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Abstract

The purposes of this research were to study the influence of CSR on Buying Decision
Process with Brand Equity as the mediator in Thai corporate. The questionnaire survey
was used to collect the data of 480 samples from Thai customers of PTT Public Company
Limited and KASIKORNBANK Public Company Limited. The data was surveyed by
non-probability sampling to obtain the qualifications. The results showed that Corporate
Social Responsibility, Brand Equity and Buying Decision Process total high priority levels.
The concordance of fit indices and structural equation model were in acceptable levels
considered by CMIN/DF = 2.260, GFI = 0.938 and RMSEA = 0.051; Consistent with the CSR

influence on Purchase, Problem and Information in this order with Brand Equity.

Keywords: Corporate Social Responsibility, Brand Equity, Buying Decision Process, Confidence.
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Ay Tussdszmailnuan@nwAsaty
ANMNSURABDUADAIAUFDAUAIAIIRUAD
TuawAdeves Zafran (2018) AnwiF0aNaNTENY
YBIAMUIUAABDUADNIANYDIDIANTHD
mM3denaMauvasgnAtugdanaueadin:
m3lnanagunuInpeIziuMsiidusIuves
HAnAuI upnanifefinuiduves Muniz et al.
(2019) Anw13peBNENaTEIANNSURATOL
Aadepniidifansimuds1dosuneneAns
wazANNRIlalUNITBNgNAN

Fromanail i lEAT AU
ANUEAAasAnuFsBnSnaseninenany
FURATDUADAPNTDIDIANT ANAIATIRUAN
waznIrurumMIinauladovesngugniasdng
Tutszwalng Waduwuamslunsaenagns
ANNSURATDUAD AIANLAZ AN TDLANA I
andumiianandesianusssmzesiuilan
Iefaghamanga

[

CIMEERR

ieRnnsmliugsiamgnnusuinrey
AodepuppvnsAnslulszmaAlnefidansnase
nszvaunsfnauladslasiinaAininaud
uiuysseru

VDULVANIIANBIIUINY

omluawaduiAsadoetuansfnm
ANUSURATEUAD FIANTDIRNANSTBNENE
AaAANATAUA uaznszuaumMIdnaulade
wosnaugnasinsludszmalng laafiuuain
LaTNgEFANNTURATEUADRIAY AMANATIEWAN
waznszurunsdnduladoiiuunasdoya
Tumsfnwduadr seuwaduiiomsznoy



lushe U380 Usm. i (umpy) wasu3em
surandnalneg §ie (W) leedlidaou
wouaauanudugnAvesuIEn Uan. aia
(WwBY) %I9UIHN suIAINEnslny e
() wazonduegludszmalny lunuids
Tunseil fAduld@nmnfudased fulsdudase
Ao Ausuiinreusedvaulsznaulusiy
ANUTUANBRUFADLATEFAA ANUTURATDU
AONHRUY ANUTURATOUAIUATYSITN WaZ
ANNTURATALAIUAIIAAR AIRUIANNAD
MUl (Ienindenufiaens) Asaum
foya MItszdfiumaiden madnaulade
WORNTIUNAINTTe uaziusaesn Aerai
YBINTIAUAN UTENBUMIY MITUIATIEUAM
AaNTignius madeulaersduffiueninie
NNITVS wazmnudnfrendud Tay
mMIRnmE Bussusiifouiunau 2563 faifiou
Sunau 2663 Inaldszaznanmafivuuuasuay
Tusswihaiftousnanau 2564 faidouiiuiau 2564

UNNUNIUITIUNIIN

1. wwRnkazngugiieadesiunagns
ANNSLRATDURDFeANTDD9ANS (CSR)
rsURnzeusadeay WiuwIANAR
megsiafitaqiulsnanedunszualuilan lned
wwaltufiazshlgmasasdunsuwasuuaswos
899fns FesawansznuiBednsenagnsmegsna
Yp9U3N (Halme and Laurila, 2009) meﬁﬂ@&mﬁ
mesfamsdufiugiumsinaulaveawsimlagns
vunIngUazad ulauigwaswaumM e auN
Welussqhmnefifnue msmwuanagns
Fedudsivssndeenszrimnegsnaliinagidy
UiIndisnidunslaefiingyssasAmaiasygia
(¥anarils) wazlilsmersugia (ldntanarls)
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FaudeANuFuRus sz fiduldduldey
ANANNGNAATYNTY (Andrews, 1987, p. 167)
ANNNTANBIAIURNLVDIANUTURAB D
AodepupneeeAns wudn G Idaaumnyaeg
AINTURATaUsRdIAN feil Lawrence
and Weber (2002, p. 58) & MiRN3#A3Ne DY
anusuRasausadeay 1331 “Ussnmissuaney
menseinlng Adeuansznusaynnalugusy
uagdawananu” luwauzil Kotler and Lee (2008,
p. 208) lgnanEennuSURnsaUsDdANYDIBNANT
T “wwamedfvinegsnadisulnsausasay
AonsfiovAnsysusalagnissidugsiang e
SOURDLMAZAIANTUT NG DRI UL 9
anuiusgvpssurusastnilovdawanaon”
MIRNUITANYBANNIVAATBLAD AN
2Yp99ANT Carroll (1991, p. 39-48) naniNyIzian
anusuRaTeusadealifsd anuuRavou
mMaATEgia Aomsmifiugshafigetunisaing
nar s suRnsausagAansTudesiduld
shudelussAnsitu miguamAuAansiiduaz
flavup sjadurhlsundfotu Snwsuwmdalums
wiedupeneasiiae AwsuRaTEUNNgRINY
Aemasidugsfiameldnisimuslaedangniny
wazdarieAuidszmaldainssuna e
AIATIUNUEADARGBIALAIUAIANTIVD
$IUNALAZANAINY LPSNEVBHDY NMINARALA
wazuIAN ST uTa i MuANIeAgNIN BN
ANILARTBUNGAZE5ITN Aansaifiugsna
mupumeanSpesifisuldsuiendeaindn
TudspuneneussmuazUnilos@nsuywemu uas
ANUTURATRUAUNNINAR FBNNIATuGINA
auANLYsITIL TR sdeRN D uansray
wafinsFvnedeny Bajutumaadaaiuminens
wywduarAanssumanAaiioaiernudiuuds
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TFfudszprulagnisaduayuaIuniydu
waznsnensuypdsisauelalafeaansa
worngurulylumeiiaduld Seaenadpedy
NUFdEYee Iman Fzdugnd (2553) 1589
ANUSURRTEUARdIANTDIRIANT Tilinase
ANNAITAINGVRIGNANTDY UTEN UBAINUD
Bulns wedia din (Wmpw) wudn AIS I4
nagnsANNTURATRUABSIANNINANINY
fumsfiuguaian1siia msidusednsid
masdunuiansnsansaaeuls My
psAnsfifimsifiunuagnlsda nsiiu
537AE RIS TIN UATAUMTTIHAIUTNTY
wazdeAy TINfeAAYee fiand uununssal

]
i

(2562) BosBnBnavasnzinfisuRasey
sodenn Masufvesiidulddnduiua
SURnBaUFDdIRNYBIRNAMITIdaHARBA AN L]
DNANNTVDYINDINIALIULLANRAN 1Y
WU Ay Anseusndeny MIsuiues
Afaulddauds dunnusuiaseusoday
29999ANNT (FsUszneudiy anusuiintey
MULASEEAY, NAWNNY, A3U5TIU LAZAITIR
ANNTIBWMABIDUNYLE) wazaWaNYalDIAnT3
fanuduiusiululBewan waznnsdne
YDIDIFNNA WAUNDY LazAnLE (2555) 1309
NMITURATDUFDFIANDDNDNANT HDNSNans
ANNSURATEURIRANAL U3EN Usn. d1dn
(19TU) ANV ANNSURATEUFRdeANTa
Usznaulusay maffiugsianfwasuszuy
ANAUGINAYNTATL5ITN ANUATINENSUAY
UfiRseaunuatiaudusisu anusuRiazause
anf Wangurunazdeay Unilosiewindon
W LNIWIRnIsHAIANsAnuaeldaw
SuRnrausideny wazdnhsenuieItday
LazdeIndDl

2. wwAauasnguiinadaeiunaen
ATIEUAT

ANMNIAAMANUAINYAUAINIIFUN
wuddg Tddenunudindudnaivii
19U Chieng and Goi (2011) way Morgan
etal. (2009) lafeuRmuFaTAUATI NS
AuAaTAUAIdunTaTeANULDILATURY
anauvihlfAnawls3sumumsuaedi

@

Augude uazdedanaiomIflivnurpeinig

'
o 4

Fefoudeandynidumssifiunisniegsia
finaula Fuhldgmsfinanuindidenstdum
wazaawariiusEmdszauanudusalunis
dndueu Tuwedl Aaker (1991, p. 21) 16T
AMleNAMAIATIAUAI AANATIEWAN (Brand
equity) ﬁaqmmﬁum%’wéuawﬁaummLLmucﬁ
Mdeuleetuuusus Aofpuasdydnuaifiazifia
w3nanyarInINanTuRsaUSMINdeann
anénu3IntiuY
ANNNIANINVDIBIALILNDUYDIAAN
A51AUAN WU Aaker (1991, p. 27-30) lrnnua
peAUsEneuiituindaunmeg 5 du sl
A35U3MINAUAT (Brand Awareness) A
anuansnsofifuslnaaunilsazandmiessdn
aaudnlan leneaudiusg lunnaaudle
snansadeulosszninamandud uazasaudld
AaUNNTIgN3u3 (Perceived Quality) nanei
anuiEnaesiuslaafisuienamnlagiuvie
AanmilmionnuusudBursauAmMILIN1S
TogazfimamifieingUazasd lumsldnunie
AaanTRvesiudtug nMsdeulusnFudn
ﬁuaﬂmﬁammﬁ%’ui (Brand association)
madaulasiuanauf wnefis nawmneg
fidausariuanauiidhiueunssuufiugw
Uszaumsalaesduilng wiemsdasumsanas



29u3lna Madeulsennauiasudaunieiu
mnlasunsaduayurnueioelionsdess
AINAN HATANUANFAABAIIEUAT AD A
NniuYDIgnATifiseAum Beazazioulfifiudn
gninfiuualdufiazwdsuld1dsnasn audmie
aghals Tnuamzesedafiafimaasuuas
Tudusauazlanvalvesduiily Tozissu
Wulng (2542) Ie ldmnuminedn Anuaedning
wingfennuyniufiguilnaiidensidudle
Fufnnile uavdana RellaaliiAanginssu
mMytedufaniiug treghesiaides Tagdaann
ANuTaNalafan313uAN (Brand Satisfaction) ke
ANNKNTUADATINAASU (Brand Commitment)
uazs3nius lavineern (2547, 2550 u. 4)

o

TaTHausmanedn ANuResnAnG Aoanuiiendag

IBANUHNRUNIFDATINANAUATUAEHER

¥
=

Mav3na3eduy feguuiiuguvesiruaf

firaUne W3ANINRLAURNMIENGANTINDEN

AMITIUAINTIUNNNNTAAATUAINRUAT WA

MaBedufgng duee dmsugsnadunsla

gnanlmifdunuanaiung wazlunissnm
gnAnduliTdunuliduneinn wonwfioann
p9AUITNRUNAN 4 UsznIuad Aaker (1991, p. 31)
IhfuduesAdsznaudug vosnaAsIAUM
Wludwwasdunsngdus 2e9nsAu (Other
Proprietary Brand Assets) \@u &n5ins
IASPIINENIA LazANNFURUSYBeTDIMNg
AM3ARa LNy FeapnndneiuuideYns
alFIed WAUNDY UazAME (2555) WU NANFBENa
finssuiaunsdudluaeaussduslan
20U Uan. SR (umnaw) eglussiban
Faszneuludne 1) m3suianaud fe maseén

AN LAVDINITIRUANTIAITINYFDNITANAN
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2) mwdnwalfvpseeAnsigu navinagyns
ANUTURATAUADENAN 3) AMANYBIRUF
wazpins Aendnaufinnuenlaldluyinig
anAnageidisy waznsiianusuiiasey
aoguilam 4) Arulanidusssnsideules
adudn Aeduslananunsadilalusndum
LazUSMIEUTaTNIMInaIn o7 lawan
Javpiasieg Fefimsliyamesumnmetnedaau
5) n3ndAuuusuATIungINANSDY 9 Fanaudn
ffuiisinesheniemnauasfundasiswiiy
aaudduliisnunsadlgld wazewide
299 WTININ AANSNY (2563) 1399 ATUAN
anAufiifinasonsinauladeniugigein
fielaiFuunoansuisa avduniasaunsiues
finudn aarnduiyssneuldy mssud
ATAUM Aanwiignius neid mﬂmaum

o

n

uanmilaanAITu3 wasANNNRRDATIAUA
Fvigad mﬁ’u

3. uudRAALAasNgufNL

nszumadndulaie
nouinsdnduladedindunns
aBuARIeNduituguivi idlainfuslan
finszuaunsdndulalunnsfesdiels g
fhmsnanatuaasiiaenenenadlalungfnTsa

fananveegnAn wiadnelstinuldauslun
ANFNRZFDIHNUTUADY NIZUIUNIFREUTATD

e &

4 5 Funou wrpaazdadunauladumeunilsly
v3ppaardaundvinfidunaulednilénaufiag
Foaudiu Fenszurumadaaulalunsderiu
Usznaudisdunau ANs5usiam (Problem
Recognition) iudunpuusnvenszuiumsde
SuiuidlerBanseninds Tgmudernusdoms
msAumdaya (Information Search) WipAng
AENMITBIgNAgNNITAUAINTINNIAAIALUIZAY
fannnefaziliiiaruneenulumfumdoya
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yosdemanty iieflazaussnauaufeenis
figanszduiiu 1Fenanudeesluseduia
"ausslafiazfumn (Heightened Attention)"
nsUszunNLaan (Evaluation of Alternative)
menaanndiguslaalasudoyasie Aeariy
Audaneasumswinsdadulasss Juslae
faziSutszdiumadon nanaulads (Purchase
Decision) Mmenasanfuslnaldvszifiunne
PosduRuey Juilanazyhnsdendudndon
UM NANAKATATSIUANNADINTINNTGA
LL&Zﬂ?WNfﬁﬂﬂﬁﬂ%ﬁﬁﬂﬁi%@ (Post Purchase
Behavior) ﬂﬁﬂ%é’xﬁﬁlﬂﬂﬁiﬂﬁﬂﬂlﬁ%@auﬁ’]
wianusnslduazldvslannaniueinie
TFusmamantduuds shnmseanadaemaulild
dennuiisnelavosfuilaniifidondndauridun
(Kotler and Keller, 2012, p. 188) @4sanndns
AUUIBVDY HBAN FANINE (2663) WU
nszumasaulade Uszaeulue masusiiam
mMafumdaya mItsidiumaidon madnaulate
LATNgANTINNEINNTTD

NIDULUIANNIUIRY

ANNNIIIWIIUHUIAAN W TLABITDY
TUANIRNBNANUTURATDUFAD FNANTDIDIANT
fifidnSnananmuIANAUA LaTNITUIUNNS

inauladavsengugniosdnsludsemelny
9AMARINUNWIAYYDY Zafran (2018) [@vin
NIRNBIANNIVRABDUADANANLBNENAMD
misnaulageasuslan wazanuivinvey
sadenuaswansznunAuAnaufluglinne
UDARA AANANIANMINUIN ANUTURATDY
Aadenuiidnsnangreunnsensidandadudn
wazANUTURATDUFADAIANTANNANAUS BN

' s

FiD9AUILNDUUNNDEI9TDIAUAINTIRUAN

¥ @
=1

neilfeaannaneaiUawddgree Muniz et al
(2019) lsdnwdnsnavesenusuiameusasny
fififomaiaunds dosasesdnsuazanuadla
Tumsgevesgndn wui amnusuiaseusiodeny
I8ndnadeuined NidudAgysan1Tae
B0 dD9a9BeAN I UM I ANUALAZ IR
AnusslalunIBoresgndn uazanandDaiy
UATIVDY AN AANSNE (2563) e
szuMITuiniadum fnasenanaula
%aﬂ%uﬂﬁqﬁmﬁﬁaiaL%&Jumaaw'%uma Gkl
Bunasnuisiues #an1sITeNUIN AuAn
adumlusdazmudaNuaNRS Baansanis
AumMdaya NMIUTEiunaaen masnaulade
wasngFnTIWMANTTe laeifidusnansammun
AsouuwIARlUM IR el

v Y =
ﬂﬁi“ﬂgﬂﬁﬂﬂ (MITHUNDIANY

v
ADINIT)

o A " ' o v H
ANVSUAATOUADAINNVDY AUAMANTUA
' v 9y a Y k2 9
03AN3 -m3suiaaaui H msfundeya
v a a { v Y
- ANNSVAATOUNIIATHTND H1 | -amamiigaiug
Q . s H4 -
- AN UAATOUNNNg NG > - saenlesnaumn (H7) > m3ilsziiunamen
o a a (H7) A o ¥ HS5
- ANV UAATOUNNIIBFITN UMMM U3
v A @ T a v
- S uAaFEUN M Fa - ANUANARDATIAUAT mscagulade
6
- o A
NYANTTUNSINMTFO

