grousasud waziudmitveslvg
sosudlunang Jusendewnile

4.1.2) ngusiaeene fvuavLavesnNaNsiegs esen
Linsiudulszansiniueu duralaglignsvos
Khazanie (1996) fmualvfinnunainiadouvesnisgy
Fegnsiiveniulian 0.05 nefosar 5 lingusied
385 AU NEINHUYINTANNANIeE 1B BN TELLUY

d@vnn (Convenience Sampling)

4.2) p30sdlefltlun53se

fAelelduuuasuany (questionnaire) ua3osiiolu
M539s Imsuuvasuauilanvaurlateln lnouvseanidu
4 dau Usenoudsdl daudl 1 deyaaluiAsafugnen

wuuaeunuUsEnaulume e 918 01T sERun1sAnm

S a

wazseld @il 2 ToyaiferiuuasngAnssuvesdnou

' P

LUUEBUDNUNTABNISLABNTDLUALABDISNEUR dIUN 3
Toyainefiunginssuvesinouwuuasunslunsiionde
LUALADISOUUANDTIUNEAD U7 4 AUAAWILLAEINY

Javedrulsraunaniseainninanenisandulaidenia
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LUAMB3TOEUGIN UM a.orlndeudestaniingide lay
Tdulszaummsnainlugusewegnan 7C's Usenaunie
sugaiAfignAaz iU (Customer Value) snusian (Cost
to Customer) A1uA214@EAIA (Convenience) ATUNIS
doansmsnana (Communication) fumsguaterlald (Caring)
auANudsalunIReUaLeIANABINS (Completion)
wazduAINEUIY (Comfort) Sefisrurudianu 47 9o Tne
Aaulguinsaiuuszunuan (Rating Scale) TnszauaINy

ey 5 586U (Boonchom Srisa-ard, 2017) d@udl 5 ns

17

Mo

dnauladouumneisnsusifuuidv aovlndeudestaniin
dfin 3ely

MIMAMNNYRNATsdauUUABUAIL WU AR
donAdevedingUszadvaenisdne L I0C agsening
0.60-1.00 WazviimInAgey ANuLToiuroILUUABUNY
(Tryout) $1u2u 30 4 Wudn wuvaeuawilduUseans
wean1veIATaULIN (Cronbach’s Alpha Coefficient) 1WAy
0.97 Fafusgduil TannmAuasiinnandedold (Sekaran

& Bougie, 2020)

4.3) MsiiuTIUTINTeya

AAnwELunsiusuTIayawuUaUAUMUTUREY

U

@

f9il Ap (1) vhmsuanuuugeunulagldtemisesulall e
ddlvtugildsnsuddiuyanaluunniang Jusenideanie

pUTALUR hazsuIingesluasasuslunians Tueen

e

- ¢ A o 4 . .
BLAUD LLa3LLUUE]@UI@UUU&E]ﬁQﬂM@@u‘Iau (social media)

DD

b

Ferdulaasrauuasuaueaulatlugiianesy (Google

= D 1

Form) Laa@319a3e15lan (QR Code) wialvingudegngla

1

o

LNDFRBULUU

v
'3 a

¥iIn15awnu (scan) Bsepanasnnuianasy

U
v

geunueaulay nethdmnudansesieanlulfnedeuunaes
s08UA AUATUTILIL 400 AU Tagyinisiiusiusiudeya
wuvaaunuludnfoungaInIeu w.e. 2565 auiafou

Ya o

unsau w.a. 2566 saluszeziign 3 weu uas (2) 139y

Ievin1snsadeunINgneies uazasuiuaNysalvasdeya

a

withdeyawuuaeunuluimslinsgimsaifdeld

4.4) M5 IATITVTRYA
waaniiliinmsinusiunudeyauuuaeunuieusey

wan deyaiildludmseidelusunsudnsagunicada



\ienn5398 SPSS (Statistical Packages of Science) Vo344
28 AvAnSveaumingrdeveuunu lagldadAnssaun
(Descriptive Statistics) fail (1) adRdeuay (Percentage)
ieosunedeyaineaiuliadvduypravesnoutuuaouny
uardoyanninssunsidenteuunneisnous (2) adfids
punuiomarudiiuduesiauUsiuiuf UL LU
dapsnsanneunladafngd (Multiple Logistic Regression)
fszdunandesiu 95 iiellangithdvdndszaumans
paneluLLBRIgNAN (7C's) Tidwasiomsiaauladeuunnes
soud lngdnauslugunuunsauseneudusseny
5) NSOURUIARLUNNTITY

nsfnudes Jadedruuszaumnsnisnatslusguues
¥03gnéN (7C°s) fidawariantsindulatouummeisasusdly
mangiusendewnile nsdlfinw UiEw a.evlvdeudonls
w130 910 Ineuszgnaldaulszaunianisnainluyuses

suadqﬂﬁﬁ (7C’s) (Thatheethon Theerakwanroch & Supoj

o

Kritthathan, 2020) uagnsdndulate idelanvuansey

o [

WWIARNTIRY Flagut 1

6) NAN15IY

Y

’«Jﬁﬂﬂ’liLﬁU‘ﬁaﬂJ‘Jaa%}S NWUIHNABULLUUEDUAU d1U130

U

! I wal

wusayasenidu 2 nqu nquiiveuunmessasudiiielfios

q LR}
91U 280 AU NHUATITORUALADITREUANEIMUNEHE

v
Yo A

41w 120 AU @unsoasunan1sidelacil
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1) gmeuwuvasunudiulngerduegdininvounny
119U 78 AU T8 mingnssll wau 71 au Juwe

Y18 I 224 AU Fo1g3endne 20-30 U Usenauenan

N o

33098IUA 97U 140 AU TEAUNMIANYIUTYYINT 21U

206 AU waziiselsadesoiiou 60,001-80,000 UM

2) ngfnssunsidenteuunnessasudiieldios wui
dneunuvasunudlvgldsosudussiansais engns
T ulunisiud 1-3 T Srdesnsteuunneisasudasidn
fuuimaisulaonss donlduunmeiuiinbifesguatingdy
Dviefilivoniian Ao Bvie FB Battery WeidamiFouunined
SosuRSaLUAMDIsasuR A Az ldusns TS s Mg
wummaslaemss Jadefivilmdenlduinmssus mhowunass
wmsziinssuuseiududn Saudvainraneive 57PN
warninaudanudenngy tnenuesdidninasenisiden
Jouvnmmoisoous deesulatiinadonisvinliianiu
Smheuunnedsasus wazisn1stiszesdrsuduituan

3) anﬂﬁimmﬁaﬂ%mwmLmaféiaauﬁ‘uaﬂ@mamwu
douauiietwunneisasuslusvunese nuirluns

v a

fnduladolunmeIsasudurasassazdinsivundvell
A% LHONTOLUMLADIBYe FB Battery @aunlaonie

q

a v a

WISTE Tn155UUsEAUAUAT andurladny wazkand el

AUANLANATEIU YARaNdiBnSwasenisiiondefie gnan

9 Y
1

Aunlgusnisidenaeniniiu waraziinisinsdwazlay

A997MN51UANUIMUELALAT

fudsdu
(Independent Variables)

Uasgdudszaumenisnan
Tuyuussvasgndn

1. funnmiignénezléty
(Customer Value)
2. #1us7A1 (Cost to Customer)
3. AMuAMNAZAIN (Convenience)
4. frunsdeansnisaang
(Communication)
5. funsquatentald (Caring)
6. sumnudsslunisnevaues
Aufeans (Completion)
7. fuAMsaune (Comfort)

fuUsau

(Dependent Variables)

v o q & =
AIANAULITIULURALRDT

SR8UALLANIA

A 4

aziusenidsanile

JUN 1 : nseuuiAnlun1side
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mmaﬁﬁaﬂ?ga WS L9veed1uusnisiuduies fians
ALANEINITVIE UaziAaudualidne fiFouunmoInniy
1 adssteritou Foluduu 10 gniuly Sn1sdesutszaa
147 80,001-100,000 UMW YUNATBILUALADITLEDNTD AD
YA 70-75 wout (VUIALUALABS 26 147) 70-90 woud
(PUIALUALABS 31 17) way 90-120 wouy (VUIALUALADS
31 $) Tudhuvesianssuduasunisnann wuin wWiudeiu
NM3FeuUAABITIBUApATANLANYR T TaUSE S LR eU

wiusledun1stiseiduiiuanifionandudiuan 19

AINAFEY wAZTAUABINSAUNTOUTLLUAABSTOBUA
WUULAIese RN waztadessudszuulni (EV) Tng
NM159158 RUaElOUNIUNEEIANS TuBUIARARTI19iAIY
Fosmsuusmedsasusini (EV) uagmniinnugosnisey
Twusem a.ozluasunsalaniin 31in

4) Jadediuuszaun1enisnainluyuuesvedgnal
(7C’s) Tidamasionsinduladeuunneisasuiannusty a.

arlvagumalansn 310A AIRNS19A 1

3197 1 @ uanssaduUsladediuussaumeansnanalusuuesvesgnn (7C's) Ndsmadenisindulafouunimeisnaud

Uadedauuszaunienisnainluyunedvasgndn (7C°S) ‘ B ‘ S.E. ‘ Wald ‘ df ‘ Sig. ‘ Exp(B)
1. Frugaudiigndnazlé¥u (Customer Value)
1.1 FumilAdeonvatenaismumnu@eanis 214 J77 | 076 | 1 | 783 | 1.239
1.2 winduasigunmlauinigiu 709 | 1.084 | 427 | 1 | 513 | 2,031
1.3 91gv0eHanAueIdinNNuNIY 551 966 | 326 | 1 | 568 | 1.736
1.4 nmnatiuazdoidoens dudn 125 886 | 020 | 1 | 888 | 1.133
1.5 findndasianadive nanesziusaliden -1.760 | 863 | 4.157 | 1 | .041* | 172
1.6 msluinsenadanunmeindinisueviemussevialdou -179 914 | 038 | 1 | 844 | 836
1.7 fivimawdeuuunmeiuonaniud 265 | 797 | 110 | 1| 740 | 1303
1.8 finsnradassuusasusiiuenmilonnuunmes wu -.090 842 | 011 | 1 | 915 | 914
o laamsn ssuulal syuuwed WHudu
1.9 fuimsdamauehnm 1wy wawmessasudsulsl 9 uummeIsalih (Ev) 592 | 882 | 451 | 1 | 502 | 1.808
wunmeIuawesles uavuunmedleaivad (Jusy
1.10 fisesiiouazgunsaliiviuadiolfunsgu 1.603 | 977 | 2688 | 1 | .101 | 4.966
2. #1us1A1 (Cost to Customer)
2.1 AN ANAUANNINUDIFUA 1.040 | 1.024 | 1.032 | 1 | 310 | 2.830
2.2 finssutseiununwmeiidleditem 241 | 1115 | 047 | 1 | 829 | 1272
2.3 yngnnindleiisuiuiudu 2077 | 1.077 | 3720 | 1 | 054 | 7.982
2.4 @11506059959A LA -904 | 617 | 2143 | 1 | 143 | 405
2.5 fpmnetisziuiivannvany -1.195 | 719 | 2766 | 1 | .096 | .303
3. AMuAUEzAN (Convenience)
3.1 hiaieve s uiunsasan -361 745 | 235 | 1 | 628 697
3.2 fanuazmnlunisidunianlguing 1249 | 1258 | 985 | 1 | 321 | 3.486
3.3 fusmsuenanud (Delivery) 2633 | 1322 | 3969 | 1 | .046* | 13.918
3.4 msdnuansiogadumuaaiuliie -396 J72 | 263 | 1| 608 | 673
3.5 annuiisusesgndn iidadiome -3.002 | 1.053 | 8135 | 1 | .004* | .050
3.6 fifivonsaniiwang avandenisdlduinis 373 793 | 221 | 1| 638 | 1.451
3.7 aunsofadedadeldnanetenis 717 706 | 1.032 | 1 | .310 | 2.048
4. Frunsdemsnisnana (Communication)
4.1 inslevandndeseulatduaveeladaiiave 298 | 1161 | 066 | 1 | 798 | 1347
4.2 fimsdwantoyalinnusugvorumsuenian uazdesns q 961 | 1173 | 671 | 1 | 413 | 2613
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715199 1 : wansmasulstadednusvaumenisnanluguuesesgnd (7C°s) Ndwmasiensiindulatiowuninessnaud (sio)

Uadedaudszaumanisnainluyuuasvasgndn (7C’S) ‘ B | S.E ‘ Wald | df ‘ Sig. | Exp(B)
4. §un1sdeansn1smain (Communication)
4.3 flusludu an wan wan uox 832 | 996 | 698 | 1 | .403 | 2.299
4.4 1598718 5282aIN TTUUTEIULaEN1TUSNIVAINISUY -2018 | .932 | 4.684 | 1 | .030% | .133
4.5 JvasuanvasinadmiugnA 2635 | 843 | 9759 | 1 | .002% | .072
4.6 insansIAAINUIIUNTAT 626 | 924 | 458 | 1 | .498 | 1.870
5. aun1squatenlald (Caring)
5.1 wihendvusnisfeanusings 2902 | 1.191 | 5934 | 1 | .015% | .055
5.2 fumpunsdiduaYAIN IS 910 | 937 | 943 | 1 | 331 | 2484
5.3 gliusmsfinnuduiuemasgnm 2436 | 1.025 | 5647 | 1 | .017* | 11.422
5.4 wilnaliuinisguaienlaldgnnegaviniie -907 | 785 | 1336 | 1 | 248 | .404
5.5 Wweshuguatenlaldgnaieged -1.088 | 909 | 1.432 | 1 | 231 | .337
5.6 Wvesiunasninauandigneila 1.073 | 917 | 1.369 | 1 | 242 | 2925
5.7 Wivesiuwasninauianug uaglviruugiliegned 708 | 876 | 653 | 1 | 419 | 2.030
6. Auanudsalunisnausuasaufanis (Completion)
6.1 mumnrlunsliuinsiusfuauaunszuIunsne 2379 | 927 | 6585 | 1 | .010% | .093
6.2 %UWBUH’]igﬂauﬁﬂﬁzﬂ’Jﬂ 9152 219 135 .088 1 166 1.244
6.3 fin1snandvinmeaianuasreUAMYBINTINII -2.358 | 914 | 6.657 | 1 | .010% | .095
6.4 mslusnnsiirnugnies uavvndedie 1606 | 903 | 3164 | 1 | 075 | 4.985
6.5 Wieusnwitugninlsognarlunisquadnuuummeisaud 536 | 965 | 309 | 1 | 579 | 1.709
6.6 Magualviuinsdwevduliinnnudsmelusevinavuds -738 | 891 | 686 | 1 | .408 | .478
6.7 iefitlymysedofiawaraiatuldiunsgua Sufiaveu uflvegnesnd: 1.052 | 914 | 1323 | 1 | 250 | 2.863
7. fuAEung (Comfort)
7.1 fufifuntrenng avon -715 | 918 | 607 | 1 | .436 | .489
7.2 amuﬁﬁ]amnawmama .958 .849 1.271 1 .260 2.606
7.3 muhidefie / Seidewwesiiu -604 | 773 | 610 | 1 | 435 | 547
7.4 Medifinmesionisluinig 1832 | 823 | 4963 | 1 | 026 | .160
7.5 Facebook iaasiuiinnumeny fuge waslideyaiinsudubutiogiu 1325 | 779 | 2894 | 1 | .089 | 3.763

91nen5197 1wt Sadediudsraunisnisnanaly
LU839839NAN (7C°s) Tidwmasionsiaduladouunined
sopud 1wy 10 Jade un Tndadasivansive vanesysu
seiliden, fiusnsuenaauil (delivery), amuﬁ%’uaaqqﬂﬁw
fifidauiiome, dnsvenesvernanssuUssfuasmsusnis
na4n15v1y, dveuauvesiidadimiugnai, wineu
Tusnsieanusings, gliuinsianuduiueuas
an, anumasalunsliuimsdusduauaunssuiuns
18, ANSNANTINMIYATARLAZYDUANYBINTNNY, wagi
Taflifieeanaronisliuinig saudstasediudszaunis

N13RANALUYNLBIYBIGNAT N8 10 AIWUT arunsaviung
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Tonanisindulateuummeisnsudvesiuilneluuania
nyiueandewnie lagndesiesas 97.80 9ndudstady
dulszanmnansnainluunesuegndn e 10 fuus
amnsaviuslenanisinaulafouunmedsasud vos
duslaalunniangiusanideunie lagndesdosas
97.80

Hadvdnszanmsnsmansluyamesvesgndn (7C°s) 1
dwaromsindulatouumneinsudluannans Tusonides
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fndnfusvanadvie vatuszAuTIAT AN

fiusn1suananiuii (Delivery)

2 W

anufisusegnAn mlaiewe

1328185282813 UUsEAULAEMTUIMSVaINISUY

flvownuvesiliadmiugnan

0 BA v " I3
WUNNULNUINTIAITAMUIIALT

q Y a = i o
uInsiiang LUHmlLOLLﬁ:"Zﬂ’IW

anusaadlunsliuimssausfuauaunszuIINISe

finmsnaninmeaiafuazveunniveantinny

sl awadanisliusnig

mssndulafouunned
sngusluRMA
priueandsunile

5 o y N . o o a & 4 o < -
E‘U‘W 2: ‘{j‘\]ﬂEJﬁ’ZI‘Ll‘U§3ﬁ&I‘V1Nﬂ']ﬁ‘ﬂa']ﬂiui{ﬂﬂ@ﬁ]aﬂ@ﬂﬂ'] (7C’s) waqmamamimaﬂ%mmmLmasiﬂawﬂuwmmﬂmwuaaﬂLammua

nsfiAnw UStn a.ezlvasudeslaniin i

7) asUuazeiusena

MNHaN AN WUt nausegafiofnymgAnsTunay
Hasvduuszanvninsmanndmasensinauladouunmnes
snsuseIUsTn a.ozlndousoslaniim sain Felladediu
UszauvninsmannaenAdesiu Phithawat Apichottaveechat
(2010) l§dnw3es eiau‘dizamWimamﬁﬁmaﬁia;ﬂ%aL‘wm
widluansammauas lumsdnauladouunneisnens
wu Jeduduuszaumenisaanafitnasdenisindulede
wusLreIsasudiwandslulnngavmamiuas 1éun dans
Sudszrunummeiilefity erguesdnias nsliuinms
anidu 24 lus g mvestanililunisndn msliuins
A5IRTANSINTVLYS 0AUTELIAENY TANuEzAIN
Tumsiiumanldusnsissuuidufoudonwumnaslngas
wup Slusnswasununmeiuonaauil Ausadalunns
THu3ns wazdifisensan’rswinsazaansensdilduinns
UazADAARBINUNUITEUDY Chudmongkol Mungkunkumsaw
and Teerawat Titseesang (2017) @nwniladeiifinasionis
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Abstract

The objectives of this paper were to: 1) study the behavior and buyer journey of the decision-making process
and marketing mix factors influencing the decision to purchase non-pharmaceutical medical supplies, and 2) develop
the marketing strategy to increase sales of non-pharmaceutical medical supplies. The study was a sample group
of 400 individuals who had previously purchased non-pharmaceutical medical supplies from tertiary care in the
Northeastern region. The data collection tool was a questionnaire. The statistical analysis includes percentages,
means, standard deviations, and logistic regression analysis, combined with PESTE, five forces model, SWOT, and
TOWS Matrix.

The results found that the purchasing behavior of non-pharmaceutical medical supplies placed importance on
the quality, standards, and reputation of the company. The marketing mix factors had the highest level of important
in 31 items, and the purchasing decision journey process had the highest level of agreement with 23 items. The
marketing mix factors in 7 items include: 1) receiving information from sales staff, 2) comparing prices from many
companies, 3) having appropriate prices and quotations for price comparison, 4) product quality consistent with
needs, 5) if satisfied with the products and services, will purchase again. 6) if the product is found to have quality
consistent with the needs, will tell to co-workers or the network. 7) if satisfied in products and services, will tell to
co-workers or the network, that had effect on the decision to purchase non-pharmaceutical medical supplies.
Finally, there were 4 projects of marketing strategy to increase sales, as follows: 1) Best Performance Employee
Award, 2) Brand Loyalty Program, 3) Co-Creation for Research and Innovation Development, and 4) Business Partner

(B2B).

