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ABSTRACT

This study synthesized existing research to develop an integrative conceptual
framework explaining the roles of social media engagement, perceived product safety, and
customer value co-creation in shaping the online consumer journey in the dietary supplement
market. Using a literature review of relevant domestic and international studies, the analysis
found that traditional linear models of consumer behavior are insufficient to explain online
purchasing processes. Instead, consumers move nonlinearly through stages of awareness,
information search, evaluation, and decision-making while being continuously influenced by
information, experiences, and social interaction. The proposed framework identifies social
media engagement as an initial activating mechanism, perceived product safety and trust as
linking mechanisms between information and product evaluation, and customer value co-
creation as reflecting consumers’ active roles in reviewing, recommending, sharing
experiences, and jointly constructing product credibility in online markets. This study
addresses a theoretical gap by integrating behavioral, perceptual, and relational variables, and
it offers conceptual implications for consumer protection policy and digital marketing

communication strategies.

KEYWORDS: Online consumer journey, social media engagement, perceived product

safety, value co-creation, dietary supplements
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fdeaneaulall (Hajli et al, 2017; Harrigan et
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TutsunvesUsewdlng nanandnsine
i@3uesiinsvenesiiegesanga aauely
AuAuAanIuANlasnie N15lawaLAY
339 uavAulianunIUeIteyaTEniig
AUsENOUMIiUUILnA FeAdeluszina
Suasteuliiuunumuesdednuseulatine
woAnssunsAumdeya mssuiamdes

a

LLazﬂﬁﬁ’mﬁuiﬁyaﬁumr}iu?lﬂﬂlm GhED
lagngna uagdse wusudladng, 2558; Anf
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1. uuaAadun1f uilanaaulall
(Online Consumer Journey)

a [ [N ¢

wuafadun uilnassuladidy
LUIA AN LT LUNITOS UNENTLUIUNITH
Ufduiusvesiuilaafunsduan nandud
N3 00IANINIUYATUAANAINYA18YBIN
AILANDUT D SENI T B LALUAIT D Lag
Lemon and Verhoef (2016) Tviainununeld
| o Y a o s a X
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2023; 35LATYE ANTINNIA wavAY, 2568)
Juslnmannsaideudneluainseninetiwes
N33V MsAUMTaNa N1sUTEEY UaENIs
andulalaegedasy wazannsadounaulug
Furnouniildnasanszuiunis feil Uasna
aouszlou uavansiind e3lad (2566) o5une
Tdumenmsdadulateseulaiidnume fu
nszUINNsLUUILT I sluddudy
Rt

agslsnau yAdeduuldiesding
TianudAgyiun153aszringfnssulugag
noun1sd e undn vaei Srivastava et al.

4

(2025) Laual R 818U ULYANITTLATIEY
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1 d' LY 6 dl' 1 o vdl
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YuypRanadiiaNdAgyeg el sian1sAnw
NARSTUILESUDWNS esannduduaUseian
oY a ' a a Y a Y
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AaNm (LN 29ANN, 2567)
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2. N30 d2UTIUUUE od9IAUUT D
T2 Jeadihe (Social Media Engagement)
a0 1 a a a =
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Auen 1lovn waziesevnedruesulal swdu

AN1EN193RI N9 LARIINUSTAUNIT LT
UduiusuazUsznouniadifis1ual1uan
91500l hasngAngsy (Brodie et al, 2011)
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VW 8988 19L@ 89 (Dessart, 2017; Srivastava
et al., 2025) @PARRDITUITUYBIBATA 18IEAFN
na wazSse wvzudaing (2558) finuinnisd
drusuludiruesulaldmaldsuinaeniny
W odelunsidudiuazaauassninives
AuslaaluvSundsemalne aigasssu e3aw
(2566) F9L@UBNTOUUITANITUAITIANITHEIU
Srhudednuseulatiidonloadifvesniss
dusmiriunisiuinaA s Jeazviou
Tiiuinisddruswlilyieangdnssu
Meuon ualunszuiunsidenisiuiuasids
puduRuSTianusansatanaziluldidena
ensla

luvSunvesndndaiaunin nsidiu
SuvledvaiifodaimimduRuid vy
n1sannuly by ueuveIt o an 1uns
waniasulszaunisaiuaznisdeaisainiiiou
AuslaAv3 ordanSwaniedeay (Harigan et
al.,, 2021; Lim et al., 2017)