AN 1 NTDULUIAANUINY



AUNAFIUNNTIAY

suuBgui 1 (H1) AnusuRessy
FONIANYRIDIANTHANNTNAUSIBIaNAAL
AMANNIIAUAN: ASAANLIEN Yan. Anin
() wazusEswIAINansing $iin (o)

suNAgIui 2 (H2) AaAndudn
fpnuduiusiBeamaiunssuidam: nedl
AnWUIEN Uan. N6 (WATU) LasUSBNEUIATT
nanslng An (W)

suNAgIuil 3 (H3) AaAInIdud
fanuduiusiBeanmanunshumdaya: nsel
AnWUIEN Uan. N0 (WATU) LasUSBNEUIATT
nanslng An (W)

AATAITIRUAN

q

sunfgwi 4 (H4)
fanuduius Beanmaiunsysziliuneden:
NIAURNENUSEN Uan. AN (NADU) wasuTun
SUWIANINANT MY TR (ML)

suNAgIui 5 (HE) AaAInIdud
fienuduius Beanimaiundnaulade: asd
AnMUIEN Uan. N0 (WATU) LasUSBNEUIATT
nanslng An (W)

suNAgILi 6 (HE) AaAInIdudn
firnuduius Beanmniungiinssumasaste:
NIAURNENUSEN Uan. AN (NADU) wasuTuen
SWIANINANT MY TR (HATL)

suNAswWR 7 (H7) anusufinsause
FeANYRIDIANITHANNTURUS IBea Ay
nszumadadulate Tnedinnenanduiiu
faud ey NIURNINUIEN Uan. 1w (uiou)

WAZUSENSUIANIAEATING AR (UAITL)
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ABn157]e

NSATUIUNINANAIDEY

¥ ¥
[ =1

naudgefild lun1dduased As
gnAvaseeAnIfifinnusuAnreusadeny
Tuusdn dean.dnde (unosu) w3au38n
5UNANINEATING [A1FA (NWIBU) INNANT
duuusaunuldnaseuiunguiiegneiuau
30 gamuIAA bisunswnagnsausuRaTey
ADANANYDIVIEN UAN.ANNR (UBU) hazuIem
SUNANINANSING AR (W) TIUIAY 7 AU
FeansnTamruadnsulszsnn s lE luansfam
WEAISAWI o STduANsTetudenas 95
Tasinlui] (Cochran, 1977, p. 72-73)
n = Z’pg/e® Toedl n Ao vuRfeLnN,
p A dndluveedszsng winANUazLu
Yp9Uzrnsfianm, q Ao dadiuveslszanns

.
2y ' i

filildfnw (1-p), z Ae AwaIgIUiilsann

ANTUANUANANNRLDULUNG Tedupgduszey
ANAEeulifmun (fwuaszRALLTedi
fi¥ouas 95 WinAD 1.96) waz e ApAIA2N
maLAADUgegaTinansuls Feiuusidouaz 5
39 0.05) Wuunuel n = (1.96)%(0.23)(0.77)/
(0.05)’~273
\asannwunangusiiegnedinunza
dusvAmzddoyanialisunsn AMOS
Tneldmeaianadnanzilumaaunislaseasng
(SEM: Structural Equation Model) mu@mﬂu
M3 N Y09 Hair et al. (2014, p. 100)
finanrinvunnvesnguiedeils lusuids

ASHIUAGIRENY pENTaY 10-20 WiINUD9
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Vo U

Sunuiulsdanald §Idefisiulsdann 28 ¢
YUIAFIBENTIN AL NN AU A
280-560 f0ENN LBAMUIMANNANNLAINT S
Tumsldmaenzidayasslysunss AMOS

2N

FIdeReihmsiuwuusaumuudIuiu 480 7a
Hurpeneeaulal anfitu waila (Facebook)
wazapen1eball (Line)

BnTdudiingng

msRnw AT 935 sduimeteuuy
Tailfmnunazidu (Non-Probability Sampling)
lngfisnadaniiungusiagienmaidanngs
A0 NBUUTNLDEY (Accidental sampling)
Wunsidennguieagne ielildauaun
foanslaenguindsaziulasildfianunss

PN 1

Wﬁaﬁdaiﬁ (a1 NOvdTysn, 2642, W. 7)

Ve o

WolldnguseeheiifinaauBasenufifidy

q

munualagidenifivdoyaandiealddy v3em
Uan. A1dA (UAITU) KIDUSEM sU1ANINENS N
AR (Wnrw) Idantasenisfiduselasy
sodennludszinelng Tnafidanudansaein
MuUREIUNIWTMIYNANLSURATaUADdeAY
TuesAnsfinanaundnedudunsol

w3nedinfild lunisfinm

dudl 1 AanuAgdfunns3inesdns
TutszwalnguaznagnsanusuRasouse s
TnefddnwasAanuuwuuliiaennay (Check List)

wIawurautaiele layaiuisaidannay

Infsedodiyy TvazsBunvesdarany ol
Sunsuiensiianusuiaseusedeadluyiem
Uan.ain (Wmsy) WSeu3un sunmsnansing
i (wmnpu) wieli Fdessziunmstadeya
Wudszinnunuiygl® (Nominal Scale) InuR

LY |

daufl 2 Teayailadudiuynnavesinoy
WUURBUNY bR WA 818 SERUNNSANGN
WAZENEN VRNEADLLULABLANN AU 4 U9
Inefianwazdauwuuliideannay (Check List)

wIaumautaia lagaiunsalannaay

'
PP

Ifipedoiiun Tnafmaudifimsindayaiidu
Uszinnunutyel® (Nominal Scale) lAwA e
wazedn AanuifinsTadayadiiudszinn
\329a1@U (Ordinal Scale) LéuwA 978 WATIZAL
ANIFN

daufi 3 ANNTURABRUF D AIANTDY
pvAnsludszndalnefidadaiuauiu 8 9

faufl 4 AmuAIFuATidaAIay
AU 9 19

daufl 5 nszuaumssnauladeidadny
AU 10 T8

daufl 3 fiv 5 unasuuudunsaAe
(Interval Scale) YA 38A kU aelTANNLANI E
1835 Rz LTI AT IALUDELATN (Likert Scale)
Tnedduiinaginmalins uuuaessiunuay

WD A lUNSADUWULEDUANY FeANTIST 1
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A9 1 ains iRz uuy

AZUUY 3ZAUANNANINAIAY
5 a o w a
nanudAagniga
4 = 9 w
naNudAgIIn
3 nanuddgiunalg
2 Nanudrioo
1 = o v 9 A
uaNudAyosnga

>

PnurnslARZwUUAINANTINT 1 Tenzuuule 69 (F3h99ad 350U wazeue,
TUAuruAI NI weIsunsAATULLaNa 2548, W. 195)

AZIUUGIERA - AZUULAGR

Freazhudlukiazty

AUIUDUATNNATU
5-1
5

n 0.8

NARINFIUIUTINTEAUAZRUUAINEN  Laaldhanen1Telana’aIneAIAzkuulaniy
wa? FehadilsunlFulanaranuuaauay AT 2 Gl

A191990 2 NNILUANAVDNTINTUDDIAL LY

AZUUY FZLAVANNANNAINY
1.00-1.80 Sanudidyanniiga
1.81-2.60 nanud RN
2.61-3.40 nanuddgunals
3.41-4.20 tanudnaies
4.21-5.00 fanuddaiesiiga
asafaa3asiie Tunsfieans wazd3vdyeudlalduonasvany

anMsfnuuAn naed werwddy  denugndedesdanulusdazdaiinainnis
Agados dmsvldilunuamelunisadres nomuwissanssy wazUsudgesunedauiieli
wwussuanuliaenndae U ingUsaed uaznsay  appmdaedunuiduated deunasiinnves
wnAnluMsIty avaseuiiemuazawdils  malusuuseua dauansluased 3



12 mI@snsesAmanigsiadssynd

i 16 aifuil 24 unAN - Aquneu 2565

aN5197 3 AunwesAanuiils Tuuuusauau

Ao 1 (Vo) undaTanveas 1o
ANUTUHAYO UADTIAL 8 M ‘3ssﬁuqm§ (2553), aigwad nadunes uazaae (2555)
uazHur et al. (2013)
AuAIATIAUM 10 amMan ‘3ssﬁuqm§ (2553), algwasd waunes uazamy (2555n),
Hur et al. (2013)
nszuumsdaaulade 10 155 Mapuyan (2554), 1hae awlszang (2560),

Hur et al. (2013)

NINAFDLLATDNND

Ve o 1%

AAtE A3 UULERUINUANUNTOL UUIAR
TR wasldnsneseun3nedaiansiasey
AN TRNLern ANLITiBRT LazAY
Uafovnauuusounuial

1. MIMANUTINATS (Validity) Wan3ai
deovnluuppaeuanain essunquiladeiiaanndos
Auanuiglumidundolal Womuazanwiils
Tunsdeans wazdsuuseudlalfuunasuany
finnugndes e lnsei TagUssaedfiaznm

2. MINAERUANNLUNLEDED (Reliability)

Tnamsthuuusaunalunaasuiunguiangig

]
PPy o

AflanuauzifeItuUszannsiidesnnsyinsinm
sy 30 1 HiegInguiegdinnudila
Tudaufifidadeennsazde wazdnavan
naaauaglsunsudisagunieada oy
ANIINANFUUTLENS woaN1VRIATBULNA
(Cronbach’s Alpha Coefficient) WinTaanu
Fadalfuazanusanndaswaedarianumie
BeAnduLTLaNST S uanefessiuanuae
PDIKUUADUDIUAITHAININATY 0.7 (Aawn
NABITT, 2542, Y. 279) laudidy
azldanduyszansusaniveenasuuin Jen

ARNTNN 4 D9 6

AN5197 4 AANUSZENS AN TDIATOULNATRNANNSUR AT D dIA

Fudsiann audemenu minlszansuearhvea
ATOULIA
ANUSUAABDUNIUATHTND 2 0.907
ANNTVHATOUNNNYHUY 2 0.834
ANUTURAYOUNNVTTITY 2 0.987
2 0916

ANuSUAATOUAUMINAA
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a3l 5 AdusTENSueaThaIRTIULNATENRMAIAT AL

Fanlsiann uudemonn msanlszansueavhves
ATAULNA
mssufasiaum 4 0.794
Aunwiignius 2 0.775
miFeuTowusuduonmilonnmssus 2 0.965
ANUANARBATIFUM 2 0.918

397 6 ANANYSE RIS LE AN TRNATAULIATENNTELUIUNNIFR AUl e

Funlsiiann oo mdulszansuearhves
ATOULIA
M35u3yn (Msznindanuaens) 2 0.769
msnumdeya 2 0.971
Msvszdiumaden 2 0.954
masadaulode 2 0.976
Wqﬁﬂsiwﬁamﬁ?a 2 0.872

adaf i lunsiwaei

1. anABawTIauUN (Descriptive Statistics)
T nnzidoyaluiBaussnsdnuazanaiius
A9 ALAnLAANNE Aedy fauas Andu
Weawuanasgu waznnsinseduazuuy
Anuftenela wazanuAaiuaINARAY Aasn
MNUBLITB1 (2542, U. 3) TaunsmAILeae
Yaza (Percentage) inld lunsuamnumsng
ypedayamlUresaauuunasuaty Alads
(Mean) ﬁh‘i?‘islil,ﬂuﬁmmuiaga WanAfiuanein
srulnguardoyaiirnfuwinle msuidaewy
U193§1U (Standard Deviation) D LAAIANILY
AINTTANYVRNTRYA MINTRYANITANYNN

waneINTRYANNYITNBLTUAILFILaTNTAINY

WANFNAUINA WNTaYANIZANEURY LaAYIN

P &

Foyauufidaavlndifeetu Wiaflanuuansng
Audos Feudeysfifilsz@ndamainnnit uay
sRnsasauRuAseilalasrdul s Ens
wANIVBIATAUDIARAANSATLDANT O<a<]
fanfild IndFseiu 1 wanvinuuuasuany
fienuuFefiogs Femndutszansunanives
ATRUDNA ATAZIANNINNTY 0.70 F9azfindn
finnuudediald Hair et al. (2014, p. 617)

2. andiBepyanU (Inferential Statistics)
Waldnaaapanufgusmeisansunalnsesing
(SEM: Structural Equation Modeling:) Toe/ld

TU54A34 Amos
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WaN153ag

fauft 1 nanTiATzdayailady
AIUYAARIBINGNMBEIN ANNNGNMILIAUIY
480 AY aduunmumenunusadunands
325 au Aaduewar 67.70 fiang 21-29 T
250 Au Antdudoaay 52.10 NSANBIIYAY
U393 376 Au Anwdudasar 78.30
a7 dnndnauensu 177 au Antdusosay 36.90

saudl 2 nadlATzidayaLAaTUANS

o <

IUNIIWNAYNSANUTVRATDUADAIAN WL

° o s

AUIUNTIUNINUNAYNDANNIVRATDUAD IR

D

' o '

NNANAIDYNNLEDNFDUAIUIY 502 AU LA

9

FAUIUNeAY 480 Ay Beiliies 22 Ay Andu
Fowaz 4.40 Nhisununagnsanusuiingey

FDANANYDILTEN Usn. 1A (NA1BU) LazyU3En
ndnslng din (Wwpw) legsunaunagns
ANUTUANBDUFADANANYDIUIEN Usn. AR
(HPBY) wATUSEM AFASINY AR (D)
AU 450 AU ez 388 AU Antdusauas 89.90
Way 77.30 AU

daufl 3 Wan133LAI Iz DY AR Y
ANNSUARTRUsDdANTRIRNANT LS ANy
AIIAIILATDYAAAUUUABLNNG YA
SURATRUADEIANYRIRIAAT LT IMATNF
weoanidu 4 dwds nITuFANSuRasaU
NMALATEAA MITUFANNTURATEUNINg M

2

MISUFANUTURABBUNNGATLETTN WASNTIU]

U

ANUURATRUMUNINAA FauanslunIed 7

A131ef 7 Anady wardudsenuinniguresausuiaseudasennluninga

ANNSVAATOUADT I M sp  szeuanudny  n=480
MI5uANTUARYOUNIUATHEN 410 0.65 N
M3TuiANNTDARYIUINIING NG 426 0.66 mnﬁqﬂ
MITUIANNTVAAYOUNINDI T T 421 0.72 wnfiga
M3suIANNsDARYEURIUMINAR 411  0.72 wnilga

MNIIN 4.17 0.61 N

) { Y '

nAIeil 7 woddinguiaegnsg
SAUIUTIRUR 480 AL Thseuaud1AY
299ANSFURnTRUADdIAN luATNIN
fganuddluseduunn fidedswindu
417 wazddwidgeaiuuauinignuindy

0.61

daufl 4 namyiTesidoyasuaae
aAuAwesasdnslutssmelng mMylaazi
ToYaNNLUUFDLNUAUANAIATIFUAIYDY
psAnsludsemAlny Faueoenilu 4 dawfe
mM3suienaum Aunmiign3uy nsdoulas
WUIUAUBNUTBANNNITTUIRATAIUANR
AanIAUA FauansluanIed 8
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A3l 8 Ay wazdudsuuINAT U IRAIMAT AW luATWTI

AUMASIEUM M sD  szauanudny  n=480
mssudasiaum 4.06 0.67 N
Aunmiigniud 395  0.73 N
ﬂms‘i‘}auImumuﬁuanmﬁamnmﬁuf 4.02  0.67 N
ANUANARDATIAUM 3.81  0.71 il
MNIIN 398 0.59 N

NA13197 8 WuIdingudlpeng
duuianue 480 Au IfszduANUARLU
299AUAININAUAY Tunnsaudiaanudfgy
Tuszdvanniidedswindy 3.98 wazldau
\deaiwuanasguwiAy 0.59

daufl 5 wan13tAIIZRTRY AR
nszuaumssnauladovasguslan

ANSILATITATDYANNUUUEBUANY
funszurumsdnauladevesiuslan g9
weeanidu 6 duds nMFuidam (nseminds
AMNABNNNT) NITAUMTRYa NITUITINu
nuden masinduladouasnginssundenste

Fananslunsnedl 9

A3 9 AdY wazdudsauuinaIurenszuIunIinAulade lunmTu

nszuaumsiadilate M sp szauanudny  n=480
misutym (@szmindinnudesms)  4.23 0.62 1l"|ﬂ17iq’ﬂ
m3fumtoya 3.83  0.86 N
mMsvszdiumaden 393 0.74 1N
msdaaulode 4.07 0.76 11N
wqaﬂiinwé’ami%ﬁ] 393 0.81 N
MWW 400 0.61 1N

NI 9 nuddingusegneduau
9ANR 480 AL TWILFUANNARKLYRNTYUIUNT

inaulate Tuamsiuianuddgluseduann

D

fifniaswind 4.00 wazlidwidoawuinnigu
Wiy 0.61

dqudl 6 HaMTIATTANLEAARDY
szrlinaaumslasssdeiudayaiBalszang

[

AaiAIAINL] (Skew Index: SI) AISHAN

| SI | < 3 wazAAnulee (Kurtosis Index:
KI) Aasdien | KI | < 10 Bensiaspudnwous
mauanuasdoya lnsfinrsananninasiiimmnun
Falumsidedorany 27 78 noifiadulyany
MIINNINTINEBUIN TayaTinsuanuaeung
AMINARDUANUNANNAUTZAINLULAR
fealifudoyaiBelszdng Taeldrada
A1 Relative Chi-Square (CMIN/DF) A1n%il
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Goodness of Fit Index (GFI) A1#¥#l Root Tucker Lewis Index (TLI) An¢%il Comparative