Keywords: Marketing strategy, Medical supplies (non-medicine), Tertiary care
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ndau (Weaknesses) | W-O Strategies | W-T Strategies

W1 W-O Strategy 1 W-T Strategy 1

W2

W-O Strategy 2 W-T Strategy 2

##449: Pakorn Priyakorn (2015)
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ANWLINABUNINTAAN
- anmuwandewiily

- ussnadiy 5 Usenislugmanvnssu

aRegilunany Fusenideunie

gouds gageu Tena uazduanau (SWOT)

Yaduidenaems (TOWS Matrix)

JUN 3 : nseuuIAntuN1TITY

4) nspuluAnlunsIde
nsfAnw 3e nagnsnsnaaioliiusenuelivsiasi
nanmsunndnlsildluiesindinvemiisuinisgunin
seaunReiiluniangiueenideunile Ingussgnalddiu

UszaunnannImang fegun 3

5) FBanluauIde
5.1) UszvInsuazngasioe1a
nguUszansildlunisine ldud wnd werua uas
Ewthiifslduieades uaviisualunisinauladende
nadasimansunne il fldluresindnvesaauneuia
seaunfsgiluwnniany Jusenideunile Feusznausie
Tsmgnunaguduaglsmeuialszindmin Falamsusiuu
Usznsiiutueu
MsMYUINTBINguEI0gns tesanlinsiusiuay
Uszrnsfinuueu fﬁ’mumiﬁﬁmwmammﬁammma‘zﬁu
shetsiteexliin 0.05 wieseuas 5 Hignsvesnaunsy
(Cochran, 1977) selud
Z2
ae)

WU MUIUAIDE

P unu ddnmesssrnsuazlenmatildainuszanns
Aunnsnwadeditiuuals P = 0.05)

E unu Aenuranapdsuiiazeesliiniy @euld
Ao 5% 39 e = 0.05)

Z unu aunfanaspuiisedusanuderdiuiidivun

Aleannsilaniseana Z2 Jainnu 1.96

1.96°
4(0.05)?
384.16

NNIUNUAFATAING %Vl,éfﬂajuﬁaaéw 384.16 AY
AnwRldinsiiunusudeyauuuasuaudiseniinll

nfeuay 4 Iwhnsimuangusiiegradldlunisfinuase

(L))

€

=1

Wiy 400 AU BAMUATEUARUINNTULAL ALAINTUNTT
AuIntoya
TnsdulagihnisuanuuuasuadlagIsnisduiiegi

919899 UARRLALLTEIYEY (snowball sampling) fuwnme

a1 al v a

NYIUNA hATLINNTNNTAIUNITDY hardis1uralunis
fnauladandanviuginiansunngnilveAlslurosnsia

YosanuneUIATEAURAg)ilunnAns Tuseniduunie



5.2) n3osdleildluny3ve
in3eadlofililunisideluadeilfiselalduuvanuany
wisoamdu 6 d1u Uszneudae daufl 1 §nwaznig
Usznsenans dudl 2 wqaﬂﬁimmé??amuﬁmsﬁwms
wnnsnflaen dwud 3 Jadudruuszaunianisnain (7P’s)
@it 4 nszvaumsiunsdnauladernudeivisnisuwmng
fdtlden (5A’s) dwdt 5 msdndauledorusausmanisume
Aflven dwil 6 derausnuzau q laegidelsiuuuaouny

a £%

1Y NAITUIAMUADAAADITENINT AU AU

o

—9

i

N

e

4

)

Uszaed dA19em319 0.75-1.00 wazimuiuiuyse
LuudeUnulaziilunnaea (try out) fungudiogedililu
msideluaded 1w 30 fhegns demnAnduUszavsuans
muidesiulngldduuszavsweanvasaseuun (Cronbach’s
Alpha Coefficient) (Cronbach, 1990) Na31nN1SATI9d0Y
AndusyavisrdesiuresuuuaoUnuiANsEwing 0.87-
0.98

5.3) Bnsiiusavsaudoya

Fduldvihnsifiusivsideyatiunguiiedne waglasu
AuewATIzRtunsiiukuuaeuanlugUuuuseuladl
K1 google form TawuuasunuiiAUALYTlLaEATITY

nauAIBe 19T IUIU 400 %A

5.4) MsiATITYveya

HideUsvianateyalagldlusunsu SPSS for Windrow
Tnefinsunanad il

1) afAdenssaun Uszneude Al fevay dAede
drudsavuinasgiu wanauazdnsusulagliinasinng
wansAmngining lng 4.21-5.00 sefusndign 3.41-
4.20 S¥AUNIN 2.61-3.40 S¥AUUIUNGS 1.81-2.60 AU
ffon uaz 1.00-1.80 seuioniign

2) ad@ALTI0YNIU NAFBUANNAFIUNTITE 1AnIs
Irsizinisanasslaladn (logistic regression analysis)

ievhwneglenmadlunisfiamnnisaiiaula

6) WHANNSIVY

INNSAUTIVTITaYaITE aunsaagunanside fll
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6.1) anwalzn sz vInsmIans
Areunuuasuauaulngilunenuna Sovay 52.00 laedl

Uszaumsallumsvhauegiisnivdewindu 5 U fesas

39.30 s1elaralvesanIuUsznaunIsuIelsane1uIaves

Hneuluuasunudlngjogi 81-100 aruum

6.2) WQANTTUNITHOLIVN AN NN TUNNETTITeNT T Yo
thinvesniigusnIsgunmseaunfeniluninny Tueen
WReunile

q

WIHATIHADULUUABUDIUTLEDNTBLITANINNIINTT

s aa

windfialdendldluiomidnanninnuiediulvgfe
AuANliAAINKAZUINTIIU TPUaT 83.00 F84a9U1AD
Fordauazainuiniefovesuitn Sevay 76.80 AN
Fesnsaudngunydnsinansunndidlseililusios
rdnlunguianiuusa Sanudesnmsunniigafesay 75.50
Aldsneniosussnalumsienasausiildensed diw
Tngjsuuszanalunisdndernstasifdldensedegil 50-
100 aruumeel $esaz 63.00 druAldinenissulsean
’Lumi%aLwﬁmeﬁﬁﬁhﬁmﬁiaﬂ%wawgmuLLwaaum‘uImsJ
dulugjegil 400,001-500,000 VI Feway 54.30 uas
audlunisdensdusimienisunndifldendildluie
mé’f@mﬂwﬁmmmmﬁmauquaauamiﬂsdauimm'ﬁmmﬁ

Tuns@aunnnin 1 ASssaLiau Sauay 28.00

6.3) Uaggaaussaunanisaain (7P’s) Yasn15903%7 049
NNNITUNNENA Ve 17T TR G AY eI UTNISTUNIN

seaumdeluniany Tusanidguyie

a7 3 - szduaNdRgeslateduUszaunIsnIRae (7P’s)

Uadwdauszaunia X S.D. wlawa | dusu
M3nan (7 P’s)
Anudu 456 | 0619 | wniign 2
AIUTIAN 430 | 0605 | wnfian 7
AUYDIMNT VNG 445 | 0632 | wnfian 3
AUALATUNTUY 433 | 0645 | wniign 6
AUYARINT a67 | 0611 | wndign 1
AUNTLUIUNT 442 | 0633 | wndign
ANUNENAN 434 | 0645 | wniign 5
AtadeTm 4.44 | 0638 | wniign
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NENTNT 3 szAuANdIAgveIladtudIulsTaNnIg

1%

msnann (7P’s) Inesategluseiu 1niign lnelauumaing

v v oA

fanudftygean (4.67) uagainusa danuddgdesiian
(4.30) TnefineaniBonluudaziudsi

6.3.1) AUFUAT (Product) §aeuwuuasunulali
anudidgyladediuusraunianisnainadifinasnenis
Faaulagorvfusmanisunmsinlyenildluresirsn
Fudud (Product) Tuszdu anniign W1 5 4o o wanSuT
fiiaenldnainranensaiuaiusedns nanduauday
Ussanilliidenldvatesu vareauin wudndugiinisld
winluladmsndniviuate KansusiHLIAT5IUSUToMN
NISUANE LU By, NoN. uar KANANNINIINEAINTTU
Afns3ussnmIgIuaIng Wy 150 Wudy

6.3.2) A 1U31A7 (Price) fnouluudauniulalinig
ﬁwﬁmﬂfﬂ5adauﬂssaumqmima’mﬁﬁma@iaﬂﬁﬁmaﬂﬁa
s suwd ATl Tlfluosingn dusa (Price)
Tusedu wnnilan 119 3 4o fo MAvmANSNTTiuiAss
viodndn :imnans fdmihendndnsifinsiiauesiai
WNZaNiUAMANYRINEAS MY kaE T1ATTANADAASDY
fu §n91e1ns Tetedu sdeuvedlamenunaiiszyleens
Fonau

6.3.3) AUY2aNN9NI791917¢ (Place) Fneunuuaaun
Ielianuddydaddiuusraunenisaainiidnadenis
Fadulatenydusinanisunmdanldeifldluresiife
futomnanissming (Place) lusedu uniian XD

SNl

Ao fveanslun1sdsdelugunuy Online wag Offline T

10N H909N9lUNISEITBNIUNTNIUVEASAINLALLYID
18 ke NsdsRedumivainiangIsiden
6.3.4) AIUNITAUATUNINNITYIY (Promotion) Bnou

wuugeunmlalirudfyladediulssaunnisnainy

& ol a

fuasanisanduladonvduainianiswnndndlaeAldly

POINIFR AIUNNTALASUNIINI5V8 (Promotion) Tuseau

[ '

wnian s 6 ¥o fie TauAdreeelinaasslday finns

v
o

unawalusluduimunsaniuusuiunisdeluudasass I
suUsganalunsatuayuianssumaivins Jvenisedn
MUANTIaAIe o Inslideyandnduaniineitesagis

AoLod wazANEAEUYDITEEZLIAINISIILATAN
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6.3.5) A1uYAaINT (People) fnauuuuaaun1ulaly
anudRyladuaulssaunensainiinadenisindula
Fanvdagimenswimdndlieildluieanda suueains

v

(People) Tusgdu undign 73 6 o Ao wilnuwedaug

9 Y

o =

aegliimuuzihsaziBeafeiunansiae wiinonuwed
uyweduiusTA aniw Buudundala wifnewnedanud
lauaziolaldguagndn waglinisusnmsduedied wilna
PednsienunanIsidnuNaniuinainIsey wilnau
einmaiideugninedsaiiate uazwinameannse
AnsialadgninwavaiusaUssauauatuayuuilaym
Iluegned

6.3.6) AUNTEUIUNIT (Process) fnaunuuaeundlal
anuddnydadediulsraumanmseanadifinadenisinaule
Forwstasimenmsumdadliililuiesige dunssu-
n13 (Process) Tuszdu wnfign 1 6 4o e nsvurunsiy
ludseldosnsmnit nszvumsinduenansiies Tosld
ATURILANYTAINTINUIRT NTEUIUNNTAREUMLAATUT I
ASINNULIAT NTEUIUNTINAEUAINTWNUIDALARNATDT
somnudeanianislieu nsvviunislunisdedesiannu
A40AAAINUYDITEUU E-Bidding Laglinnsiaanduniau
sgmndilunsdiiduiiinundems

6.3.7) A 1uesAUTENOUNINNI8AIN (Physical Evidence)
dnaunuvgeunulainuddgyladediuuszaunianis
paniidnadensiadulatonususimensunmeialyend
Tluiosindn AussAUsznaunsmMenu (physical evidence)
w3 3 40 fio fussdusifimsruazsnwamn e AL
1§ fussgAnsiiamuuaziedonisiiuinw uagguuuy

PNAUTIIIUIINzaNsonsluLazNIBUTY

6.4) NTLUIUNITIAUNIAANFU 9T (5A’S) L9049 179
msunngdlve1lelusiowidnvesnigusnIsgunIn

viumdelunInpeiusenideanie

< o a @ 4 o a v a & s
M 4 SERURMUARIAENAUNTEUINNSH U adUlate (5As)

NITUIUNTAUNNG x S.D. | wlawa | dudu
dndulade (5A°s)

AUNIIU 446 | 0747 | wnilgn 4
AUNTAIYALY 455 | 0739 | wnign 2
AuNsARUAIY 433 | 0748 | wnilan 5




o ) A & 4 o a v o & y '
M1 4 : STAUARATUR T UNSTUIUN SR N paulRTe (GA’S) (fe)

ATLUIUNITAUIG x S.D. wdana dudu

£

fnaulada (5A’s)

Aun1sasilorin 451 | 0683 | wnilan 3
Aunsatuay a67 | 0705 | wnilgn 1
AT 450 | 0.653 | aniign

MNP 4 Ui seRuAuAMTu R UNSTUILNIS
umsinaulade (5A’s) Tnesamoglusedu wnitan (4.50)
TneflszdvauAadiuAeaiu sumsatuayu snnfige @.67)
LAy Funsdeuny seduamAniutesiian (4.33) T
fieandenluuiaziu fod

6.4.1) AIUNI75VF (Aware) InaulLUUARUN U T
Anfiufefunssuiumaiunsindulate (5As) nafei
e sunmdnTiveiltluriesindinvemiisuinisguaiw

@

seaunfelunangTusenideanie Aun1ssus (Aware) Tu

'
= 1Y

sedfufl iudheandige s 4 4o fe msldsudeyaieaty
Handagnninnue nslasudeyandndnmiainnis
Tawanussnduiuiiudesne quesuTsn nmsdudutoya
wAndsiFiefes waznslefuteyanandausianiiion
FINULAZRULIN

6.4.2) A1uUN1379gAlY (Appeal) EnaulLuUaDUAN
sefuAniftuAnafunssvunnAunsindulade (5A°s)
nyfusinansunndildeiildluieadnvoaniae
uinsgunnszrunisluniangiueanidesnile funis
flagala (Appeal) Tuszdudl wiuseuniian W 3 9o fio
Yandsgaladendndsifanuaen adesfuainuienis
vosmisau §Anfsgalaidendnsusituaunsotunld
Uslowidldlumbeau SEnfageladlendnsusiduianis
Finsldnu

6.4.3) A7UNI1TTOUNIN (Ask) HRDUKUUABUNUTTEAU
AoufiuiAsafunsruaunisiiunisiadulade (54%9)
nyAusiniansunndiflgeiildluieadnvomiae
uinsavnnserunfsluniangueenideanile A1unis
aoun1y (Ask) lusgdudl wiudouindian vie 8 To Ao

daunutayandnduyianninauielnenss N15AUN

a a o

ayaeIfundndasiandumesids n1sasuniudeya

e

WNetunandusiiutemaussninll nsaeunuteya

WNefundndugianiiousinau §3 viiegideiy dns
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Wlguilgusiaivesnandugiannualsusen dn1s
WiguigunmnInYesNdniunainalguIem 1013
W3guleudtnsvudsnaniueiannratousen wagiinng
WisuigunsliiasAnaInuaneusm

6.4.4) A1un13a9dler (Act) gneunuuaeunuilseau
Aauiuienfunseuaunsiunsiadulade (5A’s) nudas!
nansunmdialdeililuiosiidavesmisuinisaunm

seaundeluNIARLIUDBNRENUNE AUNITaIllain (Act)

v oo & v X

TusgAun Wumeunian M3 4 de e dnsdnduladente

a o

HAR ST TInsINLANGeINTTeIIey Snsinaule
Fentonansnrififnanmgs fnmsinduladentondntost
fiflsrmfmanzanlnensvelulauesausoudiousia
wazinsinauladendonandusiagAdadnisuinisnds
ANSVNLVDIRILNULARL Y

6.4.5) Arumsaduayu (Advocate) §naunuUaaUNY
fszduAniuisfunsruIunsiuneinaulade (5A’s)
vusausmanswwsitldeildlutemsnvemieusnns
guamszaunfgluniangusenideanile dunsatuayu
(Advocate) Tuszaudi Lﬁuﬁ’wmmﬁqm w1 6 48 Ao win
NUIMNAASUNT AN INADAARDIAUAIIUADINITVD
whenuagyinsaadedn mnfanelalunadueiozyinns

¥y v
v A o

Inzeen nfiawelalunisusnisvesntnaueigasinnis
Fadodn NINNUIINERATTAuAnaenAdoITuAIY
FOIN1TVBINUILIIUIETINISUBNAD RInanelalu
nAnSasiazinsuendeifieusinauiselasetie e
wazsndieanalalun1susnisvesninauvigaginnisuen

AOLNUTINIUNS DLATBUNYUDIVINY

6.5) NMTNAFOUAUURTIUNITIVE
auufgiun 1 Jadudndseaunienisnain (7P’s) dawa
fan1sinduladanviusiniensunngndlvenflelures

HdnvemmisUsMIgun s usRelunmang Susenideanile

ANS199 5 : AnaDR bA-akAas

Chi-square df Sig.
Step 37.041 32 0.028
Block 37.041 32 0.028
Model 37.041 32 0.028
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NNINTIT 5 WUt Aadnla-auns Wit 37.041 (Sig =
0.028) Fatfesnin 0.05 veudvauuAgIuses Ao Uadudiu
Uszaun1an1amana (7Ps) Suadenisdnauladomnidi
nansuwndisildluiesindinvemiisuinisguain
seaunReillunian Tueenideunile ANHANITIATIEN
nsanneuladafn (Logistic Regression Analysis) f991574

W6

'
fala

nedugiansumeiildeildluiewsnesniae
Uimsguamszdunfegilunmang Susenidoanile il
91ne 4 fuusillentaiiuienisiinnisinaulede
nedugansumeiildeildluiewsnesniae
uinsavnmseaunfsluniansiuesnideunieligndes
Lovay 92.30 Fanandlumeit 7

AUNRFIUN 2 nszvIunshunsindulade (5A’s) dwwa

°

1INANIIN 6 NUINTIUIU 4 fwds bawn N1sdeds  fAensinauladanudaeinisnsunndNilwenilsluiasindn

Y o

duinlivanuanesliiden JduAdiegtbiveasdddin  vamtheuimsaunmszauadsluniangfusenideamie

winuveduyveduiusng gan duuduwiula wag  Awsan 8
NINUVIETNITAANNUNANT LTI UKNANN U VHINTTUY

FaUaduaruuseaunienisnatnfdinasranisanaulaie

A519% 6 : Yasediulseaun1aniseane (7Ps) inaranisanauladeivdnesinieanisunndfiildenildluresindn

YomIUINTEUIANIERUARiiluniane Tusenilunile

Padudrulsvaunansaanaiidinasensindulade B S.E. Wald df Sig. Exp(B)
nusuginsmsunndialvendildlurosiign

1. madeeduiiinanuaneislhiden 1.194 0.480 6.195 1 0.013* 3.301

2. fidgudndregslimaassldnu -0.831 0.476 3.050 1 0.031* 0.435

3. wihuneilugueduiusiia anw Busduudala 1.164 0.517 5.066 1 0.024* 3.202

4 wiinuwedin1shnnunan s uRani eInaINSUE 1.181 0.473 6.226 1 0.013* 3.257

P3N 7 : MITUNNGUEMIUATWTIRSIRUATNEIN 0]

¢ ol a

msanduladarivinsineanisunwndiilden

nldluiesinvawiieusnsguamsEay

GHIRGERN .. . Y 4 $oyazvasnnugndag
anagiilunanziusenisanie
Taiaulade duladoe
e a e T o ¥
Step 1 msdndulatonudne | luaulate 1 30 3.20
Mansunnefilden aulade 1 368 99.70
394 92.30

M 8 : AadRla-auesievedeunsruIuMsRumMnsiaaulede NHNSNT 8 WU ArERRLlA-aLAS Wihdy 41.028 (Sig =

Chi-square df Sig. 0.017) Fevfoundn 0.05 vousUANNAFIUTES AD NSTUIUNNS

Step 41.028 24 0.017 Wunansdnauladelinasienisdnduladeniyinginiinis

Block 41.028 24 0017 wnndnfilderfildluiesirdnvemheuinisquamszu
Model 41.028 24 0.017 I o e - )

aRegiilumany Tusenideunile nansinsisinsanase

1a3afin (Logistic Regression Analysis) a@é’wmﬁ 9

30
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AN519% 9 : nSEUIUMSHIUMINSAnaulatenilnaneanisinaulade

nszuauMsumensinduladeiitnadenisinguladardasimensunngi B SE. | Wald | df | Sig. | Exp(B)
flaendildludesinga

1. lésudeyaiieriunasusiamsunmdidldeanwinamene -1.370 | 0.645 | 4.513 | 1 | 0.034* | 0.254
2. finsSeudisurnveavsiasmanisunng e nnansusen 0.727 | 0.442 | 2700 | 1 | 0.010* | 2.068
3, finsirauladendenyinsimensunmgitldeniitisenfivanzaulnonisvely 0.047 | 0.424 | 0.013 | 1 | 0.011* | 1.954
lE@ues1IA U EUigUsIA
4. mnwuiwﬁuﬁnﬁaﬁumwaamﬂﬁaaﬁ’ummé’aamwamﬂamwuawﬁ’wmﬁm%a%‘w 0.029 | 0472 | 0.004 | 1 | 0.045% | 1.971
5. ynfianelalududuarmsuinsvemiinnuueasinsiates 0.029 | 0.461 | 0.004 | 1 | 0.045* | 1.971
6. INNUIFUAMTIAMNINEDAATDITUAINABINITVDIMUIBIUALYINNITUBNGD -1.008 | 0.475 | 4510 | 1 | 0.034* | 0.365
Weusinnunsoedetevesin
7. mnRanelalududwarmsuinsveminauneazyhnsusnseiousiueuvie | 1.107 | 0458 | 5830 | 1 | 0.016* | 3.024
LASDUIYYDINUY

a

INAIT9N 9 U NTLUIUNISAUNIIAAUTITD  98911N159AT0971 MInNanalaluduA1karn1SusSN1SUe

(5A7s) Ndanasionisdndulaagdamniamsunndnidlys  wiinauw1gagiin1sdIngedn winnundudrdaunin

g1ldluriornfinvemulsusn1saunnseauafislunia

v

neiusanideunie 3autu 7 duds laun lasudeya
WAenfunadasimenisumefalgenanndnauee $ns
Wisuiisusmvesvsasivsnswnmsifldeainvans
U39 finnsinduladendorusasimanisunmeainlden i