3. M33uianuuaanievananiual
(Perceived Product Safety)

mssuianulaendevesmdnsiueidu
nsUsziduvesuiiandennulasndy Ay
Aee uagauudefiovesdud lnoduslan
2zUTTIIUMNUUTUA SIAT WRAINWEAFUAN
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Wed laetanizludua1useian credence
goods (Hajli et al,, 2017; Harrigan et al.,, 2021)

MUITERIIIUR TN U AN
Uaenfodamanennusdladeuasanusing us
gelmnuunnanluldaniseSuneunuinees
Faudsi vranunesindunadnslnensaves
Msdeans vaurfivisnuausliusadunaln
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Ban135usnvimin g enlesseninedoyad
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AUSLnAlasuAUNaaNSAUNgANTTY (Hajli et

[

al, 2017) @oaAd 4 UaIUTDY ANAANA
w3lwlsat uazaae (2566) Avinanudotiovi
v ARl sd s usEninannsus A
Hosiuauddlate

4.11359UAT19A UA1YDIQ NAD
(Customer Value Co-Creation)

N33 9AUAIYDINAT V8D
nszvrumsiiguslaadunumlunisairauay
Lanlud suguAiTIAvesdnmieguilaa
5195 U (Prahalad & Ramaswamy, 2004) lag
Grénroos and Voima (2013) Na@13310 AN
Anandszaunisalnisiduaznisiniiuves
anflutSunvesmules Faneldinseuuundn
Service-Dominant Logic 9143 9891UUN1N
auefuslaaliliduiissiiuama widu
HAunuInluni1ssinas1enua 1 1unIg
Ufdustus fuuususuazguilansieduy
(Rashid et al., 2019; Srivastava et al., 2025)
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Huslaavindu wededadulunisiivun

oA

amdnwal anidedie uaznuAniiguslan
BuTUSenanfuTiLazATAUM (Rialti et
al., 2018; Sohaib & Han, 2023)
Tuusuneesduri fanwauzdu
credence goods %qc@ﬂmﬂﬁmﬁuﬂmmw
nioAuUaonnelagInLlnenaInIsuILaa
TheoulavuarUszaumsaianguilaaedu
%ﬁ‘um’mLfJmmdﬁayjam&maﬂﬁ'ﬁwam
awluiueunazauayunisinaulae
(Lantzy et al., 2020; Veale & Quester, 2009)
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NSOULUIAAYBINTSANYI (Conceptual Framework)
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n1sanUseLd ey su1n1s (Integrative
Discussion)

2INNITNUNIUITTUNTINT SluUAY
anelseine aunsaiulaindunisduilae
pouladlunaiandnsdueiasuevisidaunse
o3 uwlddasnsounisnatauuuadudy
Fadu mnuiidunszuiunindanaing
Foulean1si3oud msfenn nmsUsediu uag
Ufduwusnsdanudndieiusganoid o
(Hamilton et al., 2021; Lemon & Verhoef,
2016) nsifidrusruvulaideaiideviiviii
Hunalniduduileduiliguilaadidedeya
wustudsgaunisal wavas1eAIIUNUIEIN
AaturaAuaza Nl oveandnine
(Brodie et al., 2011; Hollebeek et al., 2014)
Tuvaziin135umnuvasadevimingidy
nalnanmadsadsnisiuiidieligusiaa
annsaudasdoyailasuluganmidofiouay
msndule wagmsswaisnaaimthiidy
wadws  iBannuduiusluszozendiagyion
fennunniukarunuImdesnuadusinalu
SEUUNAIAAIT A (Gronroos & Voima, 2013;
Prahalad & Ramaswamy, 2004; Vargo &
Lusch, 2008)

£
=2

nseumAnTitiausluunAN IS
YIu0FUrEAMUFUNUT TENT 1A IUU A
WOANTIU NT5U3 wazAUduRusludnwy
LBaNTEUIUNIT WINnInNseiusludnuue
Feaauuuidunsafissesnafies uenani
nseULAnfINa LT oulesamD iy
n1seatad A uUsEuaudiauAIans wu
nsseusnedany Aulingda wagnisade