Mean Square Error Approximation (RMSEA) Fit Index (CFI) ﬁizﬁuﬁﬁﬁﬂﬁag 0.05 @9

o

Aeo{ Incremental Fit Index (IFT) A0%8  WNaNISIAIZARNEDH Lan9AIn1319A 10

A13197 10 wanstszifiuanunaunduivdeyaiBaszanduedluing

MATHUIFANMHINZTNWA maEmsia - maoa WamIANY

mari Relative Chi — Square (CMIN/DF) < 3.00  2.260 Hanunaunau

(Hair, 2010)

mawil Goodness of Fit Index (GFI) >0.90 0.938 NANuRANNAY
(Byrne, 2010)

maril Root Mean Square Error of <0.08 0.051 Hanunaunau
Approximation (RMSEA) (Kline, 2010)

maril Incremental Fit Index (IFT) > (.90 0.835  luflanunaunau
(Hair, 2010)

awil Tucker Lewis Index (TLI) >0.90 0733  ifianwnaunau
(Hair, 2010)

mari Comparative Fit Index (CFI) >090 0823  Tlufianwnaunau
(Hair, 2010)

S dnvainlfunuadaugs

CSR

Economics

Legal

Ethical

Philanthropic

Brand equity

Awareness

b1

bbN1U

bV1U

b1

U

U

BNU

FruUsuHanISURRTaUsD dIANYR9RNAnTlUY ST A lNng
(Corporate Social Responsibility)
61”;u,iJiL.meﬁuimﬂu%’uﬁmaumﬁLmﬂs@ﬁa (Economic
responsibilities)
Fauydsuaenssuianusuiinsaunienguing (Legal
responsibilities)
FLUIUHeN1ITUIANUTURATRUAIUASYSTN (Ethical
responsibilities)
MudsuremssuianusiintaumunsnAa (Philanthropic
responsibilities)

MUY IURIRAINIIAUAN (Brand equity)

YIS mmﬁuimaué’w (Brand awareness)
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fyananwaliilgunuadauds (sa)

Perceived quality

Association

Loyalty
Problem
Information
Evaluation
Purchase

Post Purchase

ER

LR

EHR

PR

AR
PC
AS

LY
PB
IF

EV
PD
PP

b

U

b1

BNU

U

b1

BNU

U

b1

b1

U

b

1Y

I

BNU

b1

BNU

U

b1

BNU

U

FuUIuReRuANIQIUS (Perceived quality)

1%

fudsudensideulssuusuduanmiaainns3us (Brand
association)

MLUILANANUANARBAIAUAT (Brand Loyalty)
fausualan33u3iamn (Problem Recognition)
Mudsurensuadendaya (Information Search)
AwdTeansUszisiungiaan (Evaluation of Alternative)
fudsurenssndulada (Purchase Decision)
FauUsuHengAinssunaanI3Ta (Post Purchase Behavior)
ToMaUAMUNNTTUIANUSURATAUNIATEERA (Economic
responsibilities)
TaANNAUNTIUIANUSURATEUNINNQUINY (Legal
responsibilities)
PorauauAITIUIANNTURABRUMUATYSTIY (Ethical
responsibilities)
PafanarnuNIuiANNsURaTaUs AR (Philanthropic
responsibilities)

PTamaumunITUINIIAUA (Brand Awareness)
fomausununmiign3us (Perceived quality)
Fomanusumsdeulsauusudusnmiinann1s5u3 (Brand
Association)

POANAUANUANARDAIIEUAT (Brand Loyalty)
ParaumunsSuilam (Problem Recognition)
PorUIUANILEINTaYA (Information Search)
PoANNAIUNNTUIZIUNNLABN (Evaluation of Alternative)
fofanudunssnaulade (Purchase Decision)

ToANDNUFUNYFNTINNAIN1ITD (Post Purchase Behavior)
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1 Perceive i 22 ; s

AR5 @ Qalty FCaa—D)
| #PE D)
; )— ezl
9 ; s ' ' —
— ‘ @0 e D @ 72—
e D AN ' . AT~
@@69 i © S St M-
B—wErita ’ E"“"V _plFOTe—E
@ & )@
o @ = O
@—»{F=2 @) © . Frale—

D— o " g @)

—. @ V2 —ED)

AWA 2 wauaduenslueasunstaTaseiilE lumsideneulsuluma

AUl 7 NaNTIATITANINAGDUENNFTIY

D) mn @
£1) {ARz} . . 73 JFe 0
J60 Bwarenesy \
.69 pc2 0
(O—eler] Nee—
. @) a/ @ Croven Yot EE+—@
€ ER oy, BaglTF1 &)
€2 [ER2}gy e & D) '@ {2 )
Brand
O % e - 81w FoTle—O
o= Ve O e =Dl
u A kL
@i - .
Philanthropic, "
o s DS

i

97
.70
[As2]

.64

ANA 3 wHuMNLEUsTRslUAaaNANTIATe ﬂ%ﬂ\‘]ﬁiﬁiﬁﬂ’ﬁl’jé’ﬂ% fusuluea

naIATvineAlsTnauBsBudunsiaugs

1. Wa3tAIzRnsAYIEnoULBIEUTY
P IINUANUTURABDUSID AL

AR LAan1TInYBesaLYs

fuaNuRaTaUsadeAN (CSR) neldasans

FiaeineAlsenauBedudu (CFA) srelusunsy

AMOS t9znausig Economics, Legal, Ethical

e Philanthropic

Wafasandulszandiduniye (Path

' ' <

Coefficients) WUIWARNEWNAATIRUARD

LY

fiA1UNNNIN 0.50 (Ueanad 39908, 2542, U. 63)

@

ARTRINITLAA

(]

wazAnanaIglaiasiiu 1.00
nadl Haywood lu SEM suuidefehsaus
Legal 890Ny infiiLUIAudassmuantsy

RepaUsindeAy



2. wadlATRnsAlsTnoUIBEuTUYDY

Fudsdunszuaumssnaulate

TR Ran3TRTaeiuUS
ﬁﬁumzmumaﬁﬂaﬂ&]‘“ﬁya (Buying Decision
Process) Wgld35n193AsniasAUsznau B
fudiu (CFA) malusunsy AMOS Usenause
Problem, Information, Evaluation, Purchase
ey Post Purchase

dlafansanduyszansidunie (Path
Coefficients) Wu3WnAEUNaeiifnuafe
fAnunndn 0.50 (weanwal 3588, 2542, U. 63)
wazenanasyuliaasiAy 1.00 dadlymnsiie
n3dl Haywood Tu SEM siatiugfidedaiduys
Evaluation WayPost Purchase 98nannNNTIA
Faudsmusunszuaumssndulade

annii Adula 1498msusuluea (V)

'
[ o

wud endsiiifiinannfigalysunsuaueuug
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ApAIifiNlduANUATUS IR AR RN
2peuUsdunn Fensusulunalaiiiandu
ANNFUNUSTTNINANHANALA A DUYD IS
Fanawdudauiianus 45 1§ (TD: Theta Delta)
112U 8 LU (TE: Epsilon Delta) S04 23 Lau
W&z (TH: Theta Delta Epsilon) anuiu 14 Lau
(Ueanwad 35888, 2542, W. 57-58)
TuinaaNn13 AT 19 AN TS
VBIANARITNINANNIURATOUADAIAL ARUAN
ASNAURY waznIzuIunIinaulafarianua
frnusannaasnaunduiudoyalBelszany
pgnefituddyneaddn 0.001 Taglfadoi
Relative Chi-Square (CMIN/DF), Good ness
of Fit Index (GFI), Root Mean Square Error
of Approximation (RMSEA) §8aAapenUNIy
Fpee FATAU a1I§asana, 2561; Taan

o

TFAnT LA, 2561; §388 A998, 2557)

dauil 8 msajUNanIMAsRUaNNATIULATEBUTNUNANNTIAY

A9197 11 Adudazdnsidums wazeanuianaiaunaIguaedunaaunalasess Sy

MIIATZANANTEND

Path Diagram Path Standard C.R.
Coefficients  Errors (t-value)
Brand Equity «— CSR 0.57 ** 071 10.097
Problem «— Brand Equity 0.81 ** .0.61 16.922
Information «— Brand Equity 0.78 ** .061 16.922
Purchase «— Brand Equity 0.90 ** .061 16.922

WaNge: Path Diagram e wWNuAWLELTNY, Path Coefficients Ao duUszanBIduMs ** mnaf

HudRn1eaianszau 0.001
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A135197 12 aFUNANINARBUANNAFIUNNTIAY

auuAgIY dulszansidums P-value agiwa

1. anusuRaroUaodIANU0 I 0.57 <0.001 souFUANNATIU

4

paAnslANUAUTUT Faa 1
fuauAIRT AU

2. pumanaum Ianuduiug 0.81 <0.001 wouFUANUAFIV
Feaungnumssuiilym

3. quaasaum Ianuduniug 0.78 <0.001 sowFvaANNATIY
W umgiumMIAumTeya

4. quarmsidum Ianudusius - - -
IHaunanumMslsziiunadon

5. quaasaum Sanuduius 0.90 <0.001 veusvANNATIV
!“Tfﬂﬁnﬁﬂﬁﬂﬂﬁﬁﬂau%%ﬂ

6. guamas1aum anuduiug - - -
L%qmmqﬁnwqaﬂﬁuﬁﬁamséa

7. aMUTUAATOUADTIAUVD I 0.57,0.81,0.87,0.90 <0.001 eouivauuagIM
paAnIlANuFURUTIFIaung
funszurumsiadulede Taod

1 a I @ 1 ]
auanausuiudlsaarng

A15199 13 AAULILANS NS NANNATS BNSNanNEaN Lazdnanasnesiulduiitsasusanu

framilswa
Al Wanszny AUMINT M3 msdum  nsdadlade
dum ey Yoy

ANuSUAAvOUADFIAN SDE 0.570 - - -

SIE - 0.467 0.446 0.511

STE 0.570 0.467 0.446 0.511
P SDE - 0.819 0.782 0.896

SIE - - - -

STE - 0.819 0.782 0.896
R? 0.325 0.671 0.415 0.598

nNBLAR: Standardized Direct Effect: SED, Standardized Indirect Effect: SIE, Standardized
Total Effect: STE



wamswﬂaauauuﬁgwuﬁ 1

ANNSURABDUFAD FIANYDIDIANT
TANUFUNUS L F@ AU AUAINITIFUAN
WUINPNFNUTZENS L dune w3 Ensna

o v ¥

fAwiiy 057 Aiszsutuddpani 0.001

1%

waneiANUSURaToUsdeRy Beldun n3us
ANNTURATDUNINATEFAR ATV AN
JuRATRUNINNWINY MITUFANNTURATRY
NINATYSITN HASTNITIVIANNTURATEY
FNUNNINAR TBNBNANIATIADAMAINIIRUAN
Toud n35uinandudn aunniigniud
mseulpsuususuanniaannnsivy waz
puindraaAuA B dulauanupigu
HAMINAFBUANNATILA 2
AMAINTIFUATANUTUNUS L BIAL1R)
Aumssudiam audAmdudssansidums
WIpABNENaTAwNTY 0.82 fisssuudda
foundn 0.001 uansnaasEum Faldun

o ¥ =

mMysuinaui Aaunmiign3u msdoulus

U

=

WUSUAUBALUTBANNNNTTUT kaTANUANG
FanINAURAN HBnSnaneasesian1suiDam
Fadulymuauufigu

NANINASDUANNAFIUN 3

WIDANDINSNATANYINAD 0.78 NIzautuaAgy
Woundn 0.001 waneAmAIRITIEUAT Tewn

v v =

M33uinaui Ranmiign3uy msdoules
BUSUAUBALUTBANANNTTUT kazANUANG
FRNINRUAN NBNSNANATIFBNTAUMTDYA

Fadulmuanuigu
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'
=i

NANINASDUANNAFIUN 5

AMANRNIIRUAT HANUNURUSLBNE M0
Aumadaaulade nudedudszansidums
v ansnaiidnwindy 0.90 fissdutiudfy
#pandn 0.001 waAeIAMAINIIRUAT T

o ¥ =

mM3suienaum Runmiign3uy nsdoulas

U

WUSUAUBALUTRANANNTTUS wavANUANG
AanAUA TiBnBnanenssienafndulade
Fadulypuauuisy
HaNINASLAUNAFIUT 7
ANMUTUNATDUADNIANYDIDIANTH
AnuALTUS Bsanimaiunszuaunnsinaulade
Tasfnuainanduindududssdediu wod
ANUTURATEUADNNANYDIBIANT HBNENa
nedaudanszuaumsfaduladaludunis
dnaulatoinniign daunAasuanssusiam
waznIAuNTaya Snduyseans uniewindy
0.51, 0.47 uay 0.45 auansiu Nszauiudfay
tiosndn 0.001 Fewuldmuaunigu
HANINASBUANNAFIUT 4 Uas 6
Taansasgumanuduius [fidosan

WANIIYDY Heywood
nsaAUIIENa

ANNKANISNANDUANUAFIUTAIN
ANMNSURABDUADNIANTANNSUNUSIBea 1A
AuRAIRsIRUA lnaanusuRameusodeay
Hn95u3 4 46 Aeldnssuimaesugia
MNGUNNY FNUATUSIIN WATNNINAA HA
duiusronmrnsIAuM Sanan1sinmaanades

AUNWINURY algned WaLNe wazaAny (2555)
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o AguiaeesiAuAATRUANYRIIEN
dan. 4170 (W) KUAAINIINNITTLRATEL
fodIANYDIDIANT TurniTiannndneiy
YYD Hur et al. (2013) Wuin ANUSURATDY
FOAIPNAINAR IAUATIRBANNLN BB H VDY
LUTUADIANT uazTpIeuneAnsBemiladi
Alisuldsdawdamalunaznisupnasdng was
ADAARBNNUNWIAYYDY TR0 ﬁizé’uamﬁ (2553)
WU ANUTURATOUNNLATEFAR hazAdNM
SURATRUNINALWUNLUBNENAADAINUANG
Pp9gnin Felsisenndpaivauidedluyseiiu
FoernusuRinveusadenulnesanfinudinius
AeALTnaUAMMATIAUA LR (iaean
NATsiAsdaeldnaniennuiuiasey
FDANANTNNLATEENAR WaTNWLNY FINTIAMAN
aTAuEuANUARG Ry
ANHANINARDUSANNAF LA ARIAT
A378UAT AuSNNUS I sameRUATELIUNSG
dndulada sunsnosuelénn auamaui
lopfins3us 4 85 Aemssugasau Aunm
fign3ud madeulpeuusuduanimdoainns

o <

U3 warANUANFsanIIAUA HANNTNRUS

o

sonszuumIdinaulade feulsznaudiensiug
Ty msfumdaya nsUszifiunnadan
mavindulate uasngiinssundsnnite aenndes
AUNWRBVRY WA aaNnsg (2563) WU
AMAIAIIAUAT FIUNNTFAINATIEUANTAIY
fuiusAuMIAumdaya sunISuIAMAW
fanuduiusiuasyszifiunanieidan suag
yNRUAUATFUATAN ARSI AN TUIZIHUNE

madan MInaulate waznginTIunasange

ANUAIMNANAADAIIFUANTANUTUNUS A
m3snaulate LLazwaﬁﬂismé’ﬂaﬁﬂ%a Balal
aanrdsiunwiduiludszidulagsiuves
AaMATAUAATANdTUS Ao 53D 3Tm
mMIrumdaya MIvseiliumaden masndulate
LL@%WQﬁﬂﬁﬂmﬁﬁmi%a nAdefiRedomnanis
AaFa AU Tuusaziy wiluen3del ldnaad
AaurAT AU IATIULAZ LANANSAUTIT WY
YBNRSANTAINNTANIN
ANHANINAFDLENNFFIUAT AN
SuRinzausadNANTANTUAUSLBIE 1A
nszvaunsdndulade Tasfigueasnduduiy
fausaernu snansandunslain AmnusuRasey
sadeny SEnsnamsdausenszuiumIiaaulade
Tnefinaurnsnaud Wuiudsdeiu Fadu
Tumuanufigu danndasiunuIdyes Li et al.
(2011) HAMIANBINUI ANNTURATDUAD AR
fdvsnadwinegedifuddusonsaidodes
PB9BeANsIUATIANNRLATMIARINANARA
Tunsfeesgnin Sniedssanndasivnuitses
Zafran (2018) wuinlasems3BuAnNsuRntey
fioaeANNBNENanLINNINABNITLEDNLUTUR
ypegnitunsaiinmslidusulundndasigauas
fansnaisadntogsansdnaulavasgndi
Tunsaifimsfidausanlundndauaion nadnsseszy
Mz nusuRnreudedeauiinaluiBaanse
29ALU2NaU NIRRT AU Tnsdanndes
NWARBVE9 Muniz et al. (2019) 1309 BVBNav9
ANUSUARTRUsADdeANAITsaNTAILNT B LRE
?Jaﬂax‘lﬁﬂiLL@Sﬂ’J’]%J@?\‘]TQIUﬂW%%@"D@Qéj]ﬂfsh

NIANENUAIIREDUINDNAVDIAINNSUR A DY
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anusslalumifelugeannisuisaganives
thisanu deyatinusmangneuuunaeuny
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Abstract

The objectives of this study are (1) study logistics services quality, trust, satisfaction,
and loyalty of service users, (2) study logistics services quality and loyalty of service users,
(3) study transport trust and loyalty of service users, and (4) study customer satisfaction
and loyalty of service users. The sample comprises 400 parcel delivery service users, and a
non-probability sampling method was used. The questionnaire is a research instrument for
collecting data and the data collected were analyze using a Structural Equation Model (SEM)

based on IBM SPSS Amos program version 22.