AP LNEENIAENSYBLULENBIIALUS B UIBUSIAN Y1NN

donAdeIiuANUADINISTEMILBUITINSUBNABL o
U UNIBLAT8T8Ve U WinWanelaluduauaznis
U3N15909NnTNIueI89EMINISUBNADL i DU I IUNSe
\RpTnEeMinuTaha e 7 fuusileniavunonisiin
msimauladervsasimanisumdnalgoildluiosinga

YaamIguINsaunImszauaisluneng fueendeamie

nuduAligunnaeaadediuaufemIsemiieny  ldgnsesderay 92.80 AMNT1eR 10

M13NN 10 : MITMUNNGUEMIUATWTRTINUAMEINTRvaINTTUIUNSRUNINTSAndulade (5AS)

wan1swensal
nsfnguladarrviusimanisuwngndlgennldlu .
L. . oo Y o $p8asu99ny
QGHEEELEN Wewifnvamilsuimsgunwszaiunfegiilunia .
anfiag
£ = =) Y
psTusanideuniie
. Z
luiaulade dulade
Step 1 | msdndulationvdug | luaulade 3 28 9.70
NMeNsunneniilyend
Telureetidnvasmtie
Vimsgunmsedy aulado 1 368 99.70
aRgqiilunia
£ a A
pyiupanidsanile
39U 92.80
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6.6) HBNISANYINAGNENITNAIATBLTNE DAY I ISR
nmsunndidlveildluowiinvesnieuinisgunin
syavndggiluniane fusenideanie

6.6.1) HansAnyIaNINLINEDUALY (PESTE Analysis)
MAgaTeeivgsAnietunInsinan SUWNERlYele
luviawsindin

1) snumsiilosuaznguing n1siiulavesgsiatuegiv

Y

N139818AIVBINITUTNITAUAITITUGULAE N T UAYY

1

31n01a55 Jagtuanamnssunaduannianisunndlasu

o

nasaduayuainniasgegrndugusssuuiniu oy

| a

dinnuangnIsunsdsaiunisau (80N lnglvans
Uselewinandiuiinamu Snisgraiunssuadesilo
wmddadunils lungugnavinssudmnglsivesninig
(New S-curve) iflunuatuayunisasyulufiuiissides
\wswgiafitnang fusen (EEC) ilesassuidmanenis
\Jugudnarmenisunmduaznsdseeniasesiiounmdly
Fruszmmiouthu (CLMV) fifiannusiosmsaudndssnni
NP uenanil unui AT LAY A IPLLIR 2ty

7 12 (w.at. 2560 - 2564) l@iinnsivuaiiemslunisaaasy

'
a

nanpIastiounvdiioliaenadaaiugnsmansy@ 20 U

'
a

bW

e

o

il szmalne [Wugudnaramisduguaiwd

wisduivuuilszme laglddnaninanundaunseinu

Uimssuguamueslsena Lilefaganguiinvieaidie i

Wumadian ilesuuinsanunsaaineseliiinguszime
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Abstract

Tiktok live steam shopping is novel form of social commerce popularity toward global consumers. Moreover,
impulsive purchase behavior is crucial to understand consumer decision process, deeply consumer insight for
sustainable competitive advantage and competitive tools for developments of social media marketing strategies.
The purpose of this study is to examine antecedent factors influence of Tiktok live impulsive purchase behavior
among young adults and senior consumers. This study based on theoretical of Stimulus-Organism-Response (SOR)
paradigm with Mehrabian-Russell model to develop hypotheses and conceptual framework. The various stimuli
variables proposed with perceived promotion, price, perceived quality, perceived usefulness, perceived trendlines,
perceived interactivity, and perceived enjoyment effected toward customer satisfaction and impulsive purchase
behavior. The focus group discussion results designated that perceived promotion, perceived enjoyment and
perceived quality were important as key antecedent factors influence overall satisfaction toward Tiktok live
impulsive purchase behavior. Additionally, Tiktok live impulsive purchase behavior were different among two
groups. For young adult consumers, perceived trendlines, perceived enjoyment, perceived interactivity, perceive
promotion and perceived quality was found to be essential factors that enhance satisfaction toward Tiktok
impulsive purchase behavior. For senior consumers, in contrast, emphasized perceived price, perceived promotion,
perceived quality, perceived usefulness, perceived enjoyment effect toward satisfaction of Tiktok impulsive
purchase behavior. The study contributes knowledge to understand consumer insight to understanding of S-O-R
theory application in Tiktok live-commerce context, and enriches research antecedent variables of impulsive

purchase behavior based on formation mechanism toward managerial implication.

Keywords: Impulsive purchase behavior, Mehrabian-russell model, S-O-R framework, Tiktok
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. INTRODUCTION

Nowadays, the rapid changing of technology has
change consumer behavior especially online impulsive
purchase behavior after global pandemic of COVID-19,
important toward daily live of new commerce platform
(Sharabati et al., 2022). Social media has spread globally,
tremendous growth continuously across various industries
as health, education, marketing (Shipps & Phillips, 2013).
Various people employ social media for business, social
purpose, entertainment, escape from boredom (Herna,
2022). Especially, Tiktok is one of the social media fast
growth as largest use platform in 2022 (Kemp, 2022),
high share, high follower and standout from other social
media (Sharabati et al., 2022).

Tiktok is tremendous growth in globalization respectable
high potential rate throughout Asian region. With the
new normal lifestyle of consumer behavior, customer
is challenge new demand application of live streaming
social media platform especially Tiktok. Additionally,
Tiktok has various function with live streaming commerce
as new social commerce model (Hossain, 2022). Tiktok’s
Live streaming shopping is novelty online social commerce
that popular enhance new experience among Thailand
consumers since COVID-19 crisis. Since live streaming
commerce is a new social commerce model (Lee &
Chen, 2021). Nowadays, there was a rapid of increasing
phenomenon social media challenge with high popularity
among adolescents and youth consumer (Roth et al,,
2021). The impact of TikTok on impulsive purchase
behavior can vary between young adults and senior
consumers due to differences in their demographic
characteristics, preferences, and digital behavior. This
study aims to investicate the impulsive purchase
behavior between young adults and senior consumers

after consumers interact Tiktok.
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Il. PURPOSE OF THE STUDY
1. To develop conceptual framework and analyze
various antecedent factors influence Tiktok impulsive
purchase behavior
2. To investigate and compare Tiktok impulsive
purchase behavior between young adults and senior

consumers.

IIl. LITERATURE REVIEW

Mehrabian-Russell model is one of the most cited
by marketing scholars as influential model (Kim, Lee, &
Jung, 2020) firstly developed in 1974 that based on
S-O-R paradigm that described effect of physical
environment to human behavior (Liu & Jang, 2009).
There are three elements of S-O-R ie. stimulus
taxonomy (S), a set of psychological factors in the mind
of the organism (O) that take the role of the mediating
variables, and the taxonomy of responses (R) were
emphasized. The Mehrabian-Russell model exposed
that the environment stimuli (S) impact the customer
emotion stated (O) and drive behavior response among
consumers (R). This study extended Mehrabian-Russell
model by integrating various stimuli and applying in
social commerce context to explain consumer behavior
especially predict impulsive purchase behavior.
A. Impulse Purchase Behavior

Impulse buying is the essential phenomenon in
predict consumption behavior as the crucial source
contribution of profitability (Chen, Wang, Rasool, &
Wang, 2022), enhance firm performance (Princes, 2019).
Marketers has concemn to enhance sale volume among
consumers with impulse buying (Tanveer, Kazmi &
Rahman, 2022). Impulse purchase behavior is unplanned
buying. (Magsood & Javed, 2019), spontaneous purchasing,
stimulus with the emotion reaction and instantaneous
purchase procedure (Beatty & Ferrell, 1998). Urge to
buy impulsively is types consumption behavior toward

unplanned with consumer’s emotion. (Song, Chung, &
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Koo, 2015), quickly and unexpectedly with strong urge
to purchase good with emotion (Diani, Jatnika, & Yanuarti,
2021). When consumers experienced impulsive buying,
they will impression with a negative or positive mood.
(Diani, et al., 2021)

It is essential for marketer to boost impulsive purchase
behavior toward managerial perspective beneficial to
enhance firm performance (Princes, 2019). This study
based on online Tiktok live impulsive purchase behavior
toward spontaneous desire toward consumer decision

to purchase product with various stimuli of S-O-R paradigm.

B. Perceived Promotion
Sale promotion define as incentive tools use for short
run effect to boost up sale volume and transaction
such as coupon, contest, premium and discount (Kotler
& Armstrong, 2020). In store sale promotion provide
benefit to enhance sale volume as important retail
strategy (Haryanto, Wiyono, & Hastjarja, 2019) Various
sale promotions have impact toward spontaneous
purchase which described as free delivery, free coupons,
discounts offered attractive toward consumer for swift
suddenly purchase (Tanveer, et al., 2022). Promotion is
one of communication marketing activity to convince
the potential consumer toward satisfaction and
impulsive purchase behavior (Tecoalu, 2021) variable in
the marketing mix significance. Perceived promotion is
one of key marketing stimuli of 4Ps in the marketing mix
element, utilized by firms offer clients greater
satisfaction (Nawaz, 2018), directly to influence toward
impulse purchase behavior (Tanveer et al., 2022).

The goal of product promotion is to stimulate
immediate encouragement consumer purchase habits
(Tanveer et al., 2022). Previous scholars indicated about
perceived promotion strategy, cashback promotion
positive and significant effect on customer satisfaction
toward electronic money users service (Hasyim & Ali,
2022; Tecoalu, 2021),

apparel product purchase
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(Fathurahman & Sihite, 2022) online website hotel room
booking (Lesnussa, Mao, Lin, & Shih, 2021), online Lazada
consumer shopping (Nawangsari, Clara, & Wibowo, 2020)
and offline store (Tanveer et al., 2022) The attractive
promotion strategy enhances overall customer satisfaction
toward transportation platform and online store (Nawangsari
et al., 2020; Tecoalu, 2021), direct enhance toward
impulsive purchase behavior (Tanveer et al., 2022)

H1: Perceived promotion is positively relate to satisfaction

of Tiktok impulsive shopping

C. Perceived Price

Price is one of the marketing mix elements that effect
toward consumer decision toward purchase product
(Laosuraphon, & Nuangiamnong, 2022). The price perception
indicated that consumers essentially concentrate a fair
price and logical price (Haryanto et al., 2019) Good price
of product enhance satisfaction among Lazada customers
(Nawangsari, et al., 2020; Haryanto et al., 2019), provide
opportunity to satisfy loyal customers (Syah, Alimwidodo,
Lianti, & Hatta, 2022). In online marketplace, consumer
has expected lower price toward streaming shopping.
There is a positive impact of price of the product on
consumer’s satisfaction for impulse buying. (Magsood
& Javed, 2019; Syah et al., 2022).
HZ2: Perceived price is positively relate to satisfaction

Tiktok impulsive shopping

D. Perceived Quality

Perceived quality has described with product quality,
performance, reliability, durability and product beauty
effect on satisfaction of Lazada commerce platform
(Nawangsari, et al.,, 2020). Previous scholars indicated
that e¢ood quality of product image effect toward
satisfaction in the eye of consumers and high product
quality available toward store (Magsood & Javed, 2019).
H3: Perceived quality is positive relate to satisfaction

of Tiktok for impulsive shopping



E. Perceived Interactivity:

The concept of interactivity play the essential role
in network environment, online web linkage and social
media site. Perceived interactivity is defined as the
ability of users to alteration the content and form of a
mediated environment in real-time (Do, Shih, & Ha,
2020). The online platform has key of aspect interactivity
in social commerce especially Tiktok live channel.
Perceived interactivity was proposed by marketing
scholars and communication literature based on control
over the exchange communication information among
website and visitors, among visitors and community
(Shipps & Phillips, 2013).

Perceived interaction allow parties interaction one
to one and one to many toward online scenario toward
different website feature, change information among
brand and consumers (Godey et al,, 2016). Previous
scholars revealed that perceived interactivity positively
influence toward customer satisfaction toward social
media based on TAM model (Shipps & Phillips, 2013),
in using the E-wallet (Lee, Gan & Liew, 2023).

H4: Perceived interactivity is positively relate to

satisfaction of Tiktok impulsive shopping

F. Perceived Trendlines

Trendiness defined as the term of new, latest,
trendiest information toward a product and brands
(Godey et al., 2016). Previous scholars revealed that
increase trendiness in Tiktok application will enhance
satisfaction among users (Sharabati et al., 2022).
H5:  Perceived trendiness is positively relate to
satisfaction of Tiktok impulsive shopping
G. Perceived Usefulness

Perceived usefulness is designated as “the degree
to which a person believes that using a particular
system enhance his or her job performance” (Davis,
Bagozzi, & Warshaw, 1989). Especially, the individual

has expectation to adopt new system to development
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of job performance. Han and Sa (2021) revealed that
perceived usefulness of online educational classes has
positively related toward overall satisfaction of university
students.

Hé: Perceived usefulness is positively relate to

satisfaction of Tiktok impulsive shopping

H. Perceived Enjoyment

Perceived enjoyment is a form of hedonic inspiration
with emotion state of fun and joyful (Lew, Tan, Loh,
Hew, & Ooi, 2020). Perceived enjoyment refers to
consumer feel pleasurable toward online live streaming
shopping as the happiness. The pleasure experience of
enjoyment has significant effect to customer satisfaction
of facebook live stream shopping (Laosuraphon, &
Nuangjamnong, 2022). The hedonic consumption with
good enjoyment emotion with beauty product (Tanveer,
et al,, 2022)
H7: Perceived enjoyment is positively related to

satisfaction of Tiktok impulsive shopping

I. Customer Satisfaction

Customer satisfaction is essential and play central
role in marketing as predict various purchase behavior
(impulse purchase, purchase intention, loyalty intention).
Customer satisfaction described with total utility which
customers had received from total units of consumption
specific service and product (Magsood & Javed, 2019).
Moreover, consumers have favorite good to provide
greatest level of overall satisfaction. Satisfaction is
defined as “the psychological or emotional state
resulting from a cognitive assessment of the gap
between the expectations and the actual performance
of an E-wallet” (Natarajan, Balasubramanian, & Kasilingam,
2018). Customer satisfaction is defined as consumer
evaluation of a service and product grounded on time
to time consumption and buying experience, performance

meet customer expectation. (Alam & Yasin, 2010; Syah,
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et al,, 2022). Additionally, High educational satisfaction
produces high acceptance intention among university
students (Han & Sa, 2022). Customer satisfaction has
positively effect to consumer impulse purchase
decision toward retail in Vietnam (Tran, 2020).

H8: Customer Satisfaction is positively relate Tiktok

impulsive purchase behavior

J. Key Antecedents and Impulsive Purchase Behavior
Various product promotion has effect on the stimulus
spontaneous purchase which described with free
delivery, special discount, free coupons offer to attract
the customer to a unexpected purchase toward offline
beauty product (Tanveer et al., 2022). Sale promotion
have a positive significant consequence on impulsive
buying toward online fashion platform (Sritanakorn &
Nuangjamnong, 2021) and offline beauty product
platform (Tanveer et al., 2022). Haryanto, et al. (2019)
indicated that the perception of price faimness, logical
price, reasonable price has directly enhance consumer

urge to impulse buying The results indicate that

Stimuli (S)

Perceived

Organism (O)

impulse buying behavior has influenced by consumer
perceptions of logical prices. The more consumers
perceive that the price of the product is reasonable,
the stronger the urge to impulse buying.

Perceived enjoyment is emotional response state
that significant linkage toward online impulsive buying
with enhance user experience toward E wallet (Lee et
al,, 2022). The hedonic consumption needs direct
positively stimulus purchase impulsiveness toward
travel website. (Chih, Wu, & Li, 2012). Consumers
perceived that pleasurable experience causes them to
engage in spontaneous purchasing (Moreno, Fabre, &
Pasco, 2022). Perceived enjoyment direct effect with
impulsive purchase behavior towards e-tailing sites
(Karim, Matin, Masud, & Arifuzzaman, 2021), Consumer
has enjoy toward online browsing with enhancement
pleasurable shopping experience (Moreno et al., 2022).
Additionally, Previous scholars revealed that perceived
enjoyment has positively direct influence impulse
buying using an E-wallet toward Malaysian consumers

(Lee et al., 2022).

Response (R)
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Figure 1: Conceptual framework and hypotheses.
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Perceived usefulness has significant positive relation
toward impulse buy toward E-wallet online shopping
with digital payment (Sari, Utama, & Zairina, 2021).
Previous scholars propose various of marketing stimuli
(Karim et al., 2021), perceived promotion (Sritanakorn &
Nuangjamnong 2021; Tanveer et al.,, 2022), perceived
price (Haryanto et al, 2019) perceived enjoyment
(Moreno et al., 2022), perceived usefulness (Sari et al,,
2021), influence impulsive purchase behavior
H9: Perceived promotion (H9a), perceived price (H9b),
usefulness (H9c) and perceived enjoyment (H9d) have

positively effect Tiktok impulsive purchase behavior

IV. RESEARCH METHODOLOGY

This study base on focus group discussion which is
qualitative method to explore customer deeply insight
and stimulate idea toward key antecedents of Tiktok
Live stream impulsive purchase behavior. The two focus
group discussion were conducted from ten participants
per group. Participants were current customer who
engage to Tiktok live stream shopping commerce from
different group of young adults and senior consumers.

Convenience sampling method was applied to select
the participants and randomly grouping. According to
Johnson and Christensen (2004), 6-12 participants is an
appropriate number for a focus group.

Participants were asked over questions that based
on key antecedent factors of Tiktok live impulsive
purchase behavior. Why do you engage impulse purchase
products toward Tiktok live stream shopping? What are
the key antecedents factors influence overall satisfaction
and impulsive purchase behavior toward Tiktok live
stream shopping?

Content analysis was conducted to determine the
content of qualitative data to understand the prevalence

of specific keywords or terms.
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V. RESULTS
The finding of focus group discussion revealed that
young adults focus on the perceived trendiness as the
most important antecedent factors, followed by
perceived enjoyment, interactivity, perceived promotion
and perceived quality. Young adults were primary
concern of trendy product, novelty experience and
innovation as newness to enhance impulsive purchase
behavior. Especially, young adults has stimulated by
enjoyable experience of hedonic browsing toward
Tiktok live social commerce, interaction with the sellers
and share live to friends. Tiktok was served platform for
young consumer to share with the attractive sale

promotion, good product, good quality of content.

Table 1: Key Antecedents Factors influence on Satisfaction for

Tiktok Live Impulsive Purchase (Young Adults Consumers)

Key Antecedents influence on (Rank from the most
Satisfaction for Tiktok Impulsive important to less
purchase (Young Adults Consumers) | important)
Perceived Trendiness 1
Perceived Enjoyment 2
Perceived Interactivity 3
Perceived Promotion a4
Perceived Quality 5

Table 2: Key Antecedents Factors influence on Satisfaction for

Tiktok Live Impulsive Purchase (Seniors Consumers)

Key Antecedents influence on (Rank from the most

Satisfaction for Tiktok Impulsive important to less

purchase (Senior Consumers) important)

Perceived Price 1

Perceived Promotion

Perceived Quality

Perceived Usefulness

| P WVW|DN

Perceived Enjoyment

From the table 2: the finding revealed that senior
consumers have primary concern on perceived price
the most important, followed by promotion, perceived

quality, perceived usefulness, perceived enjoyment to
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enhance satisfaction and impulsive purchase behavior.
Social commerce operators should focus on online sale
promotion with price based value among senior
consumers. Especially, marketers provide various high
quality product with usefulness, multiple function, good
product performance, product durability, enjoyable
experience among senior consumers. Additionally,
Perceived promotion, enjoyment and perceived quality
are primary concern among two groups to enhance

impulsive purchase behavior.