AU FIHAUEIAYHDNITYINAIY

iilang@nssuguilnalunanndudaunindsl
alsianunsvostoyanazuldBed1u
ANUaeAABEs (Hajli et al, 2017; Harrigan
et al,, 2021; Lantzy et al., 2020)

g']quwﬁwaaniammqﬁﬂ (Theoretical
Foundations)
A5BULUIAAT UausluunaInul

[
(%

AaoguugIUMguinvateaviivisesue
nalnvesngdnssugusiaaluuTunadviases
Juszuu

UTENITUIN WUIARNITITEUINNFAY
(Social Learning Theory) 494 Bandura 85u1¢
JuuedTeus naAnssuLasiAuARKIUNS
Fanag 8 unaznsiudunusniadsay
(Bandura & Walters, 1977) @ s@anna 09U
unumvaINsiidusinvulavainelugiuy
urd i suduasiiufinaniudsulszaunisal
voe uilnalugaidvia (Brodie et al., 2013;
Dessart, 2017)

Usgnsiiaes nquiaruiliausasves
Jaya (Information Asymmetry) Fkdiuinann
meﬁmé’wusﬁayjaizmwﬁmaLLazcﬁadaIﬁLﬁm
aud sanazanuly wiweulunisdnd ula
Tngamgludunuseinn credence goods 1
NANA AT UBIMNT (Akerlof, 1978; Harrigan et
al, 2021) ms%’uimmﬂaamﬁaLLazmmL%aﬁa
Foiwithidunalnddalunsananudsads
n33uswazy el uslneanunsadndulala
meldvadninvestaya (Hajli et al, 2017; And
#nim ei3lnlsnl wavenie, 2566)
U52n157 @11 NS8UA A Service-

Dominant Logic tauainaaalilagnasidlay
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29ANIHBLA B LALAAIINNTZUIUNITI AUAU
senarfuilam osing uaghidnildddedy
9| (Vargo & Lusch, 2014; Rashid et al., 2019) Tu
Uiunvesd edsaveaulal {uilnadaiunum
L ur s amasen ad W un1suanIUa su
Uszaunisal nslideiausuuy wagnsiaiu
sulluguvuesulal (Srivastava et al, 2025)
418 LUIAANITAAIALT 4AIY
duius (Relationship Marketing) 883Uy
11AUFUNUS T2 ULUIITENINUUTUA AU
fuslaadimnuddgannniinisiganssunds
L@ 87 (Morgan & Hunt, 1994; Brodie et al,,
2013) e?fﬂaamé’aqﬁ’umimmLé’umﬂzﬁjﬁim
ooulatd Wunszurumsdellesiinsaunguiag

ndINsekazn1siufduiusiussezen (Hsu
& Lin, 2023; Srivastava et al., 2025)

AAN19FIAN ATTITU WATNITAUATDY

Uslan

eXe

patARdaaugiLasuemsiuday
Advialaladuiesiuiiveanisusduniegsia
1 & Ao A DY) a
mnuildunuiifetoaiuguan auLdes
LarAINLUTIEUNYRIH USIAALAEATY N3
unsnsrangvesteyailignaes n1slavaiiu

Yaa a o d'

39 UALUNUIMVBILBNSNaNn1edenuiiens
1AANTURAYRUNBLALAAAINYI M8 1Y
A5U5ITULALAITAUATE UTLnABY 19d]
Weode'ey (Harrigan et al,, 2021; Lim et al,,
2017)

Tuuduni msfidusuuuladeadife
funumansiu Aefuisiuiivosnisidous
Swiunasiuiiveseudssandeyaindon

(misinformation) (Hajli et al., 2017) AT A

a [

@sun33iiude nmsiduguanislasan

a LY L3 1%

HARSUINEAVNIN wAZNNAFINTEUUTUTEIAIY
yndedovesunadsteya Jadunnsniads
uiaumﬁ'é"}ﬁ’zg (WHO, 2023; W38 219A N7,
2567)

YUELAEINY HUTTNOUNITAITUBINTS
farusuuazn1ssinasienualilyimes
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wazidusssun ey uilam (Vargo & Lusch,

2014; Srivastava et al., 2025)

aI1NAVBIITIAUNTIY
wlauddeaunganssug uslan

soulavaziniswauiederaii o wa
YaifindAgynateUsznis

UIEAISIIN UTIUINLNNGIAILENIS
29NULUUNITIFYUUUNIAR AYING (cross-
sectional) € ely@1u1saes urenaTnues
ngAnssuguslnalussezenilaegraiis e
(Hsu & Lin, 2023; Srivastava et al., 2025)

Usznsfiaes muidedulvgjy iy
UunUszmanzTunn vhlanudlafiendu
noAnssuuslaaluuTunedeng Jueanides
TawazUszwmalnedadianna (Lim et al,, 2017;
ALY AN, 2567)
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