The results revealed that (1) operation logistics services quality has a direct impact on
satisfaction with the path coefficient at 0.73, (2) operation logistics services quality has a direct
impact on the loyalty of service users with the path coefficient of 0.73, (3) satisfaction has a
direct impact on the loyalty of service users with the path coefficient at 0.58, and (4) trust
has a direct impact on the loyalty of service users with the path coefficient at 0.16 that was
statistically significant at 0.05.Therefore, from the analysis, it was found that the organization
improves logistics service quality of operation logistics services quality it should promote,

relationship logistics services quality, satisfaction, and trust to increase customer loyalty.

Keywords: Logistic Service Quality, Trust, Satisfaction, Loyalty
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MIAMINYAL AITHAR NNILFTMNIRUAALARY
MIBUAY MINTTANURUAN ATUTITEUNITNE
LL@SﬂWiU%ﬂﬁQﬂﬁ’] (Wanarat, 2015) AT
Tuanmuwinaouilagiiumsusnsgnidiedu
AedAdmsugsia mslduinsiadewdu
wesmuiinansdunuameUfiintegsia
AIUFANANNAITTY 1980 AMAINANTUIANT
fidruddieludiunisnainuaznisive
mglliunmsdansnanmuazauianela
ATuIATgnAegeiysTANSAnaaunTa
a3emnuuanaelfiugsfawazasienm
aesnAndlnugnd denalizanmuuaznails
Wadunazhluganuldseulumsugeiusaly
(Langley, 1992) ABANHAZVDIAMUANAITLIANT
findenasoanufienalaiioinunuas sy
ANNEAYaRIUNTU LY FIRaANANILINNG
AaMNINDABUAUDIN3U3M3 (Thongkruer &
Wanarat, 2021)

Maltz (1998) Aaumwnsusmslaaanne
mnpfie L3NS innyuBesgnAdeaansa
pnszdunsusmMasaziduesesdelumsai

ANNRANATIFINTRRIU LIRS AILAN TN
mavdmamuladafndwseudfuinisladafng
Fulasauanasuinnssuladafnduuiy
ATzLIUANI ALY AU T IBeRMA AN
Tadafndgniaeed Iusnsagiunsiamn
AaAMMIUINMITUladafng “daidugnin”
HJuddumsiduiuladaindiduin3nedionis
MIRAALMITALIAANINNSUIMILeLs2 i
vin1ssuladaing lasldn1asudnsgnan
Aeafuyszandainveed 1Hu3n1suinnin
AsfenniadTadsransamuinnsladafing
wioanily 2 eediszney 1) uSmsladanng
Tuiuguiiifsadasiunmansesiana nmssey
KAZAHNTDUVDIFUAANARY 2) NIADUFUDNFD
anuanInsalumsUsufltdhiumawasundas
(Stank, 1999) Tumeaulumsdedudiigndos
50157 assranaLazduuaduEoeddsy
vos lhusnsladadingd §ldusnsladannd
é’mio?’ﬁ”nLfluf]zyLLQ&?W@’@IMWSL‘T&@M@%WJ‘N
ABouazfiuny (a¥ah 233eusmd, 2564)
Lechner (2014) n3uU3NN3QAReNU
Tadafnafinnuduius iBeuinagredidoddgy
AUNANIANTUNUYBIUITENLAZAINTAETN
analdiSoulunsudeiuldlaslamzogneds
lugduiAsadoeduusans 3PL (Third Party
Logistics) TusnuladafnadnsuinisgnAnd
2 91U 1) IRULIAIMITANUDUATUIANLAE
AAnSouTesAuMAIRAslY 2) NMIRUALEY
FIRANYRVRNQAMLAATIIUUBAMTRANNINATANT
UMWDY Sramek (2008) annsREnmN
wuInsdanIsAiuuiauiisdes
\BanagnssmsugUsznauns Asfasyhlignd
sufuimsuazUfifiauendsdaazidusninue

o o

F’]’)’]N‘WQWBIQ LL&]S@’J’]NQQ%ﬂﬂﬂ@&QN@FLﬁLﬁﬂ



anulsuseulumsudedy Taganuassnang
Usznavlusieasualuasnginssuifisiudu
WASIHAT wAnFsAuBedulng if ey
AszUuMIdnNeAdede Auansasdaya

>
=1

AN MMsARsadIuyARa TuRDUNIaE

>
=

nszUIUNINITauidede Weulunsdeda
AUATIIAT ANAATIRLARDUDBSANd9TD
AMNYAFDIVRIA AT D ULATNANTINUAD
Anuenala Wudy (Rafig, 2007)

Aanaulinela

Morgan (1994) na1331 Anulinela
fanudAagunnlunIAInuA N
foynidn ouansfienuduiusszninegn
wazeeAns Anulinea fie aamanuduass
WeoAnanudaduaingifidausaulunis
wanasuAdudadie (Reliability) wazAdy
a39la (Integrity) taedinuduiusindde
WATTUNUAUATOLLUIAANINANIAANATIR AN
BFosypannmuazaningn anulingda dedu
f3Tafd AAuanuduiusfigniniisogifia
Asu3mslesanlsianynsadusiasls Berry and
Parasuraman (1991) anulinalagnidoulys
Lﬁﬂﬁ’umwﬁy’ﬁﬁa (Purchase Intention) #1n
Juslaafinanulinslanazanuidodusioduey
Audndausnslussivgeazdnalffuslaa
Lﬁmmmﬁy’ﬂqﬁaﬁuﬁw%au‘%miﬁ@Jﬁumu
Kim (2008) wqﬁﬂﬁma\‘iwwﬁazLﬁﬂﬁuﬁa\‘iﬁ
awqsla (motive) w3ausediufiu (drive) waziu
ANudpensiinaiusnnnefiazgslaliynna
AN AN ITTURDADUAUBIAIHUADINITVD
AULBeBeANNADIANTTR LA AUl nATia U
AnuABeIAILseEnaduaNLfBNIIeEYingn
(biological) Aaduannansiaaden 1 my
ANNFINTTNg ANNENLN Wudy Anudpes
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NN9AFAINE (psychological) HRANAAIUADIATT
NN3YNFU (recognition) N13YNLDY (esteem)
wIanaduldnveensngdu (belonging) AN
foenisnangiudeqeladisledsunisnszdu
aehaiieens Anulinslagniinnnufedeeiu
Yavufazineiinszyinnsn3auanangfinIsy
Tudnwauzidwnatszlorigegaundndnenis
(Kotler, 2002)

ANafianala

Aufianela (Satisfaction) uriFunf
fduuusssubianunsasoadiuidugysneld
maflaznuiyerafinnufisnelandsli anse
FunaRIuNILaRNEINTRIYARaBIADLTNY
sdvduteu Fadunsenfiazinanufianela
T Tngnssudanansatnanuisnalald lnudau
MUMTINTEAUANNAATIUYDILAAALAS I TUARS
ANUARLILYPILARATULARDIATIALALFEN
fiwadedeanansninnnuitenslald oz
woennuAnlfseufisuseninednsiignd
I#suaseaivuinisiignAeands Taagnd
anunsasdnfessianuienalaladnss i
ANSEnvesgnAfpu3nsh e suas iy
Usmsfignimaniegninagsanfianala wsid
szuAIianTesgniaeUIM T e3uasegendn
UsMsfignApanTegnazidnfienalaunn
Kotler (2016) Anafienalazssgniiduwuifnnan
TusumssdifiuauuaznsufoR wiuladaan
Wumnusdgiivansiedfnanimaanuduius
ANENBlAAANNIZLIUMN TR IT DY
szmneRAsenanTeiuae a5y wiofidundn
nszpawirdaziiunmavenieanuianela
wasgniwazanabifienslalagazsuyuues
anufianelavosgnAiudnnagioasuas
)

madasdanuduiusifinunmgedu usiluns

q
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1% 1%

aasiudnuihgnilinelanuudnisfazlianinsn
TANUANRUSTR LS Dorsch (1998) Anufenala
ypsqnintidnwaziu “anzmeanudssesiie”
IaazAdefiafigsnanauunuiiisananiol
Lﬁmwaﬁwi'uﬁﬁﬁgjzylﬁﬂlﬂ Storbacka (1994) 1a
anuflsnalafiduadvayulumasedesegnin
anuRdialunstat Fusmadisniemsuensie
wuytnsaln (Cronin, 1992)

ANRLINANG

Aaker (1991) ANNATINANFADATIFUAN
winefe Heundndedefifuilnauansaanis
anuidasiy Anudnfdenauddeduiiugu
Suddvosnama AU wszIAgEelliude
ANULANFNILAZAALAUYDIRUAUAAZAIIRUAN
iafazinaulaidondadufnduuny winn

U
>

Azednanudnidananduiilussigedond
woinIIINITRAuf et raiacuaziaidy
madaniumasfiansantelufign ftefieuanwmie
denldauddug snudazanansTmannIasuy
ynegIRRRUAT AR 16 vlfgsRadisuna
lunasipspsiuganaiige wazdesaunilag
aAuMaINMIuTsiuresausslfouuded
avouliifutiennuanunsnuazsz@nsam
PaenTAudndy gadnflasindnideuinms A
yamafilimnudaduuaziinnuAsnsniiesdns
AANININABLAUBIANNYIITAUTS Needs
uaz Wants Iéffigavisluiiaruuaslusurnan
aurhlsiasdndusalignidenainfiasaniumste
wazgnfinuislafiazlduinsnenesiaiies
TuswpasauBsfinunioufiazvimiiu3oy
wiloududunuvesosdnstunistsssduius
Brrnliyenalndde ausdn st Rain

o

waevaniwdnunsiugnAveewsindgs

Wumnuaesnanfifiaannsiruafviaign

fiauianyniusiueednslussiuiandeuay

(%

2

Anduluszezen (Kumar, 2006)

N NYITDY

ANUdNNUSAANUINsladaRna ke
ANufianela
ANNINUNIWITTUNTIUT LA
wudn Jadeiifdndnaseanufiensla e
AAUMNNIUIM3laAafng Irene (2008) Na33)
AMANNNIAUINNSladaRnd AN TNAUS
fupnufenelasssgniinazauasinng
Tuviaslgauniu Sehrish et al. (2019) ARAW
nslfusnsladafndBelfoRnslidnsna
pthaannspANNAsinANAYeIgni uenannil
AMIEFUATINANNRINANAVDIGAALAZAA N
YDIANURUAUSHDIDIRBANAINAITUINITIAS
mwﬁﬁwdwamﬂﬁﬁLﬁumuﬁwﬁ@ (Ngo &
Nguyen, 2016) fatfunsmnuiaed wifiugs
TnssadefiiumsyfRnazanudaiusiugnd
Fahangaunigiuvosmsideluased Toud
suuFAgui 1 Ae AaunmuIansladaing
funsUfTRNsTEnSnaseaufiansla
suuAgui 4 A AaunmuIansladading
muaNUEITUSTAENadanufela
ANUdNNUSAIANUINsladaAna ke
ANNAIINANG
ANNMINDMWITIAUNTINARLITD D
fladeiifidndnasannuasining Ao Aann
AsU3Asladafng Jang (2011) talafnd
LAZAMATNNIIUSNNITANUEUTUS lnunTesie
anuasindnduesgnilaglamziumvhesna
Wy B2B AysEimsiaiunanuduiusagnasn
(Ruth, 2006) \fiaeainaanmnstiu3nng
TadaindTanaduius lwiBswanuazinanszny
BEINUNFABANANINANAAWNNFAUNRAT U
gaemyidelunsedl Tiun
suuAgui 2 A AaunmuInnsladadng

PN P o

sunUURNITIBNENasaAINaeINANG



1
P zu

SUNAFIUA 5 A AamnuSIsladanng

q

S o

PUANURUAUSTENSNAFDANUAIAING

ANAFuNusTaAulinsla

NN INUMUITsANI IR TaemU N
Setiawana (2020) AaAMNNIUINNS ANNTUSTIN
wazanuienslazssgninfidauadaluunuam
maaseanulinanaztszaunsaiiBauon
Tiurignd (Leong, 2020) nams3deil Anamang
Befuindulselosddmsud lavanesulad
A lusmauazdiyandadutssloslumenageg
waziBsUfnRsansnaneosulaidsiangsunmigu
ypenyidelunsedl THun

suNAgIUA 3 Ao Aunmu3nsladsind
fumsUftRtdnswasenulinga

suNAgIUA 6 Ao AunmU3IMsladsind

fuANNAUNUS TS nasaaulingda
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ANNANNUSVRIANNRITNANA

anMINUMUITsANs IRy domun
ANuATUE Anujsiuuaznanwalnsanla
fandwasionuinG luszyzealaggunIn
anwduTusazsznaume 2 du fie Anufiaela
wazAanalinela (Nejad et al,, 2014) B9 Marshall
(2010) t@upIn Tassasneludnuainugudiu
analinslafaduainaanusjssiunisesua
wazanulinedafeinganafgiuesmsidy
Tunseil Téun

aundgwi 7 fin anufisnelaiidnina
ADANURITANNG

aundgwi 8 fn anwlinsdaiisnina
ADANURITANNG

ANMNINUNILITIUNTIURAZWATT
Weadaeisnanidneduiingmaimuuuudians

AUNNSIATIEZN LAANAININT 1

ANA 1 NIDUBUIAANITIAY

ABMIALiun1s33y

Uszrnsiilg lunsfinmn fe {ldusns
ugaNan nsdnuangusottelunfed
findsnnsnansrhuldiauadnuaunguiiagne
fnnzandnsulumasdunisiaseaine 1wy
Kline (2005) Laupin ngusegnsiidosndn 100

foinfunquinedefifiauindn ngusipensd
agazwing 100-200 e udunguinpgnedifivue
Uhunane nauiegedinnnndt 200 fodudu
naupnswamg wazidiosanlinsuung
Uszrnsvesy Fusnsmudsianse f9l435

AUINRITUIADDINGNTIDENIAEAIAWIN
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UNAFIDE b UATEIN sinsuduIuYsTng
w3adszonsldanansatuduiuld (Infinite
Population) U84 Taro Yamane fifnuwunszsiv
AN RITUTRINGNTIDENe 95% uazEaNSY
ANNAAALAARUlUNNSERNFIBENe 5% MSuEen

nausegslunmsfineiduased] §adalevia

> ° i

mMaiudayamusuiunguiegefidunla

>
v Aao = Y 1 Y

Tnadeinsmadonngusieg el 1) §idy
wonldasnmaguinegnslaalildanuiaziu
(Non Probability Sampling) e lidndefia
ANUWiNsuiueedszansfislanaiu
ARUAIBENS 2.) {ITBLABNFUAIDENIULEAIN
(Convenience Sampling) Lﬁuﬁa;ﬂamﬂﬂzﬁmﬁaaﬂw

[ 2 gy

mufadplarmunl’ fe Jldusnisvudeian

Y o 2ol Yo o

wnavenuifmeldusnsudeiagdidy
azvimsfivdayaainnguspeneinuiiui
wansdiefild lumsifiusiwudoyalunuids
asstilusuusapuay (Questionnaires) G44fin
ANMINUNIUITIUATINGAN ARz
nTuLAneewidel Tnoutseandu 2 du
gl 1) wuseuaTiRs oSN INang
VONFPDURULADUDNY [AUA WA 818 DTN
sedumsfnsuazsels fdwiu 5 9o leed
manuaneazduLuutatele 2) fanud
WeaTpefuiaduNfinasawuus1aneaunis
1AT9ES NN ANIENUYDIAUATNANITLINNIHIU
Tadamndnadanasonufiela anulingda
wazANNAIAANAYRINANGINABABULNTY
W 25 99 wlemnuduwdsld 5 fuds

=

A Aaunnu3nstadaandaunisuioanis

o o ¢

AMANUSNNSladaRNdAUANNENRUS A

q

o o

TAsla anuitenslanazanuasinang

AURUY KAZALDVDIAILLTUIAY

OLSQ #auann Operation Logistics
Service Quality %30 AaAMLINIladaRns
FuNNIUHURNY

RLSQ #@u1a1n Relationship Logistics
Service Quality #3® Qmmwu’%mﬂaﬁaﬁﬂé
FUANNANAUS

SAT #@313A Satisfaction #39 AU
fanala

TRU gaunan Trust w3e anulingla

L §911A1A Loyalty 138 ANURNSN
NG

msaelunseiinnsnsraseundadie
MTINY 6 JUuLy 1) ANTNARBUANTIENATS
snuion (Content Validity) Tngthuuusauany
Tiauanssunsfiusnemiiensinseuiiemuay
msldamlunsieansuazmuuzinanysuyse
wuapuaaielfudlaindoyaildsuaznsemn
WUTzaeATaeTIAY 2.) MINAGBLLULERUAY
(Pre-test) Lﬁamaau&jmmmuaaumuﬁﬁ
A lalunuuasaufinssiuidouas
sauranluiuuaauanuldnsemuanuiuae
nnde Asmamessulaunstuanguaiagng
s 30 au Wu IHudnsausaiaglaglidie
WA 91y STAUASANM oBnuasaele Tugas
Ful 29-30 e 2564 3) MInAaaUANN LY
(Reliability) fansiasnzirdulszans waan