VI. CONCLUSION

Tiktok live streaming has created new shopping
experience and growth potential channel platform. The
finding has provide new opportunity and discovered
the process of impulse purchase behavior based on S-
O-R model of environment stimuli as key antecedents
toward customer satisfaction with new consumer
impulsive behavior. As the new trend of consumer
lifestyle, online social media platform vital to enhance
impulsive purchase behavior among young adults by
develop trendiness product and service, enhance
enjoyment experience, boost up perceived interactivity,
attractive online promotion and perceived quality
product and content. Additionally, It was a good
opportunity to enhance satisfaction and boost up
impulsive behavior among senior consumer by focus on
perceived price, eye-catching promotion, superior quality,
perceived usefulness and enjoyment. Senior consumers
have major concern on the price based and gorgeous
promotion toward Tiktok live social media platform.
A. Implication

Understand consumer impulsive purchase behavior
is vital for social media operators to enhance competitive
advantage and sustainable growth over competitors.
The practical implication has contributed insightful
knowledge toward various sectors as online retail

industry, restaurant, hospitality industry and social
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media commerce. The social media operators should
boost up online marketing team by integrate live stream
platform enhancement impulsive purchase behavior
toward young adult and senior consumer. By integrate
various social media platform merging together such as
facebook live, tiktok live, instagram, youtube live channel.
The power of live streaming commerce has generated
a billion revenue toward global consumers. Specially,
tiktok live streaming commerce has empowered the
various business owners such as the startup company,
SME, medium size firms, to promote product and
service globally.

Marketers should concern on stimulating online
impulse buying in the Tiktok live stream as the novelty
experience and innovative phenomenon, enhance
enjoyment experience, concern product and content
quality. For young adults, marketers should enroll
marketing campaign with stimulus emotional such as
sensory marketing base on enjoyment experience,
trendiness and interactivity. Live stream merchants
should interact from consumer time to time and
generate virtual closeness live with special promotion
toward young adults. For senior consumers, marketers
should focus on the reasonable as cognitive toward
perceive product price, promotion and perceived
quality toward enhancement customer perceived
value-add strategy. Live streamer should emphasize on
special sale promotion and price based important
environment cue to stimulus toward impulsive
purchase behavior. Especially, various sale promotion
activities should deliver toward customers such as cash
discount, free delivery, free ¢ift, flash sale on Tiktok live
streaming. The finding has contributed benefit to social
commerce operator to enhance revenue, profit toward
Tiktok live streaming platform, with the new insight
enhance competitive advantage and growth over

competitors.
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Table 3: List of key factors influence satisfaction toward impulsive purchase behavior (Young Adult Consumers)

Key Factors R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 Total
Perceived promotion X X X X X X 7
Perceive price X X X X X X 5
Perceived quality X X X X X X 6
Perceived usefulness X X X X a4
Perceived trendlines X X X X X X X X X X 10
Perceived Interactivity X X X X X X X X 8
Perceived Enjoyment X X X X X X X X X 9
Customer satisfaction X X X X X X X X X 9
Impulsive purchase behavior X X X X X X X X X X 10

Table 4: List of key factors influence satisfaction toward impulsive purchase behavior (Senior Consumers)

Key Factors R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 Total
Perceived promotion X X X X X X X X X 9
Perceive price X X X X X X X X X X 10
Perceived quality X X X X X X X X X 8
Perceived usefulness X X X X X X X 7
Perceived trendiness X X X X X 5
Perceived Interactivity X X X X a4
Perceived Enjoyment X X X X X X 6
Customer satisfaction X X X X X X X X 8
Impulsive purchase behavior X X X X X X X X X X 10

However, there was some limitation as this Study Chen, B., Wang, L., Rasool, H., & Wang, J. (2022). Research on the

was conducted from the qualitative research with focus impact of marketing strategy on consumers' impulsive purchase

behavior in livestreaming e-commerce. Frontiers in Psychology,

13, doi:10.3389/fpsyg.2022.905531

group discussion. Therefore, the future research should

concern on quantitative with statistical analysis base on
9 4 Chih, W. H., Wu, C. H., &Li, H. J. (2012). The antecedents of consumer

questionnaire survey among consumers toward online online buying impulsiveness on a travel website: Individual

impulsive purchase behavior toward various social internal factor perspectives. Journal of Travel & Tourism

commerce platform such as Facebook live stream, Marketing, 29(5), 430-443.

Instagram and YouTube channel. Davis, F. D., Bagozzi, R. P. & Warshaw, P. R. (1989) User acceptance

of computer technology : A comparison of two theoretical

models. Management Science, 35(8), 982-1003.
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Abstract

The objective of this quantitative research was to study the influence of platform quality, adoption and use of
technology, and digital satisfaction on the intentions of buying electronic books (e-books) through consumer
application channels in Bangkok. The tools employed in the research were online questionnaires and data collected
from sample groups who had been making purchases through online applications (400 people in Bangkok). The
statistical measures used for data analysis included frequency, percentage, mean, standard deviation, and skewness.
A structural equation model was utilized for the analysis.

The findings are as follows (1) Platform quality has a positive and direct influence on digital satisfaction. (2) The
adoption and use of technology have a positive and direct influence on digital satisfaction. (3) Digital satisfaction
has a positive and direct influence on the intentions of buying e-books (e-books) through consumer applications

in Bangkok.

Keywords: Digital satisfaction, E-book, Intention purchase, Platform quality, Technology acceptance and use
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HnauluuaBUNULaEANLRgITUNG ANTIUNSTeNTsde
Biannsetind (e-book) HuueUnAaty vesduilaaluium

n3uNNUnINAS lagdnwuzuuuasuaiduwuunsig
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518115 (Check - List) Tudaud 2 1dudanuieafunis
Usziflun1stonmisdedidnnseiing (e-book) kumwe
waladu MfinuAndiuReiutadesiusing q fideldvi
nsuanuasinlsildlunsfnwimuauigiuniside Tae
nafvuaiuUsBase Fuusanu wassuusalilunside
puaunfgIuilaaaly ldun dadeiuamnmunanledu
Yaduaruniseausuimalulad saudaszaunisdndulaly
nsfeviladedidnnsedind duueundindu vesjuslng s
fouludiuiiidnvaruuvasuandunvuuinsdiu
Uszanauen (Rating Scale) Fsilinasilunisiuuaantinin
9911505z dudu 5 szadun1uisvesdidsy (Five Point
Likert Scales) 84¢f3delsvin1sasnaounmasadaion
(Content validity) 3NN1SNUMMLATIUNTTNTIAE Touile
Amunuszdiuing 9 Wudefonuuarlflunisataedede
Tfnunsouaguiilom nssmainguszasdiismuslned

NYALLDYARINNTIN 1

A51991 1 : MTULERIANNEIRLSITaevuuudaUay

fiuus LRGN
ﬁm%’aﬁmﬂmmw Varassiya Suphathanachotipong (2019)
DINITUINT Kanchana Nikornsangkhapinit & Rabil
Ponphai (2018)
Rungthip Nilpat (2018)
Uadasuniseeudu | Suthasinee Tulanont (2019)
wazn1sldmalulad | Preephat Ketmongkolpong (2020)
Charin Khiewrattana (2020)
YasuAuauia Suwanna Phianmana (2018)

Anirut Jaroensuk (2020)
Chan (2021)

nolafdva (Audi

wolalun1susnng)

Al Orawan Niyommangmee (2019)

WEANTITY Jessada Thiramuang (2017)

Nongnout Kanthachai & Teera

Taechamaneestit (2015)

1% o

wagdwil 3 1udauiiefuteyarmluvesiney
WUUARUDNN LALA LA B18 40NN SEAUNTIANY 01TN
wazseldedesaiou wuasuauAseiineuhluldiy
939 fAdulsiiausnuuasunwligiderng 3 v iile
AT 19ABUANINATUA LA AT INEDAREDIUBILE O UBILUY

FOUNUTINTINULTDIWAEANYY IOC (Index of Item Objective

54

Congruence) ilemduiinnudenadossenindemanuiiu
AudnuazmuingUsEarue s e ifesnisin uasase
dournuideriu (Reliability) $2e3509 Cronbach (Cronbach,
1990) 9 nnissivwuvasuatulagliinlunaaeuldngy
MAABa 30 YA LilevindeUAIANY Weslu LazALdenAdes
YoaULdUA1Y TnemAALies (Reliability) uwazman
Fuuszaniueanivesnsauun (Cronbach’s Alpha
Coefficient: @) WuiAaudAAuiswvindy 0.78 dw
7i 4 menudisasiiu 0.82 FeftetwensuldFediiunis

iudeyasiald

4.3) Bmsinudeya
Tuns@nwauddeiFesdvinavesnannunanilosy
msvenfulazmslimalulad uazanuiiemelafdviaiidma
soruntladmgAnssunstendedidnmseing (e-book)
H1ugemaieundiaty vesuslaalulunngunnariuas
gRdelduuuasuauiuioyaainngudiedis Inesausu
mnnslrnguegisiumsdsrseeaulatidaamaning o 8
fiszaznatlunsifiuniusiutdeyasening weugaiau -

WEAINEU WA 2564

4.4) MsATIzvveya

a

nsfnudesdninavesainufianelanieiiva uay
waja%’aﬁdmaﬁiammﬁyﬂaL%qwqaﬂﬁumi‘%mﬁqﬁa
Bidnnsetind (e-book) H1ugasmueundindu vesuilan
Tuwangumwamuaslaefifnguszasdnisideiiedny
dnsnavesnmINUNanNDSY fidnasroninuelaida
wRnssUNsTemlsdedidnnseiind (e-book) KutoIng
wounaLadu vosfuslaalulwmnsaummuiuas ilednw
nspeniuuaznisldinalulad fdnanearudlads
wRnssUNsTemlsdedidnnseiind (e-book) KutaIng
woundiadu vesfuilaelulvansaummumiuas uay Lile

o

Anwemuitanslan1siavia Aduaserudsladmginssy
nsdevdesidnnseiing (e-book) Hiurewnaueundia
Fu vesruilaaluansunnumuas dnsdnaus wanis
Anrevidoyautsoonidu 6 daw il n1siiaTgvinaads
L%awsmmmaﬁagaﬁﬂﬂmaﬂmjuéﬁa&m, AMTWASIEVEDR

YRIsEAUANARY Lazd uluLUUNINTgIUVRILAAEAILUT



n1siATeideyaiigInudnsnavesquaInuNanne sy
msveusukaznsldmalulad uazAuianelamemavia 7
danarionuadlaTangAnssun1sEe tnelads (mean) uay

dnulenuunnggu (standard deviation) ngltatianaaeu

t-test, N15ASIVADUVDUANBUNITILASILHAILUUINADS

U

Y aa

AuN15LA59a319 LavlvanAuTanssaiun (statistics) Liela
NIIUASDBAY (percentage) AR (frequency) ALadY

(mean) ArA11L T84 ULNINSFIU (standard division) #in

Aga (minimum) Agega (maximum) A1ANLUTUTIU

5794 (variation) A1AULU (skewness) A1A1LAS (kurtosis)

3
= o

ArduUsEAnTandunusuuuLilusdu (Pearson product-
moment correlation), M IATIERAIITIBIRS AT ATIAS S
Y09AIUUUINA89N15A (construct validity) 1aglavinnis
ArTrtesnuszneulisiudu (Confirmatory Factor Analysis:
CFA), NSVAADUALUUIIABIEUNTSIATIES519 (Structural
Equation Model: SEM) uazasUtaiauaiugamnwuuaauny
wagnanTITuidanunm ieBuduna msunauenanis

ASIEVVoUA

Y

Ineradelavinisivundydnuainldunus

wUsAsil PLunefls aa nwwanesy, UTUAT nuneii

AsERNSULALASIWALLLAE, DGST Bunefe AUfianala

aa o

Advia, REC uneds Yadedunssuilunisle, URN vunedis

Yadumuanuiiuseles, SCl vnens Jaduaudnsnanig
#9m, RSK nu1edg fjﬁaﬁwmﬁuﬁmmﬁm, ATT
e Jaesuiiruaffidsenisld, DGST wuneds aw
Wanalafdvia, PLQ vunefs AnAINLNaANasY wag IB

U809 ANUAILITD

5) NAN15I9Y

aa o

NsANWISY BvsnarasnNitanelan1sfdvia wasymn

UJadendanadonrnunsladangfinssunisdeniads

a @

2LanNIaUNd (e-book) HIUTBINIILBUNALATY VDI

v

AUstaalulanJannunIuAsinIsULEUENaNITIATIEN

Y

1% '

Joyauuseandu 6 @ il

gl 1 mslgiteyamluvesneutuuasuay
Usznoude na 01y szAunsAne endnuazmeldiade
soiou Tnelénnsuanwasninud (frequency) wazdouay
(percent) siall et wudn Humewe Andufesay 55 e

wia Anlufesaz 41 Tnedulungfiongsening 20-24 Y
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a

IngseaunsAnwdulngjeglussdvuSygniviefisy
win drulungfiodmduindnel Ao Jendwiduntdnau
USUNLBNTU Iﬂad'suim,jﬁsmiﬁaﬁwiaﬁau #nd1 15,000
wavsesasniisgldiadssieiiou 15,001-25,000 laeiiuol
watndu nildedidnnsedndidondeuarldiuduyses
wu dilvglidenderiiu Meb Andudosas 38 sesawun
fa Comico Amduiesay 23 uay Ookbee Andusasay 21
Ingmnavyvemilsdedidnnselind (e-book) foruey
walatu veeiign nuin dawlugiduniigu dndusosay
37 uazsesadun Ae dene AnluSesas 36 Srutumilsde
518nM50ind (e-book) AFeruLaUNEATY Tuusazads

v a

nuin daulng 1 tausenss Anduiesay 56 sesasun 2

o

wusionss Andudesay 34 lneTngusasdlunisdeniisde

Biannsaing (e-book) MuLeUnadu wuin drulung Ae
Wlerutiuiia Andudesas 73 Tvnamildnuleunain
Hu nilsdodidnnselind (e-book) Ussiian wuin dawilvg)
flo 9291781 18.00-23.59 u. Anduseray 55 s0vawIAe
P81 12.00-17.59 u. Andufesas 22 uazuvastoyadi
TUsznounssindulade wui dalve) Ao dumesidn An
\Hudosay 47 s0saunfe tiou Andudosay 32

gl 2 malinzsideyaiieriunma munanilesy
nsveniuuaznsltivalulad uazanudfisnelanefidsia 7
demaremuntladonginssuniste lnethanade (mean)
LLazdauL{jmmmgm (standard deviation) lagAninn
yosunasmesy Tassiu eglusziuann fanadewiiu 4.71
drudonuuinnsgiusiniu 0317 duuszanianuuusiu
wiriu 0.07 Tusnuladeniseeuiuuaznisldmalulagiu
n1ssuianudirglunisldaulag s eglusedvuin d
Anademidu 4.71 dudesuuninsgiumiadu 0.420
FuuseAvSaundsiusiniu 0.09 funsiufiesslev
Tassweglusziuan fidnadsiniu 4.69 dudeauy
1A3F VIR 0.355 FuUseAnsanunusiusingy 0.08
Tusudninaniadsn Tnesuegluseduuin fdade
Wity 4.17 dhudeauumasgusiiu 0.721 duuszans
AMNUUTHUYINAY 0.17 Funisfuiauidss Tnesaw
ogluszuan fanadewinfiu 4.51 dudoavuinnsg
Wity 0.508 duusgAniauudsdusiadu 0.11 du

WiruaRdnasanisideu Inesi agluszduuin deade
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Wiy 4.73 drudetuuinnsgiuiinu 0.434 dudsedns

AMUBUSHUYINAY 0.09 Tudruvesladuauarnuianela

Advia lnesinegluseauunn danadewindu 4.54 dqu

WWeauunInsgIuingu 0.368 dudssansminudunys
Winiu 0.08 wazaavnedadeauaunInvesunanvlasy
Tnesiu eglusziuinn danafewindu 4.72 dnndeauu

INTFIUINY 0.418 duUsednaanuusiuminiu 0.09

1
=~ Y

NWUITUVBINILE

o«

F8LANNNSIATIEVAILADANTTUU baA AADRLT

| a a ¢ 1 _aa o 1%
AFUN 3 NIFIIATITNANFNG UiﬁﬂLﬂG\‘l@

B
Y
WU (statistics) LialinsiuAsesay (percentage) A

AU (frequency) A1LaAY (mean) A1LTELUULINTFIU

(standard division) A1#&A (minimum) AgeEA (maximum)

ANMINNLUSUTIUTIU (variation) A1AINaLY (skewness) A1
AMUlea (kurtosis) VWU SHAaEAINLTIUNSANY A9l

NI 2 WeRsaAIAMUTLazANLlAYaImN

q

ANulAiALLANARINALE

¥
av Ao '

AYYUNVUINVDING

v

AUS  NUIMAIANUULE

v
o

Weadntes  Fau uFegnsTiunnwe
(n = 400) Feunluflazgiingnisuanuasundaumeud
Indnmnana (The Central Limit Theorem) Fatudeinng
wnzanfiasihlvieszdosissnouddudulanely way

1238lAYINTIATIETAELUSE AN AU US SE IR awUs

Y

o

FunalalagRansauneduuseanSandunuswuuiiesau v
Trlaursndandunussemingnusdunalananisiasie
ANUELNUS ST IwUsFANalag 38 fwUsluluuinans

WHORTIAABUANILTINAUNTING WU APUFURUSIENING

P

faudsiomun 190 4 fiadulsyAvsanduiussswineeg
581319 -0.389 §iv 0.846 Falyifin1izTaudunsanyszning
fndsdunalalusuuinaes ag Tabachnick & Fidell
(2001) némd Amzdamidunsminanediszans
anduussyninsudsusasgitandaud 0.90 Fuly fay
HanTIATIzRn AT sEnIsnUsdunale Faduld
mutennandesiunvaifivesmsiinmeiaunmsiaseadie

d2uil 4 Myliasesiesdusznaudadudu (CFA) 1o
sUsuuaMuduiusvasiwUsluniavesausenau Tnsuus
sonlu 4 aaduszneu loun aunmvasunanesy n1s
gausunaznsldimalulad auiianalafdsia wazay
sdladmginssilunsde Tnefinasilunsinnsandidmun

o ¢

11 Anleawasdusimg (/df mrsdeenin 2 Aranuuiasdu

(p-value) AeslufidodrAgmieadd A1 CFl, uag GFI A2s

11AN1 0.90 3wl duA1 RMSEA anstiosndn 0.05 @

v
o o o

LUUINRRIINTIA 919 4 B9AUsENaUIANLdanAaRINaNNaY

[ °

(fit) fufwuuIIaamImeu) (Tabachnick & Fidell, 2007)

dwil 5 PITelavimsileneianuduiusiddasade

aa

yosiuuuiasafielsunsudiSaguneada iileusziiy
ANUWINEANTENINoyaITaUsEINY Audiuuudnaes
aunislassadraniunguiilddinualy waznaaeu
auufgIureen1TITenunToULLIAR Fedruuudiand
aunisiassaine danuaenndesivtoyaelsedng lny

aaa

NINTUNINANEDANLTNTIVADUANUADAAADITENING §12

wuunaesiudeyadeUsedng laun

AN5199 2 : AnanRlesRuresuUsdunaldfildluanuide

Variant Mean SD Min Max SK KU Var Meaning
PLQ a.71 0.38 2.67 5.00 -1.95 4.71 0.27 un
REC 471 0.42 2.67 5.00 -0.05 6.40 0.30 un
UFN 4.69 0.36 3.25 5.00 -1.81 3.82 0.27 un
scl a.17 0.72 1.00 5.00 -1.21 1.01 0.96 un
RSK 4.51 0.51 2.67 5.00 -1.52 1.75 0.69 un
ATT 473 0.43 2.00 5.00 -2.65 9.75 0.31 mmﬁqm
DGST 4.54 0.37 2.57 5.00 -2.04 5.73 0.62 un
1B a.72 0.42 2.50 5.00 -2.31 6.66 0.32 un
(n=400)
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A51991 3 : ANADALEAIANINFDANGDIVBIFILUUTIADIENNTIATIAS 1S

Factor Effect DGST 1B

Factor DE IE TE DE IE TE

PLQ .224%* - .224** - .218%** .218***
UTAUT .820%** - .820*** - 1997%** 1997%**

DGST - - - 97 gxx* - 974x**

Chi-Square=187.452, df=159, X:/df =1.179, p-value=.061, GFI=.967, CFI=.997, RMSEA=.021

Variant PLQ1 PLQ2 PLQ3 PLQ4 PLQ5 PLQ6 PLQ7 PLQ8 PLQY
Validity 0.742 0.747 0.791 0.751 0.788 0.767 0.806 0.770 0.766
Variant REC UFN SCl RSK ATT DGST1 DGST2 DGST3 DGST4
Validity 0.650 0.612 0.579 0.154 0.683 0.300 0.241 0.239 0.202
Variant DGST5 DGST6 DGST7 IB1 1B2 IB3 B4 IB5 IB6
Validity 0.820 0.366 0.295 0.811 0.834 0.818 0.800 0.770 0.771

fiAlpauns () winiu 187.452 Aesrdasy (df) Wiy
159 Aranuunazidu (p-value) 11U 0.061 AlAaLALS
& (y2/dp wihitu 1.179 Duaiitesnin 2 uaveneil
nvesALadstddesenunatnadeulne sy
(RMSEA) winify 0.021 1duaridnlng 0 ardasdiiananu
A0ARROINAUNAULTIFUNNS (CFI) AU 0.997 ArRailin
seuAUNaUNA (GFI) winiu 0.967 \usfidlng 1 &
m’mﬁi 3
HI7839NTIATIERaNSNavesAMA NLNARHBSY
msvensukarnslfinelulad wazauiiielanavaiiing
somusiladmginssumstentisdedidnnseting (e-book)
AUANLFFIUNITITY IR ITeNEUONAYRIBNENATININ TS
(direct effects) 8nswan1sdeul (indirect effects) uagdvigna
591 (total effects) Faanunsatnauanan1saszRlass