1%

M35AT8UTTA (Cronbach’s Alpha Coefficient)

'
= 1 o

FerdudseanaTautndannaziiFnszning 0
14 1 (Cronbach, 1951) kagA3FA1UIANTN 0.7
(Nunnally & Bernstein, 1994) 4.) AR
\B9e9AUI2ney (Composite Reliability: CR)
UszfiuannmNudasiusi e aiuy sureds



avmefiANNnI1 0.60 (Fornell & Larker, 1981)
5.) ANy JFisensaBamiiou (Convergent Validity)
UszifiuannmansnlsTiueaseassnulsfiadn
Toepedsznay (Average Variance Extracted:
AVE) Badipsefifnifiu 0.5 (Fornell & Larker, 1981)
6.) ANUATIBIAWUA (Discriminant Variance:
DV) Useifiuanneanduius e wswnsdasiaed
Alaifiunin 0.9
ANANIATIRABULATDNETEANTITUAAY
Bosuraeulsuuuaauay WU fuds
AaunmusNstadafndsumstfifinnsfidan

NIsinERIManignalszend 37

T4 16 aifuit 24 unAN - Aquieu 2565

Fadronuienun 5 98 Jea1dudszans
ASBUURTAN WAL 0.887 sudsAaunnuInng
TadaRndsuanuduius Tauludarany
anun 5 90 dadulszansasautiasani
windu 0.949 saudsanulinnga fawuau
Haranuiianun 5 9o Sinduysansaseurdarh
0.837 faudsanufienala fdwaudamany
fianan 5 9o Teduyssandaseusndan whiu
0.956 FLUIANUANINANG I 1UIUTDAIDN

e 5 7o Sandulszansasautindani 0.820

aN519f 1 Amanut@Eedevsaiasiafild lun193de

dulsiiinn)  #items CR AVE OLSQ RLSQ SAT TRU L
(Latent Variables)
OLSQ 5 0.825  0.876  0.936
RLSQ 5 0.783 0760  0.723  0.872
SAT 5 0.788 0777 0578  0.534  0.881
TRU 5 0.789 0773 0707 0734 0545  0.879
L 5 0786 0.766  0.545 0589 0458  0.616 0875
NaN13NE SzAuN3AnI WU nguegheaulng

nan3ILAevidayaialy

WA WU nuipeedanAdumAnd
A 283 A Andusauaz 70.80 kas WNATNE
A 117 au Andudaeas 29.30

91y WU nguseedaulng ony
20-29 T 4w 237 Andudawas 59.30 5a9awn
918 30-39 T uau 99 Au Andusaeas 24.80
oy 50 TAuly dhuau 36 Au Aniuieaz 9.00
918 40-49 T Auou 26 au Asdudpzaz 6.50
wazdosfign egendn 20 T Sy 2 Ay

Andusazay 0.50

InsRneseauyI LU Januiu
288 Ay AnduIpEas 72.00 T09ANNN §9nN
U3quene3 4wy 57 au Anudovay 14.20
wazgnvng AAIUSIe3TawI 55 A
Antdusosay 13.80

iaTn

(]

918n WU nguaegneduln
Wuninenuudsnensu a 1wy 130 au Aady
Foras 32.50 399NN ENANUNE/5INAEIUN
a1 99 au Aaudesay 24.80 WniSuw/
Hn@AnL 41U 78 au Anlduspuas 19.50 Laz
Uoefigaiiondniusisnis/s5iamaa duau
41 au Antduspoay 10.30
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wle wud nauegesulngdingle
WAzsnfiausgl 10,001-20,000 1M §1WI
184 au Andusauar 42.40 s99aww 20,001-
30,000 U A wau 105 e Antdusasas 24.20
fndnarii 10,000 1M §1Wau 64 AU
Anusauaz 14.70 30,000-40,000 U9 |UIU
28 A AiniJusayas 6.50 uaztipygn 40,001 UM
fuly s 19 au Anwdudewas 4.40

fudspauninudnisladaandniunis
Ufimns

NanTAATZRRNNAATRLRTiFe AN
v3maladaindmumsUiong lawsau fAnnae
4.07 Andoaiwusnnigiu 0.547 aglunasi
SLAUNN Tmﬂaﬁaﬂiuﬂmﬂﬁwu%ﬂﬁiiaﬁaﬁﬂé
AuNsUPTRENNT ldun uidnpudeiand
Aadanldusnsidedusuaznnanwalfia
so9an UiEmuudsianfinadanlduinig
finnundoulunmsliusnsundualdusnig
UsHnaudeianfinandenldusnsiinsvuss
Wanfilanadouazldifinnnudems U3
yuaaanfinadenldusmsiiszuuwazu3ns
mMsfRnmuRUANazAINLazTDugAL3INUA
Waninanasnldusnisiinslivinisouds
ANUANUADININLAY 18U AITVUAIFURN
maluiuiien

faudspanmudnisladafndauaaiy
KuNus

LanINan1IIAIzRa A Liufine
AauNLSMsladaRnadinuaNudNus lagsau
fidndy 3.88 Adudsuuinnsgiu 0.576
agluinaniszavann lvgeaatunaunnuinig
Tadamnamunnusuig iud minoud Tusns
fenafialafiaznavsusssofigmuasdoioeseu
fiRatufinlénsnins sesaen wihny

f Wusmafienudanusnusasasiinsliing
aghegmnsnfunlduinig ndnewd ldusnig
fimusaudiswazanuifinlafiazgiomae
duldusnns aneud TWosnnsnsausudls
muuzthanfunldusnisuasnioulysoyye
wazdoganinaud Ifusnsfiauaulauas
wenenafiazidnlannusnsesyaraiisnlduins
faudsanulinda
NaNNIIAIIZRANUAATUTIT AR
T399la Tagsau Treds 3.95 daudsay
10331 0.517 ayluinawiszauann lnugegn
funnulinga Tiud ussmaudeiand
Aandonldu3nsiienuindedio [3nslauaz
aadlalumasliuinis sesasun v3mousaan
figaundanldusnsiinnudedadlunsusnis
viImoudewanfinatdanlduinisanunsg
sndulaluZesddyiifedesiuasoudelds
usEmaudeNanfinadenlduinisiinnssnm

=0 9

S AlAly 1wy vSmsdesunnaly 3 Falus

¢

LaztipEEn 11639 AunsEnuraUIEn

q

I

yuseian liddenasoniadenldusnsvesau
faudsanuifanela
NaNIAIIZRANUAATUTIT AR
fianala Tagsan Teady 3.63 daudoauu
1A931U 0.601 agluinasiun Tagsas suans
flanelagean loun §ldusmavusdeiandany
fanalaludszandam lnpsanesuinauds
Wandidanldu5mMs s0saan §lduinsmuds
Wagdanuieanelaludsz@nsanldusnng
waeninonulunsudnms §ldusnsnudeian
finnufienalalulsz@nsamwudeianog
winnuuss U3naudsianiidenldusnis
finslidmslseeheanysaluouspfunlduinns
wazdeugalaun USdnaudeianiiaenidusnig
fimsWsmaduleneiimeniwosiunlduinms



AdIANNAISNANR

NANNTILATIZRANUAARUTITADAY

aesnAnd Taesou feway 3.93 drudaawy

Wngu 0.604 agluinasiszauinn lay

FNUANNAINANFGIFAFD UIBNVURINEG

finandanlduinisfinislduinisfiunnndn

anaftanelalunsnldusng seseen gud
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39

wnlafazlduinsvosnimousenagiaeusiin

asfimuanRf ndFosiguae Wy mIvdnis

1M1 ANUTINGY s AauianuiRnynius

Aurswmusaianiidenldusns aadnazuuzii

wazuansie A3 Pnuudeianidenidusms

THunypaadunazdoogn laud aafimaneis

TuBewanidpiuisnaudaianiidonlduins

A9 2 ununasorazdeyaThluvesinouuunasU

FoyainlUvesdneunuuaeuas DALYRLY Sotaz
e 0 117 29.30
M 283 70.80
5 400 100.00
01¢) w120 2 0.50
19 20-29 1) 237 59.30
819 30-39 %) 99 24.80
818 40-49 1) 26 6.50
oy 507 Al 36 9.00
5 400 100.00
3TAUMSANY annSyanad 55 13.80
Wygrasnseiioum 288 72.00
ganInlSyaes 57 14.20
U 400 100.00
1N WniFeunindnm 78 19.50
FUTIMI/SFIENND 41 10.30
WINNUTENB NS 130 32.50
Mve/gsnvaIu 99 24.80
... 52 13.00
33U 400 100.00
selindadodon AT eIRY 10,000 64 14.70
10,001-20,000 11N 184 42.40
20,001-30,000 110 105 24.20
30,001-40,000 1N 28 6.50
40,001 'l 19 4.40
5 400 100.00
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AMIIATITAULDIABENANTIATIEINS
Tudrudsmsziaunislaseasng
(Structural Equation Modeling: SEM) U84
HUDE BN ATE AN TN
asusmssuladafndidenasiannuianela

anulindavazanuasininfivesgniigsia
Sroudlsy WevhnInsadauALRINZEN
LAZAIINYNADIVDILUDINADIEUNITLBY
TassasanazyhnsUsulunaldlanuauysal
sqUwafan il 2

Chi-square=415.860,df=245 P-value=.000, CMIN/df=1.697,
CFI=.956,GF1=.920, AGF|=.894,NFI=.901,IFI=.957,
RMSEA=.042, RMR=.025

AT 2 BUDAABIEINNILATIRSNIRANIZNUTBIAMNINILINIUL AN
fasnasannuiasla anulindawazanuasininfvesgnigsiadroudss

Bl Tt PR P D TS N
aunalaseaseuaNNAs UM AuToya
auszandegflunanifiaue wudh dstlaauans
duius (CMIN/Af) Siewindy 1.697 Feasenny
\auiT Hair et al. (2006) sl ihansientdasni
2 GBI IRANNEDARARNNANN AULTIENANUS (CFI)
FFWInAY 0.956 B9nTeANLNAeIT Hair et al.
(2006) FmualFiAasdidananan 09.00 sn
ANUAANAGY (GFT) TFwindy 0.920 Bepsemnsl
\Naueifl Hair et al. (2006) and Mueller (1996)
fnualiinaisiFnannndt 0.900 sadiamanu
AaNAFUTLAloudn (AGED) SFwindy 0.894 B4
ATIANUNUITA Gefen et al. (2000) Fnuakin
A3UANUIANTN 0.800 ABHiANUNANNAULIZAN
Wisuisunuqduuudasy (NFI) ey 0.901
F9959930LN 0T Hair et al. (2006) and Mueller

(1996) Mwual¥inAasiFnannain 0.900 foil
ANUNaNNduBLdIsuisuiusduuug Y (IFD)
AW 0.957 Fensemnuinaeifi Hair et al
(2006) and Mueller (1996) fwualiinaasiian
1NATN 0.900 Fdnfidewasdeanaiade
Ypearuiiida (RMR) Sewindy 0.025 F9n59
A3 Diamantopoulos and Siguaw (2000)
fmualinasiadoenii 0.050 wazsaiisnnues
fRaidsanIasPIAaALAADY InsUssana
(RMSEA) §iewindu 0.000 ensemslinusin
Browne and Cudeck (1993) rsualiinmasdl
fAntandn 0.050 AMnuanT3AszRen s 8
FH A uusaeeaunslAseEsaHansEny
PosRaAMNNsUINIuladafndidanass
anuitenela Anulinsanazanuresnindves
anAsIfadasNlsEiANNARAAGDINANARY
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fremduUs=anSansna 0.73 peedlduddumeadi
fiaes 0.05 sunfignum I 2 aaunmuinig
ladaRnadmumsuianig Tondwasannuassn
fndser &Ny anSansna -0.14 ataiifadény
M9aATIaAL 0.06 auuRgIUMFITEN 3 AN
vanmaladafndaunsufiRnmsiisvsnaste
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fidvBnanenufianalamemsudszansanina
0.01 peslaifitddnmeadiffiszeiu 0.05 susfgIu
m¥Idei b Aunmu3msladamnamueuaNTuG

v oy '

fiAnsnafanINassnANReL A AN ANS
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oo ol

0.05 aNNRFWATIBT 6 AsMNLIMlaaaind

fuAudURUS TEnsnasannulingdadiae
Adudszandandna 0.22 aghelifituddgyma

'
ana

sDAT32A 0.06 aunfig UM TIdei 7 Anadienela
fBvBnasdonNLasNINRf A AL anaBnsna

]
ana

0.16 peefidyfANNERANTYAD 0.05 ANNRFIY
Mdef 8 anulingla indnaseanuacsn
fnfshamaudszandansna 0.58 pghefivdudfny
NaRRTIIEFU 0.05

A9 3 WANTILAIIZALEUNNY (Path Analysis)

fnlsawrig answa

fuelswa

TRU SAT L

OLSQ aNTUAN AT

NTWaN1B oY

(«2))

answalagsiy

0.73 0.73 -0.14
0.54

0.40

RLSQ INTNANWAT
aNTwan1wvow

answalagsiy

0.23

0.13

0.36

TRU DNTNAN1AT
aNTwan1wvow

answalagsiy

SAT INTNANIIATI

NTWAN1B DY

[«2))}

answalagsiy

)]

a

L BNTNANNAI
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aNTwan1wvow

answalagsiy

RZ
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Tumsienldusnsuaz Mosahab (2010) finsnai
gnfaziianumaniegaisafunsdfiuvay
LazAMMNIBINIUS M Laun e luaziy

s

fisnannazdsnaiennuiianslavesgnidadl

o o

YN DUAUNANENBNSNaADANNRISNANR

Tumsusms

MNINSnEAIManigInalszend 43

T4 16 aifuit 24 unAN - Aquieu 2565

8. anauNfsu Anulingaiiznina
FRANNATINANRTIHANIINAGDUNUIN AN
TnslaiiBnsnadernuassning landudsans
Wdume 058 anansaadungldin anulinda
finafaANNRINANT WATEUSNS Feapnndaa
WA ue9 Bisimwa (2019) fina1ain anen
az¥u3fenan o eeuinisfinoudegeszey
anulinaladeraudnegs Fafunaninded
AMUALINING lUSAULUAAS

ajuuan133qY

mMafnwaseiiingUszasdiiie 1) Wafnw
szfvvasaaunNIsLIMsladanng anulina
aufenala wazauasindndvedlduinis
2.) WieRnwBvSnasesannmmILimaladanng
ﬁwa&iaﬂmmmm\ﬁ’ﬂﬁﬂﬁmm;ﬁ%ﬂ’%ms 3) ifie

=D

N dndnavesanulinelalunisusedus

o)

=)

finasioanuauasinaAnfvee]ldusns
) Winfnudnanavesanuiienelalunisvuas

S

Aumiifinasornuanuassnindesy [$U5n1s

nan1s3deluamsnaunsaaguladn
srAuAuAMUSI3ladafndaunisUiTRNS
oefluszivannlaeddneds 4.07 Aanwuinis
ladafndmuanuduiusegluszivannlaadan
wae 3.88 ewlinslasgluszivannlagdien
wdy 3.95 awfswelasgluszdvannlagden
\dle 3.63 ANuasinAnG aelluszivannlasdien
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1.1 &34 Customer Experience
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12 fusmnasanan iy nsmulii
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Abstract

The objective of this research was to examine the impact of prototypical brand image
and Korean wave on purchase intention Thai perspective along with the effect of macro
country image, micro country image, and perceived value as mediator variables. The
respondents were Thai consumers aged from 20 to 50 with experience of purchasing
and using Korean cosmetic products. Data was analyzed by structural equation modeling
(SEM). Results found that prototypical brand image and the Korean wave influenced three
mediator variables: macro country image, micro country image, and perceived value. In
addition, perceived value significantly and positively influenced purchase intention. Among
two control variables, gender had more impact on purchase intention, especially among
female and LGBTQIAN+ samples. These findings will beneficially provide insightful guidelines
for the governmental (policymakers) and private (entrepreneurial and marketing) sectors in

improving the strategies so as to boost global presence and long-term positive economic effect.
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TngnwidenunsudasinanndnsnaluiBenns
A9 TRINs3IUA U K-Pop (Korean Pop Music)
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Lim, 2020)
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Aumsusngfmnededuiuann (Balabanis &
Diamantopoulos, 2008) U A3AUATAvINlA
duslanindedssimaddndmihundndg gy
Samsung, Hyundai, uas LG efiununnaréizy
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Fadudszmaduifindué (Anholt, 2000)
Toansdustnediu unsdudfisinnsdn
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13 nefinssuinnanvalreslssinenva
(Uszimnadurufindu) anansidauleensndu
Funoudnedu Feiinarsenwiselusinfisadusayy
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mssuivesiuilanunn Sedenasonmanyal
Ya9UsTinaduriaun 39 Magnusson et al.
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& Eroglu, 1993) 3uflsnedeannmaus]laseasna
Uazaun1TadlANLaYIILIYYRY Han (1989)
Tensamanzdnissudaunnansaives
UszmAmunanuns dursulanruaasdszme
(vdu Samsung, Hyundai) waefu3lnalu
28 Uszmevhalan wun faudaiuseenagulss
Tufladsudsemenng TausIIUAME
wazmwanwalvesduA Adanulidn AsTud
fuamudnazmasuiifeaivauduoduslae
fianuduiussznineduageguuse fady