AN5197 4

A5199 4 : AFUUTEAVEINSNANIWST N9dau wazdnsnasiuilu

AZUUUIATTIUTENILUSMAUAzLUSHaTasundady

ATIVHBUANUADAARDITENIN FIkuUT eIt Uy AT

Uszdng leun felaauans (y2) winfu 187.452 Anaaen
dasy (df) windu 159 Arautnagidu (p-value) windu
0.061 Anlpaupsdusing (y7/dn windu 1.179 (udd
founin 2 wazA1duisInvesAnaisfideaeveininy
maapdeulnsUszana (RMSEA) Wity 0.021 @uaiidn
1na 0 ArliinAudennaoINaNNdULTIdUNNS (CFI)
WiNAU 0.997 ArdatiinszauAunaundu (GFI) iy
0.967 Huaiidnlng 1 deRarsanaranuiioswessuds
Funeldvanelusazneueniin 27 fuUs wui dauvs
Faunale ﬁﬁhmﬂmﬁmaaﬁzmw 0.156-0.820 Tnesuusd
fanileagean Ao viwuddnfiawolaludemnstrsziiud
warnuane Uaeadouazuniede (DGST5) fAaanudies
Wiy 0.820 drududsifinmiilesingn fe nssensy
naznslimalulaglushunsiuiamnudes (RSK) e
Wewsinfu 0.154 dmsuadudsyansnisnennsel (R2)

989aUN15ATIAS 19U S el N 18Ty wuI AnduUsEENS

AsneInsal (R2) va9Aufanalandiadanviinu 1.06

Chi- df 7 p CFI  GFI RMSEA
Square /df  value $50MLUSIUALUUTIaR9EN15005U18ANLUSUSTIUYDY
(ZZ) AMUanalandia (DGST) 1a 106 wazA1duUsednsnng
5745 159 1179 006l 0967 0997 o021 N5l (R2) ¥99ANNAIbaTD UAWINAU 0.95 BSamuwUs

0 < 0.05 *p < 0.01 **p < 0.00

PINATNN 4 WU FILUUIIABIENNITIATIAS G AL

ganndesiuteyalielsedng lneiansunainaadiaild
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Tusuuudassanuisaasuieanusalade (IB) losasas 95
aunsnazudnsnanienseseninedinysudelanil

AN NLNARNEsH (PLQ) dBvEnan1amsuduinseniy

@

Nanalandvia (DGST) pg1eiitudrAne@danseau 0.01

o
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Tnedaduusea@nsdnsnawiniu 0.224 N58pUSULALNNS

Tnalulad (UTAUT) 23950an19mnsadauinmanianufig

'
o aa

wolafda (DGST) eeelitdudrAgynisaianszau 0.001

a

Tngdanduuse@nsonsnaLviniu 0.820 warANURNInala

73918 (DGST) UBNSNANIIATUTIUINABAINUNILATD (IB)

v o W

gafitud1Ag sz 0.001 lnsdlA1dulszansensna

©

o

Wiy 0.974 lagazudnsnan1edeusenintefinysusle

1
v

el Asnmuwanvesu (PLQ) A8nSnan1sdeudeuinse

aa o

ANURIEe (1B) Inarumnuieanalandvia (DGST) ag1eildl

o o w aad

HedrAgynisad@nszdu 0.001 lasdiadulszansondna

o

WA

=

0.218 warnsvausuwarnskwmalulad (UTAUT) 4

BNTNANIDDULTIVINFHBAIIUAIYD (IB) InNIUAIIUN

= Y

wolafda (DGST) egelitdedAgynisaianszau 0.001

a

lngdadudseansdvsnawindu 0.799

A9 5 : AANUFURUSVDIFILUTIAS

Correlation Std. Regression Coefficient | Conclusion
PLQ —* DGST 0.218*** A
UTAUT — DGST 0.799%* fina
DGST — 1B 0.974% g

0 < 0.05 *p < 0.01 **p <0.001

1M1 5 WU AU AuEUusAulawA 6
IRTIRAN @mm‘wLLwamWai‘uLLazmmﬁqwaklﬁ%ﬁa, 113
gausSukarnNsidmaluladuazanufianalafivatazainy

fanolafdvanarmusdlade

Chi-Square=187.452, of=159, Relative Chi-Square=1.17%, p-value=.081, GFl=347, CF=.5%7, RMSEA=.021

JUN 3 : agUiuuudaesaunislasEing

9

6) a5UlazanUs1una

6.1) a5Unan1339¢

NNANITIEANTAATUNANTIFELAI Bnsnaves
AuAMUNaslasy JBvSnaniwmsadeuinsenuiianela
A8 wanedn A nveILnavlasuLeUndady nilsde
Sidnnsefinddu fdruddyseniufianelendnaves
quilaa ilesannueundiadu nilsdedidnnsednd 7
ansaldauladie azainaviswaglidudou dssuy
wansnafivinliiredoniseu Snurdoyavesfuslaau

' =

98197 Anyanyvemtdenrainuatgliiionde daiy

ey 590157 InadunazlinszanuasinisWauiuay
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UFuugessuvegianetu ausaasieauiianelaliun
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guslaalailuegrenn Jadednsnanisseuiuuaznisly
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walulad d8nSnantensadsuinaenliuiianelafana
wane31 Juslaa IiaudrAgduniseeusuwaznisly
welwladiudutadefivieduasulimananufionelaluns
Fondidesidnnsedng (e-book) HuneUnalady ey
nandumlsdedidnnsetindaunsaasraanuianalaliiin
Jusufuslnafiteunsldoldognaunn Sudesnannms
THufiine azanauiouazlidudou nieutuszuuves
woundiady fiviualiy vilvguilaageuiuuazldivnelulad

waUnALATY vtladediannsedind warnuin waundAdy
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Wuegraun ludrudadedninaniuiineledda &
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fanflanelalunistenisdodidnnsoindruneundindu
Lidazidulusesnisldanuiiie azninuaglidudou
fsvvuuansuaiivinlliiresenseu Snwdeyavesiuilag
Huegned fvmevgvesnilvdedinannnatsliidente 4
Asvuaste 530157 Inaduuarlsinsznnuasiinmstauiuas
UuuasruUegianatu fnatenuddladangfinssuns
Fonilsded dnnsedndirunoundindu vosfuslaadu
8E19N UardvisnanumLNannesy uaznsensulaz

aa

nsldmalulad fsvsnanisdeudauindeninudslad
ngAnssunsde uansi guilnafinusdlafiasdoniiade
didnnseiindiruneundindy niladedidnnsednd duiin
NAMNNLNaNETILasNTEaNTUkasNTIHALlUlaE 1

a '

BNTNANIIDDULTIUINFABANUAILY LASNIUAIUNINDLD

'
a1 a

wazyndadeiddvisnanisdeusuauiisnalavewly
6.2) 8AYI8HANTTIVY

MnMsiLiiunideiFes Svnavesnunimunanlady
nsgeniuwazmsldinalulad anuiianeladdvia dseau
drladangAnssunistentiidedidnnsetnd (e-book) Hu
FoeananaUndindu vesguslaalulunnJaunnuniuas
fAdvanansamansitesneduseld dweluil

auufgiud 1 anuduiudseninadnusnmninyes

o A

unannasuiidvinaseanuianelandvia Wudiui 3 sae
W 0.22 woundipdu wilsdedidnnsedndiidinisldaud
18 azmnauiswarlidudeou swludedissuunisuansuad
inlidedenisenu dszvushwideyavesguilan dns
Usulgaimunssuvegiaus dauiivade Sausims
Ivadu liinsean fmnavyjvesilsdodidnnsedndiiiaang
warnnaneliidendenarivomnadiseuiinainuans
w¥oussanunsadiseiduldazaan Yasndouazuniede
daalvguslaaiinanuiianelaluneynfiadu wilsde

Sidnnselind JeeennnosiunuAdees Chalida Petchpanya
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and Thanakron Sirisukuntha (2018) #ind1731 Jadenu
AENwrYAANSHEVENaden i nelavegnAsnan
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Abstract

The purpose of this research was to investisate Monodzukuri Personnel Development and Japanese
Communication (Ho Ren So) on The Performance of Production staff in The Air-Conditioning Industry of Japanese
Enterprises. This quantitative research was conducted using a questionnaire as an instrument to collect data from
Production staff in the Air-Conditioning Industry of Japanese Enterprises 400 samples were selected by stratified
random sampling. Data were analyzed using frequency, percentage, mean, standard deviation, data screening,
confirmatory factors analysis (CFA), and structural equation modeling (SEM) using path analysis.

The analysis results showed that Monodzukuri Personnel Development Japanese communication (Ho Ren So)
and work efficiency were very high with averages of 4.27, 4.23, and 4.22 respectively. The causal structural
relationship model of The Air-Conditioning Industry in Japanese Enterprises showed a well-fitted Chi-Square =
187.180, df = 29, Chi-Square/dt = 6.454, p = 0.000, CFl = 0.956, GFI = 0.911, AGFI = 0.831, RMR = 0.015. a coefficient
of 0.68. The research result showed that Monodzukuri personnel development directly affects operational
performance by 0.12 and Japanese communication (Ho Ren So) directly affects operational performance by 0.75.
The research results also found that Monodzukuri personnel development indirectly affects operational
performance through the mediator variable Japanese communication (Ho Ren So) by 0.44 and total effects by 0.56.
Therefore, the organization should increase operational skills for enhancing operational efficiency by improving
operational skills to improve their work efficiency establish a Japanese communication culture (Ho-Ren-So) transfer

work methods to all employees, and putting them into practice to enhance sustainable performance.

Keywords: Japanese communication (Ho Ren So), Monodzukuri personnel development, The performance of

production staff
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0.911, AGFI = 0.831, RMR = 0.015 2L L

S o o NATTNT 2 kazIUN 2 LERIANADAAADITE NI
JUN 2 : wamsialamamainaussousyaainslulssnuuuuly s

TudA3 (MONO) dwwasioUszansn1mn1suuRaIu (WOEF) Husn avEnavesiiulin 9 vesddbnidvonaseUszavsam

¥
Yo A

wlsAunansnisdeansuuuddu Ts 15u To (HRSU) ndsuiuliaa NsUHURNY ansaesuenanuauRgulanil

69



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

5.4.1) ausdgil 1 msianyeaInsiulssuuululug

a wa

A3ARARDYIEIVEANNITUAURIY WU msianaussouy

YAaN3 SN UBUULILTAS T8nS wanans s aUsyansnn

n3UURNULnedABNSNan19msANIAU 0.12 waveduly

AALENRUSIASEaE 68 aunslisyautivdfry 0.01
5.4.2) auigil 2 msdeasuvvdlyu (s 1su lo) doma

AevszansnmnsUFURIIN wuhmsdeasuuudlu (s

a a

wu 1) d8nsnanmsaiaussansamnisugurau dien

W

WINAU 0.75 waraSulgAIANUFUNUSLASa8aY 60 NEAU

Hedagy 0.01

5.4.3) auuRgIuil 3 MmN TIuEYeIYAaINTTY
IssoruvululugniawasaUseansnimnIsuguasIueu
FusAunarnisasarsuvugu (s 15y Ts) wuit ans

Waaussaugvesyaainslulsanuuuululudasiien

ANTNAN N TIMUTLANTAINAITNULYINAY 0.12 ey

deiunisdeansuuuguu (g 1su le) TAdviznanisdeu

v

LNINU

#
Y

I a a ' o w

0.44 1agflA1dnsnasINwiINnU 0.56 pg1eiltadAsy

17

.01 Fewansvanufgiu agulainnisiawaussausves
AanslulssnuunuululugnsdinadiaUsednsninnis
U UAnuruiuUsAunannisdeaswuudgidu (e 5w o)

5.4.4) 15ATIEVAIAIIUFUNUS 5217198 UUT Tag

LNANAINUE

LRI RERIG:ER UARUSTENINIFILUSAN

v &

duUseansandunusveeninys (Correlation Test) &9@n

[

AMUFURUSVRIRLUTLUAISTANA N LR US A UNINAIN
0.90 AULNUTNNITNIITUNVD (Hair; et al. 2010) 210
Toyaidausedingnudn dudsiAmanuduiusaaus 0.291

§14 0.848 agfiszAutedfy 0.01 Felinudwusniia

AudiusiulusezAugs fdannsan 3

P v o s Y
AN 3 : AUFUNUDVBIAIUST

SKIL ROLE HART HOUK RENR SOuUD QUAL COST DELI SAFE
SKIL 1.000
ROLE .682%* 1.000
HART 572%* 152%% 1.000
HOUK .400** T707** .695%* 1.000
RENR .369** .685%* 710** 807** 1.000
SOUD .387** 139%* .681** .848** .826** 1.000
QUAL .533** 621%* .630** .606** .586** .605** 1.000
COST .389** .534%* 676%* 629%* .646** .583** .7106** 1.000
DELI .389** S576%* 637** 675% .632%* 637** 751%* 126%* 1.000
SAFE 291%* 591** .583** T707** .696** .686** .680** T13%* .7109** 1.000

e : ** ddea Ay eanansza 0.01

6) a5UlazanUsena

NANITNAFDUNUIN miﬁwmamimuwamﬂmﬂﬂu

a '

Tssnusuulilu@asidanswadeUseaniamnisugimau

' (% a °

wanaliiudn fulInd

(3 a

NANTEY

@3

1nveIn13uTul e (Hala)

winseusulvaduiuandnausiuisdgnile

a o

Indrdneuanulasndelunisiieu @as193nd1inanu

=

4

o
o

n1sdsweulinidnauiinuadaniusdvuaiiaiua
ANAMINLIASFIU Il enEnseAuU RN SE
Audnvazvosdndiinauiuinveusevtihilunisie
TuwngAduunumming (313018) nifnnudinisaiuau

ANAINNTINUANNIAIEIU AIuANTRgRunSo Tanlild

70

Vudnune dldarunsanrvaudunulinduluniy
Wmnediinun Sniledagniladosnisquainuisianis
Funauazasiaaeuiagiaiosldlunisvinanu gunsal
in3esile La3esdng Windeuldnuane Seiilviminanude
nanseauUjuRnisianunieslun1sinaunag Suliaveu
wihiluazinesile n3edld vominanuesane niineu
anlldyaufiRnunusslouresesdnsdeaonadosiuns
flesAnsugniladesmmuasndtlunsufdianu fusinwy
(MUt niinanuldfunsaeunasiuzihauieuy
UuRnuliaunsosuiiaveuanuludiuvesnueslaagied

AN fin1sdnseilevaniuiinisyieuldlviddfiaens



= 1

waziluseideuiaus (5a) Jsdanalinszuiunislunis

vheuAanisinavestunudululfesisnuiu Ugnils
IndndinlunsWauniinvensufoRnusasunuinueing
TasnslimtdnauFeuimaiauanimhauasitou
FumaluiFewesiimsuaznuauAmNInIgIu daiady
ussomafiAlunIsie waglininnuimussyunas
Awnsrganmnniia g lunisiianuiaziaueisnis
unle denndosiuni1sAnYIves Daruwan Panya and
Boonyada Nasomboon (2022) W31 @us35augniing1u
auvinyedmaiuUsednsnmnisugofanuveaninauly
nagRANMNT TS U U

ADAARDANUNSANYIVD Gunawan, Suroso, and Syarief
(2022) wui ARENsaveInInuLazaL Ui d
NansenusaUsEansnIMNISUf TR

nan1snadounuin nsdearsuuudiu (o 1su le)
danan1ensroUszdnsnmnisufunau uanalmdiugn

YY)

psAnsdunazninaulinnuddyiuiunssinw (e-
Tgau) winauiinsusnwiamtanuludiuvesdgninis
vhauiteveduugimioveanutisimdeainnisviney
ssUinviilerooudfvieveounnieunsnssyidla « 7
uenmilennanuiuinveu ilevelsvivthaudadularh
Tildifnaauggyiuanainnisdaesaudelulun
nszvaunsialy Snvandnaudshdsidunaiuaing
AnUnfuusnuduimiauiendlalgywuasdesiu
Homilanfndusoly Funssenu (elelagy) e
UgnilaiFesnisseaiu nande Tiwdnauiinisseany
Aeatumsrhadliiminusunsugnads lidesdy
MssBauANAUM Asiaund safedgminusgning
n1sUfTR L dudgmifiaunsouslulddedn
wiineuesiau Flramnsauilatymuaydesiugm
flagiAntulfograiiuiad dunisiade (u-Lsusey)
psAnsgyuiinisdievendoyaniuiadoulninients
Wasuuwlaslunisvihaulsiunndnauiunsiu e ng
seidou senugdiivg animinau Tnensuseadn
wazUszudulurisoseninangnisvinau Jsilininau
ns1uanulasundaslunuuazaniunisalluesdns
aunsauuinnungseileuldegnaunsinda awsafnniy

wazudlodgniluiiesvenniosdng auain uae

71

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

n3rUIUN199191u WWudu denndesiunisdnyives
Pranee Muanmaroeng (2020) WU TRIUSTIUNITNIIUY
¢ Ho Ren So (NM1531891u 113 doans suTnw) dawa
AaUszANSAIMNIsYIIL Liun AuAnAINYeIIY A1
Va1 wazauatlgatglunisaniuay denndesiu
N15AN¥I1U0 Daruwan Panya (2021) WU31 @ussausd
dnsnan1sdeusioUszd@nsainnisuuRnuNtuduys
dunansle 15u 1o FauszAnsnmnisufoRen Laun du
AN ATUSTELLIAT ABAARBINUNISANYIVBY Hussain
(2020) WUt nMsdeansegiuseAvEnainansEnuBauan
RoUszANSNMYednIRns donndesiunisineives uindu
Musheke and Phiri (2021) Wuinnsdeansiiiuseavsnai
HALTIUINABUSEANBNINYBIBIANS

HANISNAFBUNUTY NTAAUIANTTOULVRIYAAINT b
Tssnusuululudasdinanisdounousesd@nsainnis
UftRnurusuusfunanmsioasuuudtu (e tsu Ta)
‘W‘U”haﬁﬁﬂiiﬁﬁuiﬁmmﬁﬁﬁaﬁumi?{ams Usznounie
aule - lalazy (NM3318970) A N135euiviienuly
nsrunnade ldhasdunmsmenuanuun mssenu

Wenvdwdaun@ wsenrssenulgmnisulunisyingu

v
= o

WetAntguinieanuiaundduilsgnuiluiiasizyim

Y
v v

awndiuviase eudlaiaymiiAntusasdesiunisiind

1 Tnevmihauansahdymiintusazisnisuile
Haymiusmuny USuugegilonsu iy uazihunds
selyiuAniinamuiodeneslviuininau Sl
ynauaiusawdletdgnilanisuinsgiubeaiu Jeadu

Y a

gUAWANAATLAINATUJUR U warduA1daunInaw

q

'
oA

1nsg1unTUR TR Hedsanunsnanaugyandes
namnianiganisnansutieautainwidnalal
ansauiladymlinisaues Tiufsansunulunisudn
mnfinveadsuazdilesiunsiinveadsliuinseuiuns
dnlU AU - 15UsEY (MIARde) BeAnsiiaud Ay
nsudedoyarmasliuaninny o1i ng sudeu 1iels
wiinulfuRnussideuiteiaue swdnissurnansiy
L%waqqﬁ’ammmmiﬁwmmﬁaﬂaqﬁumnﬁmqﬁammfu
anANUga1INNIIUYANISRERYI B IAN SN TR UTY
Foswasnnuvasadfeliuiniinauuasiiudogiane du

T - oy (N15U5nw1) wilnaudsnwdumintianukay



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

WiousiseuAeafuiBnisiheu wasgunisieu 35ms
uilatiym vilinnsviedganmaunmislunisiaun
aussaurvesyaanslulssudnisugnilanseuiunisms
il duluauuinsgiuedianenaziiniuiainnis
Fouuazusnuiluldlumsifiuussansaiwluaulia
f4%u aonndeiun13Any19as Pranee Muanmaroeng
(2020) WU FWUFIIUNITYIIIU AU Ho Ren So (113
$1897U 15 Aoans M3UInw) dawasdoUszAniainnis
1971 TAkA AUAMAINYBIIU AUIaT karsuATlETe
Tunsanfiuau denrdesiun1sAnyIved Daruwan Panya
(2021) wuin ausIourdBVENaNIweNsaUsEANTAINNIS

o

UAURMURIuiIwUIAUNa1le s T BaUssangainnis

a wva

YR laun sunmunn Auszeslian daenndednu
n15AN¥IY09 Hussain (2020) WU31 n15d0a15081 98
UseAnduainanssnuldsuinnoUse@nsninuesosans
A0ARRDINUNNSANWIIBY WIAdU (Musheke & Phiri, 2021)
WuIIn1sdeansfifiuszavinaiinadsuinsdeussdnsam

YBIBIANT

7) Torauawuy

7.1) sudaiaueuveilaainnsiseieoduysloniluns
ihlulgmoesns

7.1.1) AuUmMTRRIIANTIOUEYeIYAaINTILITIUUY
lulugas nansAnwimuitergauveaninaudiulvegd
o1geIuRaL 4-10 U fegluszdundnarudfiiinnsds
wiineumandazdostautuduiminag fdusadng
Fududemununisineusurinwnisiduiminuliiu
wifnauiielimiinauainsal foRnuvesimiauld

a

Tagdkwinianisiauiyaainstulsanuiuulaludeg
sgiuvtiauvessng (Hata, 2016) udusuuuulunis
Uszenalimunsauiuusunveaudaslsanu waidiunn
WHUNN TR AN TOULVRIYARINT LTI ULARET Lag
thandssidiuna fdesdnssududedimtneuidismms
UsspnitevnBnsudledgmilunsufifonus el
anudrdyiunisasendnuazliniuddyduauain
Funu uaznsdmeUI leadsdndinvasnisuiuuss
TuintdnaiududaadeUssansamnsufoRauiaun

oy
a =

EIVU

72

7.1.2) drumsdemsuvvdlu (o t5u Tn) wan1sdne
wuimsdeansuuudu (o 15u To) Wuiadeddnluns
WudszAnsamnis iRy deduesdnssniudes
semenisnsdeansuuudiiu (e 15u To) uazdszlovives
nsdeansuuudiiu (s 15u Tn) Bidundnnuynausunsy
wazUjUAdunuaniaieanu Inenisinuanagniuas
afrefausssunsdeasuuudu (e 1u To) Juntely
03ns dnousiiloniFosnisdomsuuudiu (o 15u 1)
TusUuuuvesenans defnmuthousznia susuiousy
UjtRnu lnsfisneazideaisnisfigndossiuiaselony
yesnsdeansuuudu (1o 15u o) tlelsminnuynau
ila uazannsnthlUUATRLFese sedensdmmuadunis
TnHa (KPI) maqwﬁmm‘nﬂixé’ugﬁu@iﬁmﬁﬂwuiﬂwg{'

a wa

wiinuseaudJianis lnensdaviuuudssiiuinseau

'
S

Ju (g 15u 19) Feg1u15011n15d08159

]

NSERAITWUY
W33 5 580U vaelund (Noguchi, 2007) W NTuLUINIg

wazUszend LN auiUaIAnSuAasILALN

7.2) grudaiauauielunisiseasimaly

v
o

7.2.1) drungueiegns nsfnyideaieliilunsfine
MnnguiegsuIsndlundnaiesuuoinia ddluusias
anavnssue1viiauuanA1aiuluA Y UIUNSHER AN
sULuUTRNAIesdng uargUuuUNsUIMsY Fethuluns
"“Jf{Tsm%u’aﬁialﬂmiﬁﬂmamiauﬂuqmammim5mﬁmLﬁm

' s

LU BREIVNIIUINYUA BAFINNTIUBINIT Lﬂuﬁu UBNIN

Tupasanuludadsoudisuseninsesinsuuulng nie
wuuTRay q delildnaluddnind iy

7.2.2) AU YT IARILIFNT SO U YOIYAaINT U
Z@‘ommwuhlfm‘f”@?Iuﬂ%y’aﬁlﬂwﬂmmiﬁmmamiaumaa

a o

yaanslulssnusuululugasveantdnaudiendnssau

q

v
[

Udanisindu fedunisideadeely arsfiansmn
aussouzvesyaanslulsanuuuuliludasludumisdy q
fslusnumiisvessng (Hata, 2016) Afin1sivuadiumis
WisAnls Tiun smimae smihausazfdanisusun
yesienAniidsmaneUsyansamnnsufiReu dududs
Aunanansdeansuuudivu (o 15u Tn) Tagdeudluifiv
ToyaidaUTUIUAITAINTUINITAUA WA UTINT M0

HAnnsEeninensuyudlunsAum ALYy



AnAnsTuUTENA
vavaunszAaminaunnviulunguuisndyuadlu
findniniesuvernafiaaznarlunisviuuuasuany
YOUNTEAUNIUDIFETHAIUT YT UuzuuIme puTHs

dou naenIunsIvdeuteunnsadliiduiaullanysaluay

¥
Ya o o

dn5eganldlamed Milfideveveunseamunsounsiway

Y

VDU IUTUANSUNSANUAYULALAIAILINALANDUN LAY

witegganliidvatulianusaneliiinUseleviasanly

wiu3em edadunumsliwiusdvlugeannssuniswdn

REFERENCES

Boonyada Nasomboon. (2020). The mediating effect of kaizen
event between production management in Japanese style
and cost reduction in northern region industrial estate in
Thailand (in Thai). Journal of Economics and Management
Strategy, 7(2), 140-156.

Byrne, B. (2009). Structural Equation Modeling with AMOS: Basic
Concepts, Applications, and Programming (2nd ed.). New York,
NY: Taylor and Francis.

Daruwan Panya. (2021). Competency and knowledge management
affecting working efficiency of production operator through
the mediator variable of Ho Ren So A case study of Japanese
Automobile Manufacturers in Amata City Chonburi Industrial
Estate (Master's thesis). Bangkok, Thailand: Thai-Nichi Institute
of Technology.

Daruwan Panya, & Boonyada Nasomboon. (2022). Competency of
production operator affecting working efficiency on Japanese
automobile manufacturers in Amata city Chonburi industrial
estate. (in Thai). The 8th Thai-Nichi Institute of Technology
Academic Conference (TNIAC2022), 320-326. Retrieved from
https://tniac.tni.ac.th/2022/wp-content/uploads/2022/07/T
NIAC2022.pdf

Gunawan, R., Suroso, S., & Syarief, F. (2022). Effect of technology,
employee competency and leadership on operational
performance at Maleo Producer Platform-Madura Offshore
PT. Dinasti International Journal of Management Science,
3(4), 694-701.

Hair, Joseph, William, & Babin. (2010). Multivariate Data Analysis
(7Tth ed.). New Jersey, NJ: Pearson Prentice Hall.

Hata, T. (2016). Factory Personnel Development in Monozukuri
Style (in Thai). (B. Rojarayanont, Trans.). Bangkok, Thailand:
TPA Publishing.

73

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

Hussain, M. Z. (2020). The impact of effective communication on
organizational performance with moderating role of organizational
culture. Retrieved from https://www.researchgate.net

Imai, M. (1986). Kaizen, the Key to japan’s Competitive Success.
New York, NY: McGraw-Hill.

Industry Team. (2022, January 11). 2022-2024 Thailand Industry
Outlook Retrieved from https://www.krungsri.com/en/re
search/industry/summary-outlook/outlook-2022-2024

Kannan, K. S. P. N., & Garad, A. (2021). Competencies of quality
professionals in the era of industry 4.0: a case study of electronics
manufacturer from Malaysia. International Journal of Quality
& Reliability Management, 38(3), 839-871.

Kline, R. B. (2011). Principles and Practice of Structural Equation
Modeling (3rd ed.). New York, NY: The Guilford Press.

Musheke, M. M., & Phiri J. (2021). The effects of effective communication
on organizational performance based on the systems theory.
Open Journal of Business and Management, 9, 659-671.

Neely, A., Mills, J., Platts, K., Richards, H., Gregory, M., Bourne, M.,
& Kennerley, M. (2000). Performance measurement system
design: Developing and testing a process-based approach.
International Journal of Operations & Production Management,
20(10), 1119-1145.

Noguchi S. (2007). Business Communication (in Japanese). Tokyo,
Japan: Subarusha.

Pranee Muanmaroeng. (2020). Impacts of Work Cultures in
Japanese Companies on Work Performance in 304 Industrial
Parkprachinburi Province. Retrieved from: http://www.advan
ced-mba.ru.ac.th/advanced-mba-2559/homeweb/7096-1S/P
ublish/2_2562/prachinburil/no-6124100230-PCB1.pdf

Trade Policy and Strategy Office. (2022, May 27). Thailand's
International Trade Situation for the Month of April 2022 (in
Thai). Retrieved from: http://www.tpso.moc.go.th/th/node/
11727

Voss, C., Tsikriktsis, N., & Frohlich, M. (2002). Case research in
operations management. International Journal of Operations

& Production Management, 22(2), 195-219.



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

v 1

answavasRalumeudunauandniueinsasdraisranisiuinuaivas
ATTAUAT AUNUILYBNDVRINTIFUAT LAZAUAIANTIRBANNTUNUSDENS

faLilaavaensdua vaanguduslaaluuanjunwaruasuazysuana

v 6
wzq

ufiaas guane’ st Yuduiley” Fa1iad Inedie® 91380 venr3® 91gns deiaiuia®

2397 oty e INITINNTT UMIINIFNBATAIANT INGNVAATTIVY, YaY5, Uszmalne

*JUsziusussauia 81 : jaruporn.tan@ku.th

Fusiuaty : 22 fuan 2566; Suunanuatuwile @ 14 fguieu 2566; neusuunaay : 14 dquigu 2566

wennsoaulal : 28 SuAu 2566

unAnga
nMeasliiingUszasiiiiofinudvsnavesdalumedufinauendndusiaiesdranswmonssuinuaivemsndun
ANUWeioTemI LA wazALAIInTIReANdNTUSEwwiBIlowam AU vasngudusinaluANTUNNUIUAT

wazUSuma tnefinnuiidetevesnsidusndusiulssunans it tidunaTodsusuia 1isdmaniuvasuay

nndredendnsiuiiaiosdiendmififalunedufinausduii 1wy 300 au uarldadfidmssau Toun Souay

U

Aade @ lsuuunnggIu waradAdieynIu 99I1eeae Simple Linear Regression N153lAT1MAIMUTAUNG1NTY
Regression Wag Mediation test W11 Process Macro

HaN15ITeNUINANUUTRNYRIRAT LB TBNSNATIUINFADAMANTIEUA karauL Lol vesRaluyeiiinina

' o I a a

WWauindeanuAanTaneanuduiusedsrelioaansiduni waziA18vsnasiuanas a1n 0.813 10y 0.587 aded

'
o aaa

YodAun19@dfinseau 0.001 LanIIANULLTRR VRN EUANTUFILUIAUNANTBNSNadENUUI9EIU SENT19AY

o

aaa o

Wnefevesdalurieiuamainsidud wardA1dnsnasiuanad 910 0.755 vWu 0.460 sgefideddgyvvaifisyiu

0.001 waAIINANLULIDR VBRI AUA LT U ILUSAUNa1INTBNENadwNuUI9EIU SErerNledevesaturneny

ANUANANTIREANLELTLSE19M LB IVDINSIEUAN

A1E1AY : ANUWeTievewAUA MITuIAMAYINTIAUAT BVBnavesdalury AnumaniwenuduusaE

AOLDIVBINTIAUAN

74



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

The Influence of Male Artists as Cosmetic Product Presenters on Brand
Equity, Brand Credibility and Relationship Continuity Expectation of

the Brand among Consumers in Bangkok Metropolitan Region

Napatsorn Chuichai' Thanatcha Poonsanthia® Wilawan Thaisuay® Areeya Yodsri*

Jaruporn Tangpattanakit5*

12345 *Faculty of Management Sciences, Kasetsart University Sriracha Campus, Chon Buri, Thailand

*Corresponding Author. E-mail address: jaruporn.tan@ku.th

Received: 22 March 2023; Revised: 14 June 2023; Accepted: 14 June 2023
Published online: 28 December 2023

Abstract

The purpose of this research was to study the influence of male artists as cosmetic product presenters on
Brand equity, brand credibility and Relationship continuity expectation of the brand among consumers in Bangkok
Metropolitan Region. with brand credibility as an intermediate variable. This research is quantitative research. A
survey was conducted using questionnaires from people who had previously purchased a cosmetic product
presented by a male artist. Total 300 people. Descriptive statistics were used: percentage, mean, standard
deviation. and inferential statistics which were analyzed by Simple Linear Regression, analysis of intermediate
variable via Regression and mediation test via Process Macro.

The results showed that the credibility of male artists had a positive influence on brand value. and the
credibility of male artists (Celebrity Credibility) had a positive influence on Relationship continuity expectation of
a brand. And the total influence value decreased from 0.813 to 0.587 with a statistical significance at the 0.001
level indicating that brand credibility is an intermediate variable that influences partial mediation between
credibility of male artists and Brand equity. And the total influence value decreased from 0.755 to 0.460 with a
statistical significance at the 0.001 level indicating that brand credibility is an intermediate variable that influences

partial mediation between credibility of male artists (Celebrity Credibility) and Relationship continuity expectation.

Keywords: Brand credibility, Brand equity, Celebrity credibility, Relationship continuity expectation
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dnu wazifugaiduduresanuduiuslunisuaniudsy
Foyaszninayana (Coleman, 1988) Tnsyanaiiiaa
Tnslasnfierwanansalunsludnlaliyanadudelu
Aaring 5 1A418n31 (Belch & Belch, 2004) 8nsramnanin
1Inslavesiryanadeaunsainlugainuusevivlaluds
UINABNANA N NS BR18UA LR NA28 (Pavlou & Chai,
2002; Pavlou & Fygenson, 2006)

TaefuslaavhluiBeinyanaiideidoaduundsdeya
flarundede (Goldsmith, Lafferty, & Newell, 2000)
wseildnwuzidedeld mnudednd arwtdede A
933la (Ohanian, 1990) wazauulindalunisiaue
AR fuiviensdud Sadudiufiarunsnaineniny

Userulaludauan wazdaiunseausulreninandanse


https://www.tandfonline.com/author/Goldsmith%2C+Ronald+E
https://www.tandfonline.com/author/Lafferty%2C+Barbara+A
https://www.tandfonline.com/author/Newell%2C+Stephen+J
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n31@uAlel (Erdogan, 1999) Falunagndfifiussdnsaim

wnigalunisiliguslaafianudula waglingdaluas

'
a

UAMINELAY (Ohanian, 1990) waztilaguilaalinngla

Aad o

Arafifivedss Nzdwmaliiusinadnizveunindueivie

Pt fo\)

v '

ns1duAtunnluiig mnuaraddedeududinaue

nanAuTsensduAMvlintiu (De Soto & Kuethe, 1959)

3.4) A9UT9%1eY (Expertise)

Andeawey (Expertise) vianeds finonudhunganiy
AuesyARa uAnMIeansuLaziuLUUREN Y30 Fuuuy
77 aunaneiduyrralduiitusey v3e Anma (Passomnun
Anekthammakul, 2010) Na1A® ANUTIUIYABTINYEIANE
Fruresyaratiy 4 Aerulanruauinmssonsu Senm
Ferdedudniiivilwesauunieds (McCracken,
1989; Erdogan, 1999) Lﬁaﬂmﬂmﬂqﬂﬂaﬁﬁ%mﬁm ED

Yuausdumuuiluszaunisal wazinweNanu1savinla

e e

Uilnasudtadaiidinaue Wilauaziuiiastuiazion

e

<) o~ v a

Wugidanudiuig 1Werviey J9nseiudsit Hovland

a o w o

ANFIAYVDINTTUNEAUD

o

(1953) wag Shimp (2003) N7
duidonsilifuslnadnlaludsiiddsinaus Feany
Fervngiedudadonisidmalifuslnafnmnudede
soAudiiy 1 16 Hesanmngiiauedudndonug anw
dilasedud wazdanudemglunisinauedud fay
dawalviuilnasuitianugnaeswesteya audwwaliin
auderiuin yarafiideidesiu vuausldegragnies
LLazLﬁmmmﬁmﬂﬂuﬁqm (Hovland, cited in Nathathai

Juampaen, 2017)

3.5) M3TUFAaIAIMTIAUAT (Brand Equity)
MssusnmA1 (Perceived Value) iunnuaninsalunis
AT weUslaaiwmsdui dansnguilaaiuitwmsdum

v
I a v

Iptufofudwddgyvosnisaiinuailiiunsdus uaz
deffuslnainnisiud nsenidindfansdud fAezilug
Anulindlalunsidudn (Aaker, 1991) IneAnAns AU
fuaggnadstuanmsfinrunindefovesnsaudiiogly
sefufige wazanmsiviiliguslnnsuifsaunindede
vosnsrdudliiunndian deanansaiiavdamaliguilaain

nsdnduladendensidumananudues wazlingda g
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ns1duAnduniandt uazdureduduslaauiniinle udl

Tomasiansgnidendeidududuusn (Erdem & Swait, 1998)

3.6) AU NTOeYINTIFUAT (Brand credibility)

[ | i

AnulIndalunsidud fe virfiarwaula Anuidn

v
= a =

wazauvauluama Fufntuneluinlavedwsazynna

£

anﬂiiumaﬁmmﬁuﬁﬁlﬂu?qﬁmuqquaﬂﬁumiﬂizﬁﬂ
yesusazyana (Skinner, 1904) MsfinsAudazliFuany
nslaanguilaadu iinananuidesiuresyananis
Usgnause anudesiu arwmels nsiufideuan Judy

n13fuiinesAnsiianuiiyetenndesiiiesla Ay

A A A @

Ugedeiinarenuindvesiuilaadigiguiy Ay
e dudsiguilanisessdnslunieiid vazidu
woAnssuiduuseleviirensdns (Moorman, Zaltman, &
Deshpandé, 1992) Tnearnundesiulunsi@udi inainns
fu¥audefiovesudazyanatiu wainUszaunizalil
Aatu wazanulilaasusngdloiinnnuiula uasiie
aandesiuszrinafuuasiu Tneaanulindalu asaudn
azfintuldainesduszneu 4 Uszn1s (Morean & Hunt,
1994)

3.6.1) Arwnedovesussy fo UssAvsnwitanno
a¥rannulinadalignnle Wunisassmnusiulalidy

anen Tnsdnenudnwauzyesdusidudadolunistivua

Y 9

N a

Yrduvemaniug vliiinauautanlaawiu lngernsi

q

nsideulosseninandndns uazguilaa Weguilaaiin
N135U3n318UAT (Brand Awareness) Uag 9 9eLinTzau
N133U3 AMUAULAY LaZN1TINTUBNANBAIVBINTIFUAT
ffu q dlugaugnitumsanuda shldAnmansemiings
AUy q Wudusuusn

3.6.2) FuAuaruinisidnanin fie Uadusuninsiumn

v

NIUADILA BAaLAITEIASUUSNSNNBUAUBIANUAIANIIVBS

HUSlna lagnunseuIuMsngAnssunagey wagduranasn

1%

nsfuinaniniegluszaule msvilinsdudmidadu

Y 9

o

2

a o

Unlundnsdurity Sududesonduauniniifvewdn

E

cala

AUDN

Sy P

wagn1suINIsAAme Welifuilaamiunindnyali
nsndud waziunmsaeenuweduuniuslnalussezens

3.6.3) msvibiguslaaianuaulaneuduiives fe

[

n1sasusefsgaliduslaaiaauaulanasTuideyaly

Y



ATIAUA AT HAR U Lﬂﬂﬁiﬂﬂaﬂﬂﬂiﬂi’lﬂ‘l’]ﬂuﬂ Aiin ARDNIN

SnwaiFuddusiusnifuneunsinaulete

=b

3.6.4) n13TnwIayg) A n1sTuUTeAuAItud YN

' |
A W

Tituduslaa foiludunuresnunin uazanuliodui

D

Huslanmaniinesdus Inedyyniudesnsliiinnae

wazUslnalasuuselevianndeiu

3.7) arunmniisenuduiuseseeaiiove s s1auaT
(Relationship Continuity Expectation)
AnuAnTIReAuduRusegeaiies nuneds nns
mavisesiiyanafiaznwimuduiug visednyainoly
TuawAs (Palmatier, Dant, Grewal, & Evans, 2006) @0AAasd
U Heide & John (1990) finanalii1Anumnniiedis
seLiles fsngiuddauiainaanusasiu TaosfniAatuan

|
o

ANUAANIIVBIFIUARATINIIIIANLFITUS I Ay

a A

Tusgerend (Dwyer, Paul, & Oh, 1987) w3aluyugsna fe

3lnaniiaugaludenisiagauseanuduiusiuns

) e

£%

HANAINATIEUA LadalilinAuIaNING wagaAy
A9nN13ASHEUTIN (Lin, Weng, & , Hsieh, 2003)
asulaianuaanitanuduiusegideoriiawens

AuA1 Ao N1SN B:J:‘U S1nAAANIAIANUA AN aTiaESnE

v v Ao

ANMUFUNUSIUANUATIFUAT WATAIANTIINNSIAUAIILTI

N A

Py A o ' Py o
Iadsnuidyavseinatdld Fudumaualvlulagiues
AUAEINITIUKNUEMTUN TN 8 IMATAUTANTIUIN

TAunguslam

3.8) guUsAunaN (Mediating Variable)
fwdsaunanadudiwlsivinutindeuloadiagienan

SvnalivanvgndulsBaselugiudsnadns dedlinaut

=

AR AB ALNANTUNINA1BNENATIN (Total Effect)