1
& = &

ANFUNATIY 1T

suNAFIUANIIEA 2a (H2a) nazud
fguinndsdenasion Inanaluasdszing
FBINTANA

auNRFIUANTIBTA 2b (H2b) nazud
fguinndsdenasion Inanalunsdszing
LB9qanA

ANTUNUSVDINNANBA VDI TSN
Beunaafidenasanindnsalvaslszing
\Beqann

NNUAYYDY Pappu, Quester and
Cooksey (2007) WU HANuauiussuuLse
FTATINANANBUVDIUTLNALBINAN A LA
mnanwalapalszmeiBegania Fefuilan
Tnlasunaana nanwalvayssina B
NNANANIAATANAN AU DIU T INALERANIA
(Magnusson et al., 2014) st Feseauufgui
AndnwalraslssnaAlagsin (Mwanwalues
UIZINABINANIA) RINALBILINADANAN WA
PoszineBERamAlLLTDIANIED UAZNNS
Susnfiseaudandssmenma FesneBeans
wuIRndNEnavesUssinAduiila lae Piron
(2000) lanuin amdnwalveelszindBanann
sdanaliifarnueuBsiomyTudmuamnansal
PN ITINALTBaMA Auanydszmasuniia)

@

N

She

auNAgIUNNIIRET 3 (H3) mnanwalves
U3z mAB IR AENHasaA NS N BT DNLUTENA
\ByqanA

AMNTUNUSVDINNANBAU VDL TS INA
suinifinfidenaranssuinumvasiuilan

AANMINUNIUITIUNIINDNAY TAIBINT
nangyuldvinnsfinm wudn andnsalzes
UszinaduriladdnSnasan1sTuanmuen
fuRuA1eeuslaa (Kalicharan, 2014;
Koschate-Fischer et al., 2012; Hamzaoui-
Essoussi, 2010; Ahmed & d’Astous, 2008;
Pharr, 2006; Ahmed et al.,, 2002; Knight &
Calantone, 2000) lagseBeanuuIfndnsna
YNUTeMARUALTER WU MNANBATBNUITINA
surfinfunisluiiadedrdifidnsnase
MsdsnfiunmAInI3sus waznsdnaula

FORUALAZUSNT (Thakor & Lavack, 2003)

>
p=1

AWENURAF I 619



suNfiguATIdeR 4 (H4) andnwsal
DU TNALBIUNANAFNNAABNNTTUZAMAN
vosiuslnn

suNfigunTIdei 5 (H5) andnsal
229U TTNABRANAFIHAR DN TTUIAMAN
vosiuslnn

I3 1

AMNTUNUSVDINITSUSAUAIVDS

¥
=

Auslanfidenaranisinduladia

un3gnsuaneviny (Dodds et al., 1991;
Chang & Wildt, 1994) lei@nwmudn maus
Aarnfiansnalaunssiidanasonnsdnaulade
v3aiusnseduliguslaafansdnaulade
annBedu (Chu & Lu, 2007) Ingarnasnunu
23IUNTIUT AU

WAdBP09 Dodds et al. (1991) lef
85U M3sudaueaesfuslaaiidnina

Tngnsssaniadnaulade Feaguin duilae
azfuwuldunadpdulageundy Wonens

Prototypical
Brand Image

Hib

Macro

Country Image

H2a
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1Y

JUg

"Auiwazusnanuld Inaaselusud

13 '

AuAwANINY Taad1eBenmungegaau
WUDMA TINARDLUNUIRINZ ANz R D3R
SAnlesuANNYRsTIILATANUENBNA D9y
denaiBeuansanssnaulade (Zeithaml, 1988;
Khalifa, 2004) eeassfigu st
SUNAFIUANTITER 6 (H6) M3TuiAnm
yasfu3lnnsenasonsinaulate
NIDULUIAANTTINY
ANANIITANBING B ALNIINUNIUY
NuIdEAAs TR UfLUIiuAEAMlueY
AINRUAIAULLYD (AAudIsunszialisuniIng
AaudsaunnanalresUIzneAauUnLln
BNURNNA AU Ie U NaNEYRelIEINA
surlinBeqania Mudssunssuinua
yosifuslan wazduysiunsdnaulade
(Purchase Intention) F9ANIDUKUIAANNTINY

¥
o

12

Control Variable
® Gender
® Age

\

Purchase Intention

Perceived Hé
Value

Micro

Country Image

Korean Wave

AN 1 NIDULUIAANIUIALY
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ABn159a

U32BINTUASNITINAUATUIAVDINGY
A0 89

Uszrnsdmivauidui de fuilaa
772lneeny 20-50 T (Jin et al, 2019) #idl
Uszaun1sainsBouwarldauidssinniedes
g1 md Fadudsransidauauanniu
ﬂ’jwa:ﬁwmmﬁuﬁagaﬁwm (Infinite Population)
Fein3gudaneng (Random Sampling) Lie
duswnureeyszsnsianue

NWIdsifinnsivuadszeans de
Au3lnasnineeny 20-50 T fifidszaunisal
mMfaualdaudUssnniaIaedenanma
\diosanngidslinsudwiudszannsudda us
sanTam AN IaNSiUsETINTIIWIUNNn Fa
FudenldIBnsfinuABUIANgNIMIDE19ANY
nannaeininsld Ieenaly Tae Hair et al.
(2018) leszydnanaiuniae

fapgesasuIudndsidusgetiay
10 fhpgnere 1 fudsdunald nSesgeias
i 20 daegne sin 1 fudsdanale Feanu
FeBuitidaulsianun 42 fauds Tngkaann
AsfwIal azdpaldauiungufogedus
840 Ay Farfu FATuRerimuanguiIng ey
auILTanta 840 AuANAEFeaT Sy
Bimnzaulunmsiwuasuanguiogsly
ASET linT el NI uiuauy way
fimsgunguiegnelaalildanuhazdunuy
tA12a9 (Purposive Sampling)

N1SAUTIVIINT DY

Adud Idennsgungudangng
Taalildanuuraziuwuuianzas (Purposive
Sampling) kazyiNMINUIILTINTBYAFIENT

THuuussuauesulay (Online Questionnaire)
TnefAdulinguinegrelaviuunaaunusu
J2uUP89 Google Form Warfinnsnszans
wuaauauEugsaedodenusaulaylr
Aungquiiede 1wy Msnawuuasuauluds
Facebook, Twitter, LINE udu faifutes

meiidaeuupussuaudndouldonuludin
Uazarupguas viliaunsndnfelangng
NUAYUATETAINFLNY

wn3asiinnif lunuidy

AteiumaideBewiinn Taeldis
N138192 (Survey Method) wazlFLuyanUaNY
paulay (Online Questionnaire) WuiAZasila
Tunmsfurusindoyas lnsldnguieenay
WUUEBUANNMIUAULEY (Self-administrated
Questionnaire) loeanulusduawanwal
wosnFumsusuDlAUszgnsinandaiau
AUNUARYYDY Parameswaran and Yaprak
(1987) waz Koubaa (2008) sunsuaiuy
M9AA bR Uszy RN A aUNWINY
P99 Jung (2006) PUMNANWUDDNUIZINA
surinflaBeunaaladszandanandadany
AN VDY Pappu et al. (2007) ANUAN
anwalvesszinasuiidniBeanalalszand
1N TDANUANNUIILVRY Wang et al.

£ ' 3

(2012) sunssugnaapadustnalauszeand
URANTDANDINANNUIL VDY Dodds et al.
(1991) iy é’mmiﬁmﬁﬂa%@lﬁmgqﬂﬁ
URNNTDANDINAINNUIID VDY Dodds et al.

(1991) ax Taylor and Baker (1994)



nanaaauLA3aediof s lusnuiss

ANINARDUANUTIBNATDIUULERUAN
A® 35 KMO and Bartlett’s test of Sphericity
TagAn KMO 1Junsas3aanuaAntiianza
PDNNGNMIDL N INNTUIANGNN DL 1URINZ Y
A1 KMO A33azu1nn?1 0.5 &1%Tu3d
Bartlett’s test tutdunsInaoumn3nanduis
apedszrnsinduluadniendnsaindaly
duaInandunusvesdszsnsiduundn

@

WASNBAILEY BUadnfIwsusazaalaiinany
FUNUD U (ANERAUAUD TN INAIwUSHATN
Tnd 0) FerunsanuIndanlsudazefiaing

<)

Wudaszanndusgeanysal aedunsan

' @

nauvesimlfinliiinesddsenavazliia

q

>
= =

T FeldpTiwiossusznause faduen
a0% Bartlett’s test AIFATUTHENAUNINETA
(Sig < 0.05) WKUNYAININUATAAARNUANUS
Tdiiduunsnenanwal (Hair et al., 2006)
BAlE lumneseuanudaiureuaioialag
yhmsneaaaulunguiieg1e (Pilot Test) vienun
30 AU Ap inawidulsEAnsasautauaani
(Cronbach’s Alpha Coefficient Reliability: )
fuanesziuanuuBedioveegaday B
mndlenlndAes fuU 1 waneintladedadnuin

:
=

\Fofinge wazAduUsz@ns AseuvnAuoan
Afidnannndn 0.6 Wunaeininddediulng
vansuuazldiuagraunsuangluusazansinm
(Cronbach, 1951; Nunally 1978; Churchill, 1979;
Featherman & Pavlou, 2003; Han & Kim, 2017)
mMIassiLasajUnatoya
AR zidoyalaldm sz
a0/ LBanTINUN (Descriptive Statistical
Analysis) waziBepauu (Inferential Statistics
Analysis) Ag35n11931AEHRNALIZNBULEY
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Fudu (Confirmatory Factor Analysis: CFA)
wazANTIATZRaNNNSlATeESNe (Structural
Equation Model: SEM) ifiannanudumus
dBeannnpaeiiulsuazldnisniadauniy
sonnapeYadlang (Goodness of Fit Statistics)
WaRANTUIANHNEDAAFDITININN LAY

1 =

ToyaiBelszany
WNaN1SAN®

dayanaluvasgasuuuusauaiy

NNNgNFIPENSILIUILA 1,000 AL
WU snunAsingualagedusnnduwe
nijeauIu 839 Au Astdusdauay 83.9 fnu
DIYNLINNGNNIDE19TBI9D 529N 20 -
24 T wnnilge suou 799 Au Anuesas
79.9 FNUTTAUATRABINUINNGUAIDEN
mﬁﬁﬂwﬁzﬁuﬂ%zyzym%‘w%aLﬁsmwim’mﬁqm
$uau 642 AU Aniusavay 64.2 susals
WwanAoRsuNDINNgusBeelagduNnd
uldwdnsefousgiaundt 10,000 v
A 361 AU Antdusasas 36.1 suaBn
WU naudIEeIuINnToBwiduiniuw/
infnw Audu 703 au Asdusagay 70.3

doyamunginssuinllveengusiangs
MUYNNDADATIAURINRATIANINTnABE
Uszmemualaafign nudn anngusiet
dunutanun 1,000 AY NUINGUFIDLNSE I
1NNHYNNDIABATIRUAN Samsung INENTD
Aofiaszineinmalafngn S1uau 723 au An
Judoway 72.3 399a91NAAI18UAT Amore
Pacific 743U 190 AW Antdusasas 19 aau
Naver a1uau 47 AY Andusoay 4.7 n3ndue
KIA 47w 20 AW Aaduiasay 2 asn&uen
Hyundai a1W7u 13 Ay Aatdusazas 1.3 uag
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fingusndnvdutipeiifiyuunssionndud LG
FenunsndsfadszwmAnna laanan s
7 au Aaduiouay 0.7
ANINARDUAIINAIIVDILASDNIID
(Validity Test)
NANNINIINFBUANUTUNUSNAUNEY
ve9laanI 3TN A KMO winiu 0.856

:
=2

Fafidrunnin 0.5 wazidnlng 1.0 wnfige
Fenanalddngudiegamnunzay dnsy
Bartlett's Test #@A1 Chi-Square LAy
29404.937 fpdFunieanmwindy 0.000 9
fifndaunidn 0.05 way 0.001 LAANINLUAIA
andustusladundnenanwal nunsanuin
Fuava 42 fudsdanaldiuinnuduius
Auptamanzas adnsatnludwsnesiing
TuwasuuaapeaunsBalaseasnele
arIneasauANLBatueeAIasiie
(Reliability Test)
HaNINASEUANNLTaTuYS UL aRUANY
FENNTIATITEINNANFNY ST ANS ATAULIA
woar o Aoeszndne 0.811-0.895 &9

A13199 1 wansnTaanudymanaunus

fienunnan 0.70 Fuly Fenanaldndaudsi
iiuedeedintnuausuld wasnansinaey
ANUwlIUTINTReIuYS wudn Adndn
peAUITNaY (Factor Loading) 8fag33ning
0.536 — 0.879 Faiuafivausulamszdan
3 N3 0.50 Tuly (Hair et al, 2010)
nsnssaauilymandunussznIg
AT
MTIATALfiarinnInTRaaUdym
anduiusnUIN i dudseans anduiussening
0.001 9 0.782 BedAduyseansandunus
Tudeuanuazlsiiiy 0.80 (Berry & Feldman,
1985) wansliuinanMINaapUanauNUS
szwdnesauts nadadanuudasysanulad
AnuFuRUS Aunnldinsmauauiaulsle
13 fananleinfudsuennindanuiisenss
fanuduienmndaudsuaadulyaunngiin
dnlanauuudnassiiadefifinasonissingula
FondnfneiBedszaunmsaianyssmening
Tuguuesvasduilansialng

Al suela

AGE GENDER KW PBI MCI MICI PV P1
AGE 1.000
0.000%**
GENDER 0.049 1.000
0.000%* 0.000%*
Kw 0.106 0.106 1.000
0.000%** 0.000** 0.000%**
PBI 0.094 0.033 0.219 1.000
0.000%** 0.000** 0.000%** 0.000%**
MCI 0.142 0.001 0.198 0.391 1.000
0.000%* 0.000%* 0.000%* 0.000%* 0.000%*



NINsnERsManigInalscend 61
U9 16 afuf 24 unsAN - fguieu 2565
A13197 1 Wantesaauilymanduiius (sn)
GRIGIRITN AGE  GENDER KW PBI MCI MICI PV PI
MICI 0.003 0.120 0.494 0.504 0.645 1.000
0.000%*  0.000%*  0.000%* 0.000%* 0.000%*  0.000%*
PV 0.055 0.014 0.521 0.223 0.541 0.539 1.000
0.000%*  0.000%*  0.000%* 0.000%* 0.000%*  0.001**  0.000%*
PI 0.32 0.123 0.471 0.194 0.472 0.487 0.782 1.000
0.000%*  0.000%*  0.000%* 0.000%* 0.000%*  0.000%*  0.000%*  0.000%*
nuneme. ** agnefidadnAneanin 0.001 * agedidudAmneaia 0.05

nsAtAsIznsAlsTnauLBedudu
(Confirmatory Factor Analysis: CFA)

MTIATNZRRUTENauBeEusY e
RANTANANUADANFDINANNAUTZAINNLULAA
AudeyaiBesednyg fiwmineduyszans
pYsenIng 0.26 v 0.94 fAduszand
ANFURUS IBINN YN ANE DY R? 3owaz
78.40 AlndanuulsUsudignadnle (AVE)
Jen319 0.500 &9 0.770 Fedianlsifonin 0.5
Feaguldan Tumansiadnnunsedegindia
faddudsianuuena i (Fomell &
Larcker, 1981) wasifnAdnuifiessdy (CR)
Jen3e 0.767 §19 0.930 SedA1snnnan 0.60
Feaqulsndudsfianuiiisensadeduun
(Diamantopoulos & Siguaw, 2000) anHa
Fenziuanalfifiuinsudseertsenauida

Ly

fuduiinnuiisensadeinuungs fanudu

NN ILUTUANAULNA a1 TaULTN
Tuwasuuaapaunsalaseasele

MFIATTAANANSIATIESS (Structural
Equation Model: SEM)

AMIIATITAENANSIATIETN Wariag
AIINEDUANLAUNTAURATANUYNADIVDY
TumaaunsBelaseadne MnranTIAseh
WU AFBINNFTANNERARARINANNAURD
doyardeszdnslunamiszdud 3 lfiiudn
wuudnaseasnsBlaseaieiadeisinase
nsdnauladondndaiiBelszaunisaiann
Yazmannd luyunosweeduilaasialing
danuaannapenainauiutayaiBelssdng
asdaullussdunisyensunieada Fed
AnNaanraaadulmunasinsiinuadn
Sunansitanalunsindinnuiisenss
w38 OK Fit Confirm AuANT1T 2

A9 2 ANEDRRTUTZEIUANNNANNAUYDIENNNT B AT

B X’ df  pvalue ¥ df GFI  AGFI  CFI NFI TLI IFI RMR RMSEA
e >0.05 <200 >095 >095 >095 >095 >095 >095 <005 <0.05
SEM 417.998 381 0.093 1.097 0981 0951 0.999 098 0.997 0999 0.034 0.010
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NINASBUANNATIUUIAY
NANNTILATTAANAN T lATIa LU
Saosiladeiifinasonisdnaulatondnin
dBetszaunsalannyssinanng Tuguues
woafuilansnalny funadnsaaralud
n3suiauAvesuslaniidndna
nensuBeuansenisdndulads Tauddn
Jusedn3windy 0.878 ArANNAIALARDY
WinAy 0.058 A1 t-value WiNAU 21.282 LAy
A Sig. Yawnin 0.001 a1uNsaeduudNSna
samsiasuwlaslasouas 78.40 agediy
fAfuneadfaf 0.001
MnanealrasUIinAfun I iaBeNnaa
N3 NanNATBILINFDAMNANLIYRU T INA
furnlnBeqania laediidudss@ns windu
0.483 AN AANALAABUWINAL 0.078 AN
t-value WAy 11.746 wazA1 Sig. "aunin
0.001 83303 UEdNENasanIWasuLUAY
#3288z 60.30 peefludAuneading 0.001
MnanealresUIinAfuA L laBeNnaA
FanZnan19nsuBeuinaen1IsuInuMeA1209

&

quilaa Tnafiendudseanswindy 0.424 fn
ANNAAALARDUWINAL 0.064 AN t-value
Windy 10.867 wazAn Sig. Wepni1 0.001
a1uTaedunedndnanensiasundasls
Saay 32.60 peefiudAun1eadiff 0.001

ANANBAUVDIR T AUAFULDDTBNSNa
NNATIUTIVINFDANANBADDIUTZINAGU
AdaBeunaa aefifndulseanswindy
0.366 ANAINUAAIALAADULINAL 0.023 AN

t-value AU 9.695 wazA1 Sig. Weunin

0.001 nxsaSUNednEnasamIwasuLlas
193088z 16.70 peeituddneadind 0.001
NI RANNNARLDNSNANNATIBILINADAN
anwalvesszwasuilaBegania loadid
JuUTENS N 0.346 FANAAIALAGEL
WwinAu 0.082 AN t-value WiNAU 8.578 WAy
AN Sig. Ypwnin 0.001 auTnaSuBNENa
samsiwasuulaslaiasas 60.30 agediy
gNfuneadnn 0.001

AMNANBAUVDIR T AUAFULDLTBNSNa
NNATUTIVINFDANAN WAV TLINAGU
AdnBeqania taaddudszanswindy
0.239 FANNAAALAGBUWINAL 0.037 AN
t-value WAL 7.508 waze Sig. Yaenin 0.001
snanTaesunednsnasensiasuudaddiiasay
60.30 agedtpdFuneaninn 0.001

NI ARYNNIMATDNSNANINATIEILIN
fioANANUYDNUILINAAUNTHALTNNBAA
ToefiFnduyseanSwindy 0.118 AAdNNAaTA
WWARUWINAD 0.032 AN t-value WU 3.903
LazAN Sig. #Weundn 0.001 &WnIneduny
nswasionswasundasldFasas 16.70 aeg
fpdfymeaiaf 0.001

wanualuesdsemeaduiiiniBeaania
JdnBnanensudeuInfan1sTUIAMAITDY
quslaa Tasfiendudszanswindu 0.112 #n
ANUAANALARBUINAD 0.030 FN t-value WindU
3.287 wazAn Sig. Winny 0.001 ausassuny
Fnsnadaniswasuslasls Seuaz 32.60
penafifudANeadFAfN 0.001 Fepnseil 3

Aua197 4
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AN 3 NANNTIATIZHENNTHENLATIET

A Path
aUNAFIY p-value Nan1Inaaay
coefficients
MuanEaiveI I FUMAUILY —> mwanualvesszmadu 0.366 0.000%* aiuayu
AUUAAINNAIA
muanvaivesnsdumauny —> mwdnuaiveatlszmedu 0.239 0.000%* aiuayu
AutiaFgania
NEEIGITEIVORITG — amanuaivelszmady 0.118 0.000% AUy
AUHAFINTNIN
nIzuatounIna — mwdnuaiveatlszmadu 0.346 0.000%* Aty
AaFgana
amanualvelszmaduiuia —» mwdnyaiveatlszmedu 0.483 0.000%* mivayy
AWHNA AaIgana
mwanwalvelszmaduiuiia — mssuinuavesdus Inn 0.424 0.000%* vy
(AUNNA
mmdnbaivesszmeaduruiia —> mssuiqmavesdusInn 0.112 0.001* aivayu
13990017
mssufamuavesdusInn —> mydadulde 0.878 0.000%* Aty
91 — midadulode 0.022 0.000%* AU
et — mssindulaie 0.112 0.000** iy

@

MUGIHE. ** DE1INT

geAYNINADA 0.001 * DN

A o

geAYNINADA 0.05

A157197 4 ANBNSNATIN ANDNBNANINATILAZANDNDNAN D ANV NI NARD I IR

Variable Effect Macro Micro Country Perceived Purchase
Country Image Image Value Intention
Prototypical INFNANWATI (DE) 0.366 0.239 - -
Brand Image NTNan1edou (IE) - 0.176 0.202 0.177
answalagsiy (TE) 0.366 0.416 0.202 0.177
Korean Wave ANTNAN19A59 (DE) 0.118 0.346 - -
nsnan1esou (IE) - 0.057 0.095 0.084
answalagsiu (TE) 0.118 0.403 0.095 0.084
Macro Country NTNAN1ATI (DE) - 0.483 0.424 -
Image NTNan1edou (IE) - - 0.054 0.420
aninalassiu (TE) - 0.483 0.478 0.420
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W

A15719% 4 ABNSNATIN ABNDNANINATILAZABNDNaN 19PNV RTRALNTNAFDAILUIANY (5iD)

Variable Effect Macro Micro Country Perceived Purchase
Country Image Image Value Intention
Micro Country 9NTNaN1AII (DE) - - 0.112 -
Image ansnan19sew () - - - 0.099
answalagsiu (TE) - - 0.112 0.099
Perceived Value INFNaNATI (DE) - - - 0.878
aNTNan19dou (IE) - - - -
answalaasIu (TE) - - - 0.878
Age aNFnan1ewsd (DE) - - - 0.022
aNswan1adou (IE) - - - -
answalagsIv (TE) - - - 0.022
Gender INTWANWATI (DE) - - - 0.112
answan1adou (IE) - - - -
answalaesiy (TE) - - - 0.112
RZ 16.70% 60.30% 32.60% 78.40%

NN T 4 NaagUANNANTUS NS NA
NN BNBNaAN DN WarBndnasinwes
WUULUUAansaNmsiBelaseasneiladsfifing
sansdnauladonandueiiBelszaunisaiain
Uszinenma Tugsseasduilnasming Yszney
e Fudsiu 2 dauds leun mnansalves
ATNRUAFULLY BAS ATTLAARUAME Fauys
derinu 3 frauds leud mnansalveslssne
AUANLTABINRANA MWANBUVDIUIZNAGY
Audadeqania way MasunuAwesuslan
wazdadseny 1 69 Idud masnaulade

afuUseuazagunan1sidg

ANANBAVDIATIBUANAUULUIADAIN
anwalrevUssnARUALan

ANNNINAFDUANURFIUNINANTIRY
MeNTIAIzRAanR a1unsaedunalen
ANANBUVDINTRUAAULDD AN ALBIDIN

fionmnanulUn Iz nAAUALTEALTNBAA
WATANANBAVDIUITTINARUALTALEIRAAA
apnPdRiUNUItYRI R BNaNeiuTiAY
Fnwluafe (Gotsi et al., 2011; Magnusson
et al., 2014; Jin et al., 2019) Wy &ndwa
YDIANANBUVDIA T RUANAUULUUAINALTS
vansanmansaivesdszmaduidaiteluide
unmeuazluiBaaana Gesdewano ol
msdnauladaduivasiuslae Fufulay
auRFIURSisTYIN MnanwalueensIFUA
AULUDAINALBIUINADATNANHAIVDIUTLINF
AUANTABINANTA LAZANANWAIYDNLIZINA
Furlinigeaania
NIZUATYNLARANVATNANHAIDDS
UszinaaunLin
ANNNTNAFDUAUURFIUNINANTIRY
fenTIAsIzRaans a1unsaedunslein
nazuafiuninmadenasian nanealvesUszina



AUAITALBUANIA LaTMNANBUYDIUTENF
AurindaBeania eapnnapeiUOuidy
yauinddunaevinuiiwefnsluefia (Gotsi
et al., 2011; Magnusson et al., 2014; Jin et
al., 2019) WU BNSWAVRIATTRAARULNNNAE
danaBeuinsannansleelszmAnunLie
ﬁ”’ﬁiuL%ﬁmmml,aﬂul,%ﬁaamﬂ UMY
3qpve9 Lee (2015) Aszyiduriuinnszuaiisy
IMRA SN BIUINsaAINAN YD IEINA
surdansluamaiauazluiBeqania
TaganiznnansaivaA3InedIn19nna

:
=

FedenasooslyFenssnauladodudve
duslae Fedulumusuuigiudeiiszydn
nIzuafdylnInddenaBeuInsanInanival
YU TNARUANTABNUAAA LazANANYA!
299U TEINATUALTALE9aAA

ananvalvaslssinaduntinide
unAIAAUANANBalwaslszinAduALin
1B9qann

ANAINAFDUFNNFFIUNNNANTINEAIY
AMFIARANEER anansaadunglaan an
AnwYDNUIINAAUATABINBAASINASD
amanualuesszmaduiidadgania d
ADAAARNAUNWAAYVDY Pappu et al. (2007)
WU ANANBUDDIUTENABINRNAEINAsD
ANNANWAVBNLILIMNALBRANNADEINUN 39
Juslamdnlasuuaainamdnualaesszime
BONRANANINAINANANBID DU TN ALDS
qan1A (Magnusson et al, 2014) aufuly
puauNRgIusaiszyin Mwdnualaeszme
AUNNTABINRNASINALBIUINADATWANA
299U TEInATUALTALE9aAA
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AMNANBAUVDIUILINAAUAEANUANS

s

vinmuAvaeEuilan
ananwalvasdzneduidamly
BennmanazlulBeganinsdauwaiBeuanes

& ' o

M33usanAaesduilan donnaoeiveu
Fdgveeinidenatsvinufinefnslusda
(Kalicharan, 2014; Koschate-Fischer et al.,
2012; Hamzaoui-Essoussi, 2010; Ahmed &
d’Astous, 2008; Pharr, 2006; Ahmed et al.,
2002; Knight & Calantone, 2000) WU AN
anwalraelssinAdui el andnananIsy
Snaurndnududaesuilng udadenanolos
Tussmssnauladoduivesiuilan Feduly
AusLNRg USRSy Mmanwalasyszne
AU nANARUA AN BRI TZIMAAY
AflaBeanAdenaLBeuInaanISuIAMAT
vosduilan
masuiamrnvesiuslnafumsdadulads

[

M3sunuAmeeuslnasauaiBeuan

U 9

sanssnaulate aanndpeiUATa0n
Aunanvinuiimefnuluafia (Dodds et al.,
1991; Chang & Wildt, 1994; Beneke et al.,
20183; Salehzadeh & Pool, 2017; Watanabe

£

et al., 2020) WUI1 ATIUIAUAINENSNA

q

4

>

Tngnsefidenasionsdndulage winiduso
aszduliuslaafansdnduladoinndedy
(Chu & Lu, 2007) Fadulumuauaigiusisi
52y MasuiauvesuslnadenaiBeuan

san1sdnaulade
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UDLAUBD UL

dotauauuzlumahauiseluaseialy

NATDINIIANBIITLALBILAI19DA
ANu3 IndnsovengoeraNg lunstngeg
fuLUy (Prototype Theory), Nawi] lAT9a314
Uszaun1saldiyl (Schema Theory), 93
ANULaNRAA (Equity Theory), mwﬁ’éﬁm%
(Cue Theory) Way LuAADNSNaVYDNUIINA
AUATLR (Country-of-Origin Effect: COO
Effect) sntfipatiayuunazadunsluauided
waziimafiuiadiumssuinarvesiuilan
(Perceived Value) \iia@nsniadnsnafidena
somainduladovesiuslansnineifiudy
Taglanz TnsianuaaninsatnanIsans
nszgnduaziauInIouwwAf uDIUNd
wanensanwddtlusiin FeanunsanlUlsd
g9BaaziaznauAuNIRNEINGFNIINNIT
fnaulafaindasdionanmavesiuslnami
Inslugailaqiiule loananisdnswanalriiu
31 MNANHAVDNATIFUASURDDAUNTZ LA
fsinndiinaBewindensdnduladainia
foranud Tuguneswesduilaasaingeny
20-50 T Tasmsdnauladed I§5usnsnads
NUNNANINAN BTN INAGUALTALEY
WA MnansalresITinAduAnBRanIA
wazms3udnavesuilan Fedifladudu
wAkazegifianuduiusiuasdnaulade

2

TaeamzmumAznuIn i uAng U
fANUNAINRANENMIUNARSIHALBILINGBNNS
fnauladaiaasdionanmainaninmese
faduundn fiauladrwsssnansatinanis
Anwnd Wysanmsld lumsiaunawidelu

auNARLAZMURARTSAALRLFuldsa Y

Fatauswuzlunisirauidaldls
dszlapi

anmaflszmalnefidnsiunnsign
in3psdnesnimnaduyarndi 3.5 & upm
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AU ) ANEREILATEINAINAIULAILS

<)
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o
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UM (K-Beauty) fias1eminudeenis
Foiadsdonannanndy enus ey
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Abstract

The banking industry in Thailand is digitalising, so IT projects there must be fast
and highly effective given their continuous increase. This research studies the influence of
the Knowledge Transfer Model on Thai banks’ IT outsourcing performance by distributing
questionnaires to the sample, consisting of IT outsourcing staff at the top seven Thai
banks. The data from the questionnaires was then subjected to statistical analysis with the
Structural Equation Model. The results show that both IT staff competency and IT consultant
competency have a positive effect on IT outsourcing performance. However, IT consultant
competency has a larger effect. In addition, IT staff competency and IT consultant competency
also contribute to knowledge transfer within the project, which creates shared knowledge

between them. Finally, this shared knowledge has an impact on IT outsourcing performance.
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1. Introduction

During the past five years, the Thai
government has instituted the digital economy as
its main policy for driving national development,
as can be seen from the restructuring of
various ministries related to it; the digital
economy will work with both the government
and the private sectors in accordance with the
government’s digital economy policy. Here,
the Thai government encourages the use of
information technology (IT) to increase the
competitiveness of all industries, including
banking, which is facing constantly increasing
competition and which uses IT as an important
tool for providing efficient services to customers;
this has resulted in a crucial role for outsourcing
and is consistent with the trends of many other
Asian countries like India and China (Mishra
& Mahanty, 2019; Liu & Jayaraman, 2019).

The Thai banking industry’s situation as it
transitions to digital banking is a result of
technological advances and consumer demand
for speed in conducting financial transactions
without visiting a bank. The banking industry
everywhere is facing digital disruption as online
deposits, mobile transfers, and e-bill payments
become more common. Competitiveness
among banks relies on gaining more
information technology in both service
innovation and in business process efficiency.
Thus, IT outsourcing projects are becoming

more complex (Mehta & Mehta 2017).
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In improving such competitivity,
collaborative governance mechanisms are an
important foundation for effective cooperation
between IT consultants and their clients
(Mukherjee, 2017). Failures of IT outsourcing
may be created by IT consultants lacking an
understanding of their clients’ business
processes, as well as their not maintaining good
relationships with their clients’ internal IT staff
(Mehta & Mehta 2017). In order to increase
project performance, IT service managers must
build external integration with the client while
building internal integration with their IT
consultant teams so that these possess specific
competency variety (Liu & Jayaraman, 2019).

However, the success or failure of
IT outsourcing depends not only on the
IT consultant team, but also on the readiness
of the bank’s personnel, whose IT outsourcing
experience directly affects their adoption of new
technologies in their organization (Hanafizadeh
& Ravasan, 2018). Familiarity with the
relevant technologies will help IT staff to
accept and to use them (Alshamaila et al,
2013). Studies on the relationship between
IT staff competency and IT outsourcing have
reached different conclusions, though. Many
studies have found that IT staff competency
is related to IT outsourcing (Lian et al., 2014;
Sultan & Khurram, 2018), while others suggest
that IT staff competency has no effect on IT

outsourcing (Hanafizadeh & Ravasan, 2018).
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Furthermore, still other studies have
found that the competencies of IT consultants
and of IT staff contribute to one another and
are essential to the success of IT outsourcing
(Han et al., 2013). Confidence and interaction
among project personnel help IT outsourcing
succeed, with knowledge sharing increasing
the success of IT outsourcing projects (Qi &
Chau, 2013). IT developers should therefore
have the training capacity and sufficient
time to transfer knowledge to the IT staff so
they can maintain the bank’s system after
completing the project (Mishra & Mahanty, 2019).

According to the review of previous
studies below, the knowledge transfer model
affects IT outsourcing performance. This model
consists of several related factors, including IT
consultant competency, IT staff competency,
and the knowledge transfer process. However,
there is a limited number of studies on the
influence of the knowledge transfer model
on the IT outsourcing performance of the
banking industry (e.g. Hanafizadeh &
Zaravasan, 2018). This research therefore aims
to study the influence of knowledge transfer
on the IT outsourcing performance of the Thai
banking industry in order to understand the
interaction among the relevant factors; as an
extension of previous IT outsourcing research,
it can reveal a strategy for increasing IT

outsourcing performance in the banking industry.

2. Theoretical background and hypotheses

2.1 ITO Performance

Nowadays, IT outsourcing is an
increasingly popular method of improving
productivity. It is also an important part
of the development of work leading to the
increase of knowledge and competitiveness
of the organization. However, the outcome of
outsourcing is different for each organization.
Some organizations do not get the
desired benefits from IT outsourcing and fail to
outsource, while others successfully outsource
their IT jobs (Mclvor, 2009).

Companies choose IT to outsource
as a strategy to transfer work that is not at the
heart of their organizations to other companies
with specific expertise. Such outsourcing
lowers costs while raising quality and enabling
businesses to focus on their core competencies.
The IT outsourcing performance assessment
(ITO Performance) can be measured by the
outsourcing’s efficiency and effectiveness (Rosin
et al.,, 2019), as well as its strategic benefit,
economic benefit, and the overall satisfaction
it provides to the company paying for the
outsourcing (Qi & Chau, 2015). While some
studies measure the success of IT outsources
in the successful delivery of IT services

(Karimi-Alaghehband & Rivard, 2020).



2.2 IT Consultant and IT Staff
Competency

It is not easy to achieve IT outsourcing

goals, as IT outsourcing is a complex and
collaborative process among multiple sectors
(Gottschalk & Solli-Saether, 2005). ITO
Performance depends on various factors,
including the relationship, knowledge, skills,
and capabilities shared between IT staff and
vendors (Kern & Willcocks, 2000; Lacity et al.,
2011). The competency of both the IT staff and
the vendors is especially important for optimizing
the effectiveness of IT outsourcing. Many
studies on the essential components of their
competency for successful IT outsourcing (e.g.
Lacity et al., 2011) present an IT outsourcing
framework that identifies specific important
competencies. The vendor, or IT consultant,
possesses knowledge of IT systems, as well
as management skills in areas such as risk
management, vendor management, cultural
distance management, and negotiation. As for
the IT staff, significant competencies likewise
include knowledge of IT systems and human
management skills. For example, Khongmalai
et al. (2016) studied professional competency
for IT outsourcing in the Thai banking
industry, finding that the competencies of IT
consultants consist of technical and business
knowledge and skills in coaching, customer
attention, and project management, as well as
in knowledge sharing. The competencies of

IT staff, on the other hand, consist of knowledge
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of their business, project management
skills, and an outcome-focused perspective.
Earlier, Shi and Sarker (2007) identified IT staff
and IT consultant competencies related to
successful IT outsourcing, including knowledge
of project management, of different cultures,
and of work styles, as well as the transfer
of knowledge between the staff and the
consultants. The study found that knowledge
transfer resulted in knowledge sharing, but
also various problems. Here, a major factor is
the human one, specifically the readiness and
ability of the IT staff and the IT consultants
to communicate and interpret each other’s
messages; if there is too wide a competency
gap between the parties, it will negatively affect
the transfer of knowledge (Shi & Sarker, 2007,
Brcar & Bukovec, 2013). Moreover, individual
competency factors can also affect the
efficiency of IT outsourcing (Aron & Singh,
2005; Aubert, et al., 2012; Brcar & Bukovec,
2013; Dutta, et al., 2011; Lee & Choi, 2011).
For example, Lee and Choi (2011) found that
the effectiveness of IT outsourcing depends
on three factors: 1) the organization’s ability,
2) the knowledge transfer itself, and 3) the
quality and capability of the IT consultant.
On this point, Aron and Singh (2005) state
that the factors affecting the success of IT
outsourcing include the personnel’s technical
skills, their ability to work, and the strategic
support from their organization. Therefore, the

hypotheses are as follows:
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Hypotheses 1: IT Consultant
competency has a positive effect on
IT outsourcing performance.

Hypotheses 2: IT staff competency
has a positive effect on IT outsourcing
performance.

Hypotheses 3: IT consultant
competency has a positive effect on
knowledge transfer.

Hypotheses 4: IT staff competency
has a positive effect on knowledge transfer.

2.3 Knowledge Transfer and Shared
Knowledge

In the digital economy era, the
development of information technology
is changing rapidly, affecting business
operations in many industries (McGrath, 2013).
Businesses therefore must pay more attention
to their core competencies to innovate business
models that can most meet the needs of the
market. Banking in particular requires much
adjustment to address the new situation in
which it no longer monopolises financial
services. Many new players, such as financial
technology start-ups, are competitors, so
banks must adapt to customer demands by
investing in digital technology and applying
it to financial transactions, with emphasis on
convenience, speed, and flexibility.

In the banking industry, most
information technology jobs are outsourced to
specialized organisations (Brcar & Bukovec,

2013). Previously, IT outsourcing was

done by a single vendor, or IT consultant.
Presently, outsourcing is conducted with many
vendors to meet banks’ IT needs. Therefore,
the collaboration between the IT staff within
the organisation and the IT consultant is now
more complicated (Faraji & Abdolvand, 2016;
Gurung & Prater, 2006), so banks try to find
processes that will maximise the efficiency of
their IT outsourcing. Many research studies on
the factors related to IT outsourcing find that
the knowledge transfer relationships between
companies and vendors are central (Gerbl et
al., 2015; Gewald & Dibbern, 2009; Hsu et
al., 2007; Lian et al., 2014; Lin & Chen, 2012).

Knowledge transfer is the transfer of
knowledge from one person to another person
who needs that knowledge. Distanont et al.
(2012) and Szulanski (1996) viewed knowledge
transfer as a form of communication. The
transfer process can be considered as sending
messages from a source to a recipient in
a given context. In the knowledge transfer
process, the sender and the recipient play
an important role. Anyone who has the skills
and background knowledge on the subject
to be transferred well, willing to share, have
the ability to absorb capacity, and share will
achieve the goal of knowledge transfer. The
successful knowledge transfer also depends on
the level of the sender-recipient relationship.
The closer the personal relationship is, the
more efficient the transfer. Moreover, the

nature of knowledge and how it is transferred



also important (Distanont et al., 2012; Distanont
et. al., 2014; Pardo et al., 2006; Sarker et al., 2005;
Xu & Ma, 2008). Each method of knowledge
transfer is appropriate for each specific
situation. It depends on the type of knowledge
to be transferred and how it is transferred
(Distanont et al., 2012). Some transfer methods
are suitable for some types of knowledge
but not for others. Therefore, it is helpful to
categorize the knowledge to be transferred.
Many researchers have classified the types
of knowledge to be transferred, such as tacit
knowledge and explicit knowledge (Distanont
et al., 2012; Nonaka, 1994; Polanyi, 1962). In
brief, there are four fundamental elements:
source, the message, the recipient, and the
context. Knowledge transfer can occur within
the organization (intra-firm knowledge transfer)
or across company boundaries. Knowledge
transfers between companies can be downstream
(with customers), upstream (with suppliers,
universities, and other organizations), or with
competitors, which is the process of learning
from each other. Nowadays it is difficult for
companies to rely solely on internal knowledge
and skills or control all knowledge within the
organization which is inter-organizational
learning (Chen et al. 2006). The knowledge
transfer between each other is important
and necessary for work and innovation to
occur, but it is not easy. As there are many

challenging factors: sender, receiver, and transfer

Kasetsart Applied Business Journal 79
Vol. 16 No. 24 January - June 2022

method, that is suitable for each subject and
related context (Vaghefi et al., 2018). The more
knowledge transfers between organizations,
the more complicated it becomes, because
the work will consist of personnel of various
nationalities who have both basic ideas and
different working methods. Therefore, it is
necessary to focus on the factors that affect
the success of knowledge transfer and lead
to the success of the work (Foss & Pedersen,
2004; Persson, 2006; Vaghefi et al., 2018),
especially in the field of information technology.
The nature of the work itself is
complex and not easy to transfer knowledge
between each other, as well as the ability to
communicate background knowledge and
skills in various fields of both the sender and
the receiver. These are challenging factors
that can affect knowledge transfer and lead
to the effectiveness of IT projects. In the
context of information technology outsourcing
(ITO), knowledge transfer is divided into two
dimensions: business-specific knowledge, which
is transferred from the outsourcing client to
the provider during the opening transition
phase of the project, and technology-specific
knowledge is transferred from the vendor to the
outsourcing client during the closing transition
phase of the project (Blumenberg, 20009;
Kristjansson et al., 2014; McGowan Poole, 2020).
However, it is not easy to transfer knowledge

between IT consultants and IT staff (Ko et al.,
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2005; Kristjansson et al., 2014; Rottman, 2008;
Sudhakar, 2013; Teo & Bhattacherjee, 2014).
It depends on various factors that affect the
knowledge transfer process in terms of the
type of knowledge that must be transferred
during work, which includes skills knowledge,
process knowledge, domain knowledge, and
work and culture norm, in which the domain
knowledge, and work and culture norm are
mostly tacit knowledge which is difficult and
challenging to transfer (Britto et al., 2018; Cairo
Battistutti & Bork, 2017; Huong et al., 2011;
McGowan Poole, 2020; Pantic-Dragistic &
Soderlund, 2018; Park et al., 2011; Strasser
et al, 2019). In addition, client motivation,
vendor willingness to share, knowledge
codifiability, prior experience with vendor, and
client and vendor capability are also important
factors influencing the success of the transfer
knowledge in the ITO (Battistella et al., 2016;
Cairo Battistutti & Bork, 2017; Hodosi et al.,

Figure 1. Research Model

IT Consultant
Competency

Knowledge
Transfer

IT Staff
Competency

Shared
Knowledge

2017; Jain & Khurana, 2016; McGowan Poole,
2020; Nurye et al., 2019; Pantic-Dragistic &
Soderlund, 2018; Strasser et al., 2019; Teo &
Bhattacherjee, 2014).

In the context of IT outsourcing,
knowledge transfer is the exchange of
information, knowledge, skills, experience, or
even problems throughout the team. Knowledge
transfer creates shared knowledge, which helps
more efficient work models (Khongmalai, 2019;
Paulin and Suneson, 2012). Shared knowledge
thus acts as an intermediary to increase the
success of IT outsourcing projects (Blumenberg
et al., 2009; Qi & Chau, 2013).

Therefore, the hypotheses are
as follows:

Hypothesis 5: knowledge transfer
has a positive effect on shared knowledge.

Hypothesis 6: shared knowledge

has a positive effect on ITO performance.

ITO
Performance




3. Methodology

3.1 Population and sampling method
This research aims to study IT
outsourcing in the Thai banking industry, with
the scope of the top seven Thai banks ranked
Bank of the Year 2018 by Money & Banking
Magazine, consisting of Bangkok Bank, Siam
Commercial Bank, Kasikorn Bank, TISCO Bank,
Thanachart Bank, Kiatnakin Bank, and Bank of
Ayudhya (Money & Banking Magazine, 2018).
The sample consisted of 700 personnel from 7 banks
(100 from each bank) who had experience in
IT outsourcing projects for 1 year or over.
3.2 Questionnaire Development
The research model consists of IT
consultant competency, IT staff competency,
knowledge transfer, shared knowledge, and ITO
performance. Measurement of five factors in
the research model were initially constructed
based on the relevant previous studies. Expert
interviews were then conducted to validate the
content of these five constructs. Seven experts
from Thai banking industry with over seven
years of experience each were asked whether
these question items adequately represent all
relevant constructs under the study. Then, the
questionnaire was developed based on the items
validated by the experts. The pilot test was
conducted with 30 IT staff. The Cronbach’s
alpha coefficient was calculated to ensure the

reliability of the questionnaire and the internal
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consistency of all the scales used. A reliability
coefficient of 0.70 or higher was accepted for
the newly developed instruments (Nunnally,
1978). All the scale exhibited a satisfactory
alpha ranged from 0.71 to 0.95.
3.3 Data analysis

Data from the completed questionnaires
were analysed by the Exploratory Factor Analysis
(EFA) and the Structural Equation Model (SEM).
First step, the EFA was employed. Principal
component analysis with Varimax rotation was
used to reduce the dimensionality and extract
factors representing all constructs in research
model. Then, the SEM was used for testing
the research model and the interrelationships
between factors. It is an effective technique for
conceptualising a theoretical model, confirming
relationships between variables and gaining
insight into the causal nature and strength of

the identified relationships.
4. Results

4.1 Descriptive statistics

Data for analysis were based
on 569 questionnaires of which 700 were
distributed, representing 81% rate of return. All
respondents had experience in IT outsourcing
projects ranging from 1 year to more than 10
years. 70% of them participated in projects
as team members, 29% of them participated

in projects as project managers, and 1% of
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them participated in projects as directors of IT
division. All of them had experience working
in collaboration and knowledge transfer with
IT consultants in various phases of projects.
69% were IT systems for financial products
and customer services and 31% are IT systems
for corporate management.

4.2 Exploratory Factor Analysis: EFA

The results of factor analysis from
EFA were based on the criteria: 1) the eigen
value of each factor must be above 1, and 2)
factor loading must be higher than 0.5. The
objective in the stage of survey factor analysis
is to identify the relationships of factors that
affect the ITO performance.

Based on an examination of the
inherent relationships among the items under
each factor, the following grouping was made.
The first construct, the IT consultant construct
consists of four factors i.e. factor 1 was termed
“technical lead- business knowledge”; factor
2 was termed “coaching and customer focus
skills”; factor 3 was termed “project management
skills”; factor 4 was termed “knowledge sharing
attitude”. The names of these factors were
derived from the factor using the items with

the largest loading factors (Table 1).

Table 1.

I'T Consultant Construct

Coaching and Customer Focus Skills Factor
Loading
Skills in developing IT staff skills 786
Skills in building good cooperation with IT staff 772
Skills in building trust for IT staff 731
Skills in transferring knowledge to I'T staff 712
Skills in changing the form of technology transfer 676
Skills in responding to IT staff requirements .650
Skills in building relationships with IT staff .590
Skills in introducing appropriate technology 584
Note: Variance Explained = 23.884 Percent
Project Management Skills Factor
Loading
Skills in implementing project activities 793
Skills in planning operation clearly 792
Skills in monitoring and evaluating project progress 764
Skills in negotiating to reduce conflicts .693
Skills in building cooperation in working as a team .642
Skills in using technology to support all parties 638
Note: Variance Explained = 29.871 Percent
Knowledge Sharing Attitude Factor
Loading
Sharing knowledge with tcam members is important. 857
Transferring knowledge to customers is important. 856
Effective communication is important. 812
Managing the scope and requirements is important. 803
Working efficiently is important. 7195
Developing efficient IT solutions is important. 783
Creativity is important. 778
System quality testing is important. 768
Cross functional teamwork is important. 746
Role model in transferring knowledge is important. 664
Knowledge transfer will lead to better returns. .608

Note: Variance Explained = 59.825 Percent

The IT staff construct consists of three
factors i.e. factor 1 was termed “practical
business knowledge”; factor 2 was termed
“project management gkills”; factor 3 was

termed “result oriented attitude” (Table 2).
Table 2.

IT Staff Construct

Technical Lead Business Knowledge FFactor
Loading
Fundamental technology knowledge of the bank 829
Specific technical knowledge of the bank 816
Knowledge of the bank's business process 773

Note: Variance Explained = 65.058 Percent

Practical Business Knowledge Factor
Loading
Knowledge of the bank's business process .859
Fundamental technology knowledge of the bank 850
Specific technical knowledge of the bank .840

Note: Variance Explained = 72.174 Percent
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Project Management Skills

Skills in building cooperation in working team
Skills in choosing technology to support all parties
Skills in developing a project

Skills in applying modern tools

Skills in building relationships with IT consultants
Skills in building relationships with key users
Skills in responding to key users’ requirements
Skills in communicating requirements completely
Skills in monitoring and evaluating project progress
Skills in modifying the form of knowledge transfer
Skills in negotiating to reduce conflicts

Note: Variance Explained = 58.704 Percent

Result Oriented Attitude

Developing efficient I'T solutions is important.
System quality testing is important.
Learning new technology is important.

Continuous self-improvement is important.

Factor Transfer knowledge through face-to-face meetings 719
. Transfer knowledge completely that meets the needs 714
Loading
708 Transfer knowledge in a sufficient period to meet the 701
793 needs
776 Transfer knowledge using technical language 659
776 Transfer knowledge using various channels such as 593
772 email and telephone
772 Note: Variance Explained = 18.758 Percent
769 Context Factor
761 Loading
753 The bank's project work culture [facilitates .864
748 knowledge transfer
706 The bank has clearly set a policy for knowledge 855
transfer
Factor The ‘exccutlves provndff support for knowledge 740
Loading transfer such as money, time, and place
Note: Variance Explained = Percent
822
821
. The shared knowledge construct and

810 the ITO performance construct have only one

Creativity is important. 767
Compliance with rules and regulations is important. 154 factor (Table 4_5)
Cross functional 1cam\'&/0rk is important. 753 Table 4.
Knowledge transfer will lead to better returns. 652
Role model in transferring knowledge is important. 635 Shared Knowledge Construct
Note: Variance Explained = 58.005 Percent Shared Knowledge Factor
Loading
The knowledge transfer construct con- Complementarity of