1 o

yoslumadiladfifuysAunans (auﬂmwamumﬂ ) S¥UIN

a a1

FulsdasyAudulsauazdeeiiadulssansanasain

o

lumanimnusaunane @uUseansdunie <) tag 1) wnd

e o w

Ananasauindsydu liiteddunaaifuansiful st

y o

Aaa a 4

Jusuusdunanafifidvinadeinuauysal (Full Mediating

U

LY @

TYANAUN AR LA

o

Effect) way 2) inniAlanadagnad

fudiiduinsrodauandeu denalvivoufiazsdonsold
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Husulsiunansfiidvanadasiuuisdau (Partial Mediating
Effect) (Baron & Kenny, 1986; Piriyakul, 2015)

Tngluusunvesideduiivg1ud Amnudnieliovews

Q

duAn (Brand credibility) mamuﬂa%mmwaaﬁuﬂma

SEMIANLdURUSY IR ILUIDaTTwAT A ILUSHAA NS IUNNS
FF8asall Farvualeadn anuundedevensnduandud?
LUSAUNAINLBNENATENINNANU YD D DYDIRAT LYY

(Celebrity Credibility) fiuaamms1duUA1 (Brand Equity)

waz mmmﬁaaammmwaum (Brand Credibility) 1Jusin

Aaa a

wsAunansiidansnasewingauuLiodevesialume
AUAIIUANANIIRBANUANNUSDE19ABLLDIVBINTIAUAN
(Relationship Continuity Expectation)

INNIUMIUITIUNTTNTGY §Ideidaiiudalade

v

dawalvinnuuidetevesdatiumeinaron1siuinua1ng

a v P o o & 1 1A

AUAT LAZAIUATINNINEDAITUANNUTDY IR DLUDIVDINGN

a

AduAn 1e9a1nAny

o w

undetieiluisesdAydmsuuanand

o

Foides insreupnanivedesgnuevinluwvadoyadila

Y

Suananidedie (Rangsima Kutthakaphan & Wahloonluck

{

Choke-samritpol, 2013) §an155UsetlagynnaniveLde

Lo

©

fodundesiloduasunisvieniuseansamildnsnas
mssudnaunn wazasanuduendnuallitududitu 9

a v

SuiEnnsaassLdeie wazeilindalEiuaudn

yaas A

1u 9 19Aae (Dean, 1999) Usnauiunsiaaiideide i

Y
v ¥

anuisgalavzdreldudnliguilaafinaiuddage

HanduelliunnInstihyarasssuaa Uit Laueduf

Wasnnmsldgunauefumniisusiminnaduy awise

3
fagaliffuslanoeniidudmfundasasiigninaus Tng
laidssendedoyalunisdndulauinin (Kahle & Homer,
1985) uaztilefuslaanuin nsduMaansainwai
duwus w%aé'ﬁgﬁy’lﬁﬁialﬂluamﬂmié’ﬁ%ﬁﬂﬁ;:iﬁimmm
aandieuduiusesseiiesonsdudlussezein

'
a

aﬂ‘ﬁu (Palmatier, Dant, Grewal, & Evans, 2006)

3.9) N39ULUIAANITIVY (Conceptual Framework)

U LARINUANTBUBLIAMUAANITIFYFISUN 1 Wan

U

ANMUFUNUSTEUINIILUTDATE AD ANUULTBDaVRIRATY

N

@32

98 (Celebrity Credibility) 9w 3 Au lakn AmAge

1a (Attractive) mnunlAndla (Trustworthiness) wagAIy
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WWenwey (Expertise) MeluinfAnves Ohanian (1990) way
fulswaans e M3suinnA1reInAUAT (Brand Equity)
LAYAINANANIIFBAINUAUNUSDE19MDL DIV INSIFUA

a

(Relationship Continuity Expectation) %dﬁ]ﬁ'ﬂlﬁﬁmi

o

Fuflugruinanuidedeveswsidumeraduiadefen

<

o

2EAUNANTENINANNFUNUSVOIFILUTBATE UagduUs

NAANSIUNISIVYASIH AINTBULUIAANITINE

Trustworthines

Celebrity

Credibility

e

(Ohanian, 1990)

Expertise

Brand equity

H3 7

..... s| Brand credibility

HA

My

H2
Relationship

continuity

expectation

U7 1 : NF0ULIAR UavauuAgIunTIide

4) /AWAUNTIVY
Lz

NITEEL TN RIUSH Tnewaseadlantyluns

v
P Y =2

Lﬁ’mamm%@ua AD LUUADUNIN @319TULIINATTANEN

Y

' v
v a a 1% o

WuAA Naud tazauidemifeiteamslulssina uay
AaUseing
4.1) UsgvInsuasngus0e19

@ 4

AN

j2)))

Usgwnsildlun1eide fe nquiuilnaiiten
in3esdrensiididaluvieiudiiauedud lulun
NFUNNUMIUAT UazUSunma

nsfimuanguiegalvidanuminzay §33835l9n13
Avuanguiiegslugnsndn 10 e 1 dudsdaunald 9a
318U Lower bound dwsusuauiimanzauves Sample
size (Nunnally, 1967) Fsngusaoenefivsnzaumsisiuom
Laieendn 300 67388149 (Hair, Anderson, Tatham & Black,
2010) Inssideastidaldnduiiegnesiuau 300 e

lngldn1sdudangns (Sampling Method) 1den35nslal
91deANU19zL U (Non-Probability Sampling) tJun1s
dendilidfiadn udagmirefidnignidonuin wie fes
wiedla MegTBuuuianizianga lnegdnviivunnuauda
yosnguiegiifesnsfnuliaminoudsuuuaouniy
Ugnduseesiitendnfuenaiosdoniifatusedu

°

iiauedum lulwansannamuas uazUsuuma Liewin
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a v

Yuverdug

Ldnsudwnudvendndueiiniesdonsidfa 1
Wnauedum Namuadsliaunsaldnisdunguiegiaiuy
o1fvAuanduls (Probability Sampling)

o

4.2) ip5eedlonlyluanii

°

£% [

AANBIAUATITONAINAITNUNIUITTUNTTULAE

Y

HAIATEANS 9 MAedes iWeluwumislunsaiisnseu

@

9

e3>

wnAANSI98 wazduuuimslumsvaLuUga U N
W19
n1InTIvEeUAMAINATele HIduldlinsnaaauniy

1%

\isanssvesuuuasununeuhluiinsevideyaseisns
Uszifluadaiinudenndaswanniadledvy wazvnis
pydeuAMIULTefioveuudeuauneuilulese (n=
30) Fawatildannisnseaeurutdedovesuudeuany
(Reliability) vedudazfaudsilianainudesiu Cronbach’s
alpha 4fiu 0.7 Fultlunniauds Tnsenauisgela Wiy
0.842 , ANyt tingla winiu 0.826, mwm%'msmzy Wiy

£ '

0.768, N135UIAMAIYBINTIAUAT MY 0.702, AW
YUYBNDYDIATIEUAT LNV 0.797 LATAIUAIANTIAD
ANUFUNUSDY190 DL DIVDINSIAUAT LYY 0.846 a8

Aanulukuugeuny fRdelduuseendu 3 dw dail


https://scholar.google.com/citations?user=gG7q8B8AAAAJ&hl=th&oi=sra

gl 1 deyaluvesgmeunuuasuny fdnuausidy
WUUABUNULFRNABY 71U 5 U0 Usenausiy Lnd o1
sEAuNsAnw Telasieifiou uazenin

dud 2 nginssunadenldiaiesdrensiifidalume

Y A

Wududnauedua Idnvuziluuuvasuaiudennay
WU 5 10

dwit 3 arunidelievesialiuwe (Celebrity Credibility)
TdnwariJuuuuaeuny Rating scale Usgnaumie 3 au
o AuRIgala (Attractive) Aanitlinngla (Trustwor-
thiness) WAy AMLTeMEy (Expertise) Tngufulsstodia
1971 Ohanian (1990) TusAdeaes Wiboonsiriwong (2018)
301 nslawanlngliyanaiiideideisvinadonisinau
Tadoidotunidurihurommeeulall (Buaniunsy) luis
nyavmavues dnwamlukuugeuniu Rating scale 91

(% '

15 4o UarNITUIAMAYBINTIAUAY (Brand Equity) 53
Yadeanuindetievemsdud uazauaanisoniny
duiuseeerawieawawmsdud (Relationship Continuity
Expectation) Ingusuusadeadn1asnain Erdem and Swait
(1998) TusITeves Sinch and Banerjee (2021) 583 The
mediating role of brand credibility on celebrity credibility

in building brand equity and immutable customer rela-

tionship flanuauziluluuaounm Rating scale 31w 15 9o

4.3) Bmsinudeya
msfnyAfeluadsilAiisnaiunundeyadaiina
Tnefitumeunisdiiuau e deyauuuusugf (primary
data) ImsifiumuTudoyaannguiiegns uaznguuseyng
Inenssdoyaniogd (secondary data) lafinsiiusiusu
foyaarnnisduninonans uazunauiisadesiuaiy

e b dudeyaiugilunsiide

4.4) MmIuATIviveya

n113elundsddisuldldadn 2 vssian Ao adfide
w37 (Descriptive Statistics) lun1siinsizsideyaiite
LaNUasALA Feusznausie Sevas Aade dmideauy
1RSI LazaliAiTeenysnu (nferential Statistics) 35129
¢ Simple Linear Regression M353A =i LUsAUNAT4

WU Regression Wag Mediation test WU Process Macro
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5) NAN15I98
5.1) nansaATIziadanssald) (Descriptive statistics)
il 1 Joyamluvesgmeuuuuasuniu wui §nou
wuvgeunuduvgiduneands Sosaz 91 laeiflony 19-
25 U Sowaz 65.3 dszaun1sanwUiygins nIsiguin
Soway 85.3 [WurhSewainAnw Seuay 59 fseldneliou

10,001-15,000 U Seway 39

'
] =

duf 2 wgAnssunisidenldiniesdronsniifdaliugie

[

Judauedum nuigneuiuugeuaudiulvgiionde

U

o

LA399A1919 1 ASY/AFIOU Toway 51.3 LazlnaHanyuyeu

Aatuidufiiauedudaiosdians fie susnwazminn
veaRatuvy Sogay 38.3 wnnalun1sidenteiAsasd1ons

Aaa

nfidaUurelufiauensndud Weswinasdudieses

£ 3

dronalunidn fevay 43.3 wavuusudfignauwuuaauay
wonaiulug Ao Maybelline Soay 43.3 599831170 MAC
Sovazr 32.4 FosnelinuLiunIniagn fe Instagram Sovay

87.3 5998911 Aa Twitter Saeay 72.3

5.2) HanTIATITVaam ey (Inferential Statistics)
dauit 3 i deliovesdaluie Tdnwanduuuy
@oUn1u Rating scale Usenaudie 3 fnu Lawn Aufge
T mnmhlindda anuderngy waznssudanmveans,
Audn sudsdatumuiideiiovensdusn wazauAIn

PIRDANUFUNUSDE9RDL DIV INSNEUAT NAdNENLA &

9

NAITN9 1 WU auuRgIun 1 auteieves

o o

Aatuvieddnsnaduindenuainduaieg1aiidudAty

o

'
aa

N9afAnTeau 0.01 (B = 0.675, t = 3.249, p = 0.001) Way
anunsanensaidvinavesiiulsdaseildnenselfauys
aalle foway 45.6 (R Square = 0.456) auufgiuil 2 A
Uniefiovesdaluredsninaduindonnunianisse

L% s 1

ANUFNNUSDE BTV INTIAUARE 1N TTE A1 AN

adATEeu 0.001 (8 = 0.634, t = 4.357, p = 0.000) Wa
ANTaNEINIIavSNave LU TR aTE R nensalfLUS

aule Sovay 40.2 (R Square = 0.402)
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A1519% 1 LLammamwﬂaauamﬁgm

wWunie/laseadng 6 t-value p F R Square GHEEL ] NANTTIATIER
CC>BE 0.675 3.249%** 0.001 249.537 0.456 H1 aﬂuaﬁgu
CC > RCE 0.634 4.357%** 0.000 200.437 0.402 H2 aﬂuaﬁgu
CC>BC>BE 0.488 9.776*** 0.000 249.537 0.456 H3 aﬁuaﬁgu
CC > BC > RCE 0.386 7.700%** 0.000 200.437 0.402 Ha4 aﬂuaﬁgu
VIR * VPN p < 0.05, ** M1 p < 0.01 Uaz ** naei p < 0.001, CC ngis Celebrity Credibility, BE ws1¢d9 Brand
Equity, RCE %18/i4 Relationship continuity expectation tag BC agés Brand Credibility

A1519% 2 : Mediation test t14 Process Macro

Relationship Direct without mediator

Direct with mediator Mediation Result

CC>BC>BE 0.813

0.587 Partial mediation

CC > BC>RCE 0.755

Partial mediation

0.460

naeng: CC fAig Celebrity Credibility, BE Aim Brand Equity, RCE Aig Relationship continuity expectation tag BC A Brand Credibility

A A a

auufgiui 3 anutndeiovesnsaudidudiuys
Aunansseninaeuindedevesfatiung fuamAInT
Audegnafituddyniaadffisedu 0.001 (8 = 0.488, t =
9.776, p = 0.000) LALAINITANYINTADNINAVOIFINUS
Saseiildnensalfuusauld Sevar 45.6 (R Square =
0.456) wazanuAgIudl 4 msnidefiovesmaudidush

LUSAUNANITENINIANNULT D DYRIRaT U8 A UAIIY

v v & '

ANANIIRDANANNUSDE IR BLLBIURINSAUABE198

ad Y

HodAgyneadinfseau 0.001 (8 = 0.386, t = 7.700, p =
0.000) LAYANLSANEINTAIDNSNATD LD AT ALY

wensadsuusnule Sevag 40.2 (R Square = 0.402)

a o

1NAITNA 2 NTIATLINANTTITE §ITelae198ma

a1 a a

N19994 Baron and Kenny (1986) Wu11 UA1BNENATIN

o

(Total Effect) anad 910 0.813 1 0.587 ag1eiidud Ay

£

ada

V9@dRTISEAU 0.001 wanINALL LT edoveIns AU
Wusuwusfunanefiddninadesiuuisdau (Partial
Mediation) s¥winsmnuninidetiovesdialiumeiunmaing
duAn LazilA1dnswasiy (Total Effect) amas 31n 0.755
Ou 0.460 pgafitudfyn1saddiisyfu 0.001 wanein
anuddedievesnsdudndusiulsiunarsiiddnina
deriuunsdau (Partial Mediation) s¥wi19anuudadie
vosfalumeiuauaIanisronuduRusetmeaio

YDINFIAUAN

5.3) a5 AT IZYA UUTAIEIY (Meditating Effect)

Celebrity Credibility I " Brand equity

c 0813

1o

JU7 2 : lumailadfidauusaunan

Brand credibility

b 0.187%*

»  Brand equity

a 0.226™

| Celebrity Credibility I

e (D587

JUT 3 : Twadiiduusdunansseninenudeiiovesdatiuyeiu

AMANNSIAUA

a1 a

1n3UN 2 Uaz3un 3 nud darduusean

¥

LAUN a

Do CNDa

v

Wi 0.226 Aden19anf 0.001 AduUsEEND Wdun1e b
WA 0.226 AtlpdnAgynieads 0.001 laelA18nsnasiy
(Total Effect) vaaidunng c anasan 0.813 Tudu ¢’ 1Ju
0.587 agnafifudAnymeadnfisedu 0.001 uandlfiuin
AuUnTetevensdusndusiusdunatsiiidnina
daruunsdau (Partial Mediation) sewinemnuiiede

vasAatumeiumMsTuamAInTIEUA
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Relationship continuity (Total Effect) vodun1d c anasann 0.755 Tuidunie ¢’
- |

expectation

¢ 0755 1B 0.460 eehadituddgynieaianisyau 0.001 wanaliliiu

a

‘ ‘ . 1 AnudLdeiievewmsdusdudiiuusdunaniiidnina
UM 4 : Tumaildfisfudsaunan

Brand credibility

Y1987 (Partial Mediation) S¥#®IN9AMUUITDIDUD

AalureiumnuAInnIsneANUdUTUSaE 1998l Ha U

ASIAUA
a  0.295%%* b 0.248***
5.4) msunTIeilinaaunslinsias
Celebrity Credibility * Relationship continuity
¢’ 0.460™ expectation A - P ~
A1979% 3 : HANTIATIERAIRTRANNaNnduYadluAg
. . , . ftinnny LU el Tl Nan13
SUR 5 : TamafidmudsAunansseninemuuiei svesfaluaneiu 9 -
g , NANNAU A5
ANuAIARIsaANLdNTUSDERaL o URIN AU . p
X2 /df < 5.00 1.116 NN
. . Do e GFI > 0.90 0915 NN
FUN 4 1agIUN 5 WU UANFNUITZANTLAUN a , -
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Chi-Square = 422.913, df = 379, p=0.059
CMIN/DF = 1.116, CFI =0.981,
GFI = 0.915, RMSEA = 0.020,
TLI=0.978
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Abstract

The objective of this research was to study 1) the level opinions of knowledge management, 2) the level
opinions of work performance, and 3) the knowledge management effected on the employee’s performance. The
sample of this research was 115 employees, leader level in refrigeration industrial business (Compressor group).
The tool for data collecting was questionnaire. The statistics applied for data analysis included frequencies,
percentage, means, standard deviation, and multiple regression analysis.

The results show: 1) the overall opinions of the knowledge management were at medium level, 2) the overall
opinions of the performance were at medium level, and 3) the results of multiple regression analysis found the
knowledge management as aspects; perception and acception, coaching type and communication method

effected on work performance of employee statistically significant at 0.05 level.

Keywords: Knowledge management, Performance, Refrigeration industrial business
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Abstract

This research aimed to study preparation to online learning according to the opinions of Chinese exchange
students studying in Bachelor of Arts program in Communicative Thai as a Second Language Program at Huachiew
Chalermprakiet University. The samples consisted of 65 Chinese exchange students in Bachelor of Arts program in
Communicative Thai as a Second Language Program at Huachiew Chalermprakiet University, the academic year
2022. In-depth interview was used as the research instrument to collect data.

The results of this study revealed that the aim of learning a second language for Chinese exchange students:
to use in future careers and learn to enhance language skills. The students have anxiety before learning online
about communication problems with native speakers, self-control during studying problems, equipment or network
problems, etc. Students focus on preparing their studies in 3 main areas: content and language, technology and
time/place. Moreover, students commented that online learning has several advantages. It’s suitable for unusual
situations, able to review lessons repeatedly, reduce the pressure of studying and be more responsible for learning.
However, there are quite a lot of limitations. The lack of a language learing environment, lack of interaction in

class, difficult to control the student’s behavior and equipment malfunction and network instability.

Keywords: Exchange students, Online learning, Preparation
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Abstract

Due to the global economic slowdown and social changes caused by the coronavirus pandemic, it has become
important to maintain and improve customer loyalty for mobile sales apps, especially in emerging countries where
there is room for further development. This study seeks to shed light on the ways in which trust, enjoyment, and
perceived risk contribute to the maintenance and improvement of mobile loyalty in the emerging economy of
Vietnam. To this end, we carried out a survey among consumers who use Vietnamese B2C sales apps. Conducted
online among Vietnamese consumers between October 21-28, 2021, the survey gained valid responses from 700
people (response rate: 100%). We use SPSS to analyze the data from the questionnaire. The results show that in
the Vietnamese market, trust and enjoyment have a positive effect on mobile loyalty, while the relationship

between mobile loyalty and three demographic elements (sex, number of times purchased, and region) varies.

Keywords: Emerging economy, Enjoyment, Mobile loyalty, Perceived risk, Trust
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. INTRODUCTION
A. Social Background

A World Trade Organization (WTO) press release
issued in April 2020 noted that trade in all regions was
slowing as the COVID-19 pandemic disrupted economic
activity and life around the world. As the novel
coronavirus spread, countries vied with each other to
embark on policies of national isolation, instantly
paralyzing the global economy. This unprecedented
crisis threw the vulnerability of the globalized world
into stark relief, confronting the international
community with the two thorny issues of the new
normal and economic uncertainty. With ways of living
and working changing, online activities have rapidly
become essential to work, learning, meetings, sales,
and entertainment.

The march of globalization has been a background
factor in the economic growth of emerging economies,
driving the expansion of trade and investment. Another
characteristic of the economic development of such
economies has been their ready acceptance of new
trends, business models, and ideas from other
countries. Mobile sales through apps are a constant
point of contact with customers and can maintain and
improve customer loyalty.

This the and

study examines maintenance

improvement of customer loyalty using mobile
shopping apps in the Vietnamese market, which is
experiencing the most remarkable growth of any
emerging economy. We selected Vietnam as the focus
of this study for two reasons. First, the high prevalence
of smartphones in this economy. Smartphone
prevalence in Vietnam, which has a population of 97.34
million, reached 63.1% in 2020-21. As part of its
the Vietnamese

universal  smartphone program,

government has pledged to work with digital

technology companies to improve cybersecurity

(Viethnam E-Commerce and Digital Economy Agency,
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2020). The second reason is the state of information
and communications technology (ICT) development in
Vietnam. As Vietnam is currently at the stage of global
and regional economic integration, promoting ICT to
facilitate this process is one of the government’s
policies (Vietnam E-Commerce and Digital Economy

Agency, 2020).

B. Academic Background

Compared with Japan and the U.S., Vietnam’s
market is starting to grow rapidly and has scope for
substantial development as a global market. Looking at
mobile commerce (m-commerce) in particular,
according to data published in 2021 by the iPrice Group,
which provides comparisons of prices on various
Southeast Asian e-commerce platforms, total sessions
on Vietnamese online shopping apps reached a record
high of 12.7 billion in the second quarter of 2020, an
increase of 43% from the first quarter. M-commerce is
defined as “any transaction, involving the transfer of
ownership or rights to use goods and services, which is
initiated and/or completed by using mobile access to
computer-mediated networks with the help of mobile
devices” (Wei, Marthandan, Chong, Ooi, & Arumugam,
2009) M-commerce offers consumers a more
convenient service than e-commerce, as it is easier to
access (Wei et al., 2009).

However, there have been few studies of loyalty to
mobile apps, which is the focus of this study. The
traditional concept of brand loyalty is defined as the
preferential attitudinal and behavioral response toward
one or more brands in a product category expressed
over a period of time by a consumer (Engel & Blackwell,
1982). Anderson and Srinivasan (2003) define e-loyalty
as the customer’s favorable attitude toward an
electronic business resulting in repeat buying behavior.
It may also be defined as a customer’s favorable
attitude e-commerce website that

toward an
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predisposes the customer to repeat buying behavior
(Chang & Chen, 2009). As this definition takes into
account the customer’s loyalty when their attitude is
established, it gets closer to the true state of affairs.
This study focuses on mobile shopping app loyalty
(ML), based on consideration of the traditional
concepts of brand loyalty and e-loyalty. ML is a
customer’s favorable attitude toward a shopping app
that predisposes the customer to repeat buying
behavior.

There are many existing studies of loyalty in the
context of e-commerce, which have highlighted
numerous elements involved in increasing e-loyalty.
One example is a study examining the relationship
between e-satisfaction and e-loyalty (Anderson &
Srinivasan, 2003). Osera (2005) verified that customer
loyalty in online B2C transactions is affected by seven
factors: customization, reciprocity of contact, care,
community, dynamic exploration, choice, and
characteristics. Wang and Morimoto (2016) examine the
delight factors (products, company image, and service)
that shape customer loyalty on B2C sites. However,
emerging markets, particularly the Vietnamese market,
still have few elements that increase customer loyalty
toward mobile apps. Based on this earlier research, this
study focuses on trust, enjoyment, and perceived risk
in regard to the apps and examines the impact of these
three elements on mobile loyalty. The task in this study
is to examine whether the aspects of trust, enjoyment,
and perceived risk relating to mobile shopping apps in
the Vietnamese market have any relationship to mobile
loyalty, verify those relationships, and then examine
whether demographics (sex, number of times users
made purchases, and region) affected loyalty, trust,

enjoyment, or perceived risk.

Il. OBJECTIVES
A. Trust and Loyalty

In the realm of social psychology, trust is defined as
the product of a set of unambiguous beliefs in a
person’s integrity, benevolence, and ability (Gefen,
Karahanna, & Straub, 2003). Looking at the definition of
trust in the online environment (referred to below as
e-trust), according to Al-dweeri, Obeidat, Al-dwiry,
Alshurideh, and Alhorani (2017), e-trust depends on the
assurance of security, reputation, web searching,
fulfillment, presentation (web quality), technology, and
interactions. This study focuses on trust in B2C
shopping apps. Trust here consists of a shopping app’s
ability to provide goods and services, and the app’s
reputation among other customers.

Tang, Tsai, and Wu (2005) and Al-dweeri et al. (2017)
show that e-trust has a positive effect on e-loyalty.
Thus, we propose the following hypothesis (Figure 1).
Hypothesis 1 (H1): Trust in mobile apps has a positive

causal relationship with mobile loyalty (m-loyalty)

[ Demographics ]

— H4
Trust H5
M—J\ H6
H1 I~

) Sa
Enjoyment ¥ > M-loyalty
. ) H

v

Perceived H3

Risk

Source: Compiled by the author.

Figure 1: Analysis Model Used in This Study
B. Enjoyment and Loyalty
Nishihara (2021) cites the enjoyment of shopping as

an important element driving the use of mobile apps
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and their ongoing use (loyalty). Aside from enjoyment
of the shopping process itself, this also includes, among
others, enjoyment derived from looking, enjoyment
derived from purchasing, and enjoyment derived from
discovering new usages (Nishihara, 2021).

In other words, enjoyment of an app in this study
refers to the feeling of enjoyment gained via the use of
the shopping app in question (including enjoyment
gained from looking, purchasing, discovering new
usages, and getting bargains in sales). Menon and Kahn
(2002) showed that consumers who have experienced
a higher level of pleasure on a website demonstrate a
higher level of approach behaviors toward the website,
including the intention to patronize (revisit) that shop.
According to Cheema, Rizwan, Jalal, Durrani, and Sohail
(2013), enjoyment is an efficient reaction affecting
performance. Customers can have fun searching products
online. Online retailers should give importance to this
hedonic factor when planning to develop their
websites. Thus, we propose the following hypothesis
(Figure 1).

Hypothesis 2 (H2): Enjoyment of mobile apps has a

positive causal relationship with m-loyalty.

C. Perceived Risk and Mobile Loyalty

When purchasing goods or services, consumers
harbor various concerns and anxieties during the
decision-making process. This is because the product or
service they intend to purchase will not always be
satisfactory, so in this sense, the act of making a
purchase involves risk and consumers are engaging in
risk-taking behavior when they purchase a product
(Kouyama, 1997).

This kind of risk arising when consumers use or
purchase goods or services is called perceived risk,
which can be regarded as a function of the possible
consequences and the uncertainty of those consequences

(Robertson, 1970). In online shopping environments,
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goods and services are all represented by information
in the form of text, still and video image, and sound
data. Perceived risk in purchases from online shops
generally tends to be higher than in the case of
purchases from physical stores and it has been argued
that reducing perceived risk encourages use (Aoki,
2005).

Perceived risk in the context of the shopping apps
in this study is defined as the risk arising when
consumers use or purchase from the app in question.
In addition, in the physical world, Hu (2012), Marakanon
and Panjakajornsak (2014),
(2017)

and Marakanon and

Panjakajornsak demonstrate  a  causal
relationship between perceived risk and loyalty. Thus,
we propose the following hypothesis (Figure 1).

Hypothesis 3 (H3): The perceived risk of mobile apps

has a negative causal relationship with m-loyalty.

D. Demographics

This study focuses on three demographic factors,
namely sex, number of times the user has purchased
via the app, and region. The reasons for considering
these three factors are as follows. First, with regard to
sex, the features of consumption behavior in men and
women differ greatly (Oda, 2007). Accordingly, we
examine how the elements in this study vary according
to the sex of online shoppers in Vietnam.

The next factor is the number of times the user has
purchased via the app. According to Marza, Idris, and
Abror (2019), a consumer’s attitude and behavior differs
according to their experience. The final factor is region.
This study focuses on Hanoi and Ho Chi Minh City.
Vietnam is a long, thin country, where regional history
and culture have developed in different ways in the
north and the south. Accordingly, consumption behavior
in the two regions can be expected to demonstrate
different features. In this study, we examine how the

model changes according to the region. In the Vietnamese
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market, demographic factors and buying habits, among
others, influence consumer buying behavior (Carpenter
& Balija, 2010). We thus derived the three hypotheses
below. Demosgraphics in the Vietnamese market are
expected to alter the relationships between m-loyalty
and trust, enjoyment, and perceived risk.

Hypothesis 4 (H4): Demographics affect the relationship
between m-loyalty and trust.

Hypothesis 5 (H5): Demographics affect the relationship
between m-loyalty and enjoyment.

Hypothesis 6 (H6): Demographics affect the relationship

between m-loyalty and perceived risk.

. METHODS

A. Survey Overview

In this chapter, we verify the research model that we
will use to show how the elements of trust, enjoyment,
and perceived risk presented in the previous chapter
affect loyalty. With the assistance of a platform
developed by Macromill, Inc., we conducted an online
questionnaire among Vietnamese consumers. One
challenge when conducting social research online is
that the views of those unable to access the web are
not reflected in the results of the study. However, as
this study focuses on awareness and trends regarding
the use of online shopping apps, it is premised on
respondents’ ability to access the web, so it would be
fair to say that no consideration of this issue is required.

Vietnam’s e-commerce has been expanding over
the last few years, particularly since the pandemic
began. In addition to home-grown online shopping apps,
Vietham has such

many developed with

apps
investment from overseas. According to data published
by iPrice Group (2021), Vietnamese consumers
demonstrate little loyalty to apps, with a deletion rate
of 49%—the highest figure in Southeast Asia. However,
the online shopping market has begun to see rapid

growth in Vietnam and demonstrates ample scope for

further growth as a global market. Accordingly, a study
shedding light on
the features of consumption behavior and preferences

among Vietnamese consumers has significance.

B. Questionnaire

The questionnaire we used examined m-loyalty,
trust, enjoyment, and perceived risk. We drew up the
questionnaire shown below (Table 1) based on

consideration of the aforementioned matters.

Table 1: Questions

Please respond to the following statements based on the

shopping app you use most frequently.

M-loyalty ° (ML1) I always try to use the app when
(Chang and I need to buy something.
Chen, 2009) * (ML2) This app is my first choice when
I need to buy something.
* (ML3) | like using this app.
* (ML4) For me, this app is the best
shopping app with which to do business.
* (ML5) | believe this app is my favorite
shopping app.
Trust

* (Trust 3) They deliver faster than

(Al-dweeri et al., | expected.

2017) * (Trust 4) Their response to complaints
is good.
* (Trust 5) | feel the products available
on this app are of good quality.
Enjoyment * (Enjoyment 1) | can enjoy myself

(Cheema et al,,

2013)

when shopping on this app.

* (Enjoyment 2) | feel that shopping on
this app is easy.

* (Enjoyment 3) | like the shopping
experience on this app.

* (Enjoyment 4) | get excited when this

app has sales campaigns.

* (Enjoyment 5) | often find inexpensive

items on this app.




Table 1: Questions (Cont.)

Please respond to the following statements based on the

shopping app you use most frequently.

Perceived Risk If I purchase items via this app,
(Wu, Vassileva,

&

* (Risk 1) The quality of the products will

Noorian, not be as good as | had expected.

Zhao 2015). * (Risk 3) The products could potentially

endanger my health and safety due to
poor-quality materials.

* (Risk 4) The products could potentially
cost me time and effort to repair or

exchange them.

* (Risk 5) My purchase could potentially
have an adverse impact on my peace of
mind.

* (Risk 6) It will probably result in a

financial  loss, due to inadequate
guarantees, high delivery charges, and
transaction costs when sending money to

the seller.
* (Risk 7) It will probably lead to a loss
of security or privacy for me, because my

personal information will be disclosed

when | make the purchase.

Source: Compiled by the author.

IV. ANALYSIS AND DISCUSSION OF SURVEY RESULTS
A. Analysis of the Questionnaire

We conducted the survey by means of an online
questionnaire completed by Vietnamese consumers
between October 21-28, 2021 and gained valid responses
from 700 people (response rate: 100%). We asked
respondents to select their answers to all questions
from a five-point scale (Table 2). The respondents’
attributes were as follows.

A total of 247 (35.3%) were male and 453 (64.7%)
were female. 262 (37.4%) respondents had shopped
using the app in question fewer than 20 times, whereas
438 (62.6%) had used it 20 times or more. With regard

to region, 211 (30.1%) respondents lived in Hanoi, 223

117

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

(31.9%) in Ho Chi Minh City, and 266 (38.0%) elsewhere
(Table 2).

Table 2: Sample Attributes

Number Proporti
Attribute
of People | on (%)
Male 247 353
Sex
Female 453 64.7
No. of Times Less than 20 262 37.4
App Used
20 or more 438 62.6
Previously
Hanoi 211 30.1
Region Ho Chi Minh City | 223 31.9
Other regions 266 38.0

Source: Compiled by the author.

B. Factor Analysis of Awareness of Shopping App Loyalty
Improvement

1) Exploratory Factor Analysis

First, we used the principal factor method to
conduct exploratory factor analysis of the 22 items
(SPSS). Based on the criterion of having a factor loading
of at least 0.400, we discarded 3 items(Trust 1, Trust 2,
Risk 2) and then performed another factor analysis of
the remaining 19 items( TABLE 1). As the changes in the
eigenvalues were 6.55, 2.72, 1.11, 1.02, and 0.70, we
determined that a fourfactor structure was
appropriate. Accordingly, we assumed the four factors
and performed factor analysis using the principal factor
method with Promax rotation.

2) Confirmatory Factor Analysis

By means of exploratory factor analysis, we
identified four factors: ML, Trust, Enjoyment, and
Perceived Risk. To confirm this four-factor structure, we
used AMOS 26 to perform confirmatory factor analysis
(Figure 2). When we analyzed the covariance between
the factors using our assumed model, the goodness of
fit indices were x2 (CMIN)=333.365, df=80, p<.000,
GFI=.95, AGFI=.935, RMSEA=.043, and SRMR=.0374, so

we deem the conformity to be good
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Figure 2: Confirmatory Factor Analysis

Source: Compiled by the author.

C. Results of Analyzing Subscale Relationships

We calculated the mean values of the items
corresponding to the four subscales in our scale of
mechanisms for maintaining and improving loyalty to
shopping apps and obtained the ML subscale score
(M=4.2477,  SD=0.50549),
(M=3.8567, SD=0.62756), Risk subscale score (M=2.8536,
SD=0.73029), and Enjoyment subscale score (M=4.2217,
SD=0.45863).

Trust  subscale  score

To examine internal consistency, we calculated the
Q coefficient for each subscale and obtained adequate

values of A=0.827 for ML, 0t=0.658 for Trust, 0{=0.842
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for Risk, and A=0.819 for Enjoyment. The four subscales
demonstrated a significant correlation to each other at
the 0.01 level. ML and Risk, and Trust and Risk
demonstrated a significant negative correlation, while
ML and Trust, and ML and Enjoyment demonstrated a
significant positive correlation. Thus, we confirmed that
trust and enjoyment are potential factors contributing
to the maintenance and improvement of loyalty. Risk

reduces loyalty and trust.



D. Results of Multiple Regression Analysis

To evaluate multicollinearity, we investigated the
variance inflation factor (VIF) for all constituent
elements. As the results indicate that all VIF values are
less than 1.0 and there are no more than 10 VIF
statistics, we confirmed that the likelihood of multi-
collinearity was low (Hair, Ringle, & Sarstedt, 2011). We
judged the goodness of fit to be high, as the analysis of
variance (ANOVA) results were significant, with adjusted
R2 of 0.51.

This study’s objective is to examine the effects of
trust, enjoyment, and perceived risk in improving m-
in  which

loyalty, to identify pointers for ways

companies can differentiate themselves in the
Vietnamese market. In this multiple regression analysis,
we took trust, enjoyment, and perceived risk as
the

of

independent variables, and m-loyalty as

dependent variable. Looking at the results
hypothesis testing, we confirmed that consumers’ trust
has a positive effect on m-loyalty (8=0.399, p<0.001),

supporting Hypothesis 1 (Figure 3).

Perceived Risk

**The correlation coefficients are significant at the 0.01 level
(both sides), ANOVA: p< .001, R2=0.51
Source: Compiled by the author.

Figure 3: Results of Multiple Regression Analysis with ML as the
Dependent Variable
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We also confirmed that enjoyment has a positive
effect on m-loyalty (B=0.425, p<0.001), supporting
Hypothesis 2. We then found that perceived risk has no
0.05 p

effect on m-loyalty (B 0.08>0.05),

demonstrating that there is no connection between

perceived risk and m-loyalty, contrary to Hypothesis 3.

E. Examination of Demographic Differences

We examined differences in sex, the number of
times users had purchased via the app (less than 20
times and 20 times or more), and regions, to identify
how demographic differences contributed to our
research model. We ran t-tests on the subscale scores
for online app loyalty orientation. The results for sex
indicated that men scored significantly higher than
women for ML1 (t=3.115, df=698, p<0.001), Trust 3
(t=3.955, df=698, p<0.001), Trust 4 (t=3.902, df=698,
p<0.001), and Trust 5 (t=4.027, df=698, p<.001). Next,
the results for number of times users had shopped via
an app indicated that those who had used it 20 times
or more scored higher than those who had used it
fewer than 20 times for ML1 (t=-4.688, df=698,
p=<0.001), ML2 (t=-6.031, df=698, p<0.001), ML3 (t=-
5.177, df=698, p<0.001), ML4 (t=-3.270, df=698,
p=<0.001), ML5 (t=3.955, df=698, p<0.001), Enjoyment
1 (t=-3.504, df=698, p<0.001), Enjoyment 2 (t=-3.776,
df=698, p<0.001), Enjoyment 3 (t=-2.932, df=698,
p=0.003), Enjoyment 4 (t=-5.015, df=698, p<0.001), and
Enjoyment 5 ( t=-5.547, df=698, p<0.001). Thus,
according to the results of our analysis, there is a clear
difference between the sexes in terms of trust in the
apps. The mean value is higher among men than
women. We also found differences in loyalty and
enjoyment according to the number of times users had
shopped via an app, with higher loyalty and enjoyment
among those with more experience of shopping using
the app. Finally, there were hardly any differences

between regions in terms of loyalty, trust, or enjoyment.
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V. CONCLUSIONS AND DISCUSSION

This study examined how the three elements of
trust, enjoyment, and perceived risk maintain and
improve mobile loyalty. To ascertain what concepts
trust, enjoyment, and perceived risk encompass, we
conducted a questionnaire among Vietnamese
consumers. We performed regression analysis of data
gathered from 700 Vietnamese consumers. From the
results, we found that trust and enjoyment have
significant positive causal relationships to ML. While we
found a correlation between perceived risk and ML, we
were unable to confirm a causal relationship between
them.

We also examined how the relationships of trust
and enjoyment to ML vary according to demographics
(sex, number of times users had shopped via an app,
and region where consumers live). The results of t-tests
indicated that trust in the apps is higher among men
than women. It also became evident that consumers
who had shopped using an app 20 times or more
demonstrated higher enjoyment and ML than those
who had used it fewer than 20 times. Consumer
attitudes did not differ between Vietnam’s regions
(Hanoi in the north and Ho Chi Minh City in the south).

There was little prior research into consumer loyalty
toward B2C shopping apps, so this study summarized
the traditional concept of customer loyalty and e-
loyalty before considering the concept of ML, on which
the study focuses. Research by Al-dweeri et al. (2017)
shows that e-trust has a positive effect on e-loyalty.
Menon and Kahn (2002) showed that consumers who
have experienced a higher level of pleasure on a
website demonstrate a higher level of approach
behaviors toward the website, including the intention
to revisit that shop.

Focusing on shopping apps, our study verified that

trust and enjoyment have causal relationships to ML.

Perceived risk in purchases from online shops generally

120

tends to be higher than in the case of purchases from
physical stores and it has been argued that reducing
perceived risk encourages use (Aoki, 2005). Marakanon
and Panjakajornsak (2017) demonstrate a causal
relationship between perceived risk and loyalty. In our
study, we were unable to confirm a causal relationship

between ML and perceived risk in Vietnam, whether in

respect of attitudinal or behavioral aspects.

VI. RECOMMENDATIONS AND ISSUES

Our study revealed that businesses in the
Vietnamese market should focus their energies on the
aspects of trust and enjoyment to maintain and
improve ML. While reducing perceived risk—the anxiety
that makes consumers inclined to avoid purchasing or
using a product—is an important strategy that
companies should adopt, this study found no cause
and effect in respect of improving loyalty. Looking at
differences by sex, men demonstrated significantly
higher trust in apps (systems) than women. In the
Vietnamese market, businesses must increase trust
among women via greater tailoring of apps to women’s
needs.

We found that greater experience of shopping using
the apps had a significant relationship to both ML and
enjoyment. To improve loyalty, businesses need to
devise measures to prevent users from retiring from the
apps (measures to increase the repeat customer rate).
This means ongoing marketing strategies such as points-
based membership systems and information about
special offer campaigns, for example.

There were no significant differences in consumer
attitudes between the different regions of Vietnam.
Thus, when it comes to app strategies, there is no need
to differentiate between regions with measures
targeted specifically at the north or south of the

country.



This study has a number of issues. In terms of the
next steps in research into this study’s focal area of
loyalty, it will be crucial to look beyond B2C shopping
apps and undertake ongoing observation of the
elements required by apps seeking to boost customer
loyalty in both physical and online retailing as an

omnichannel strategy.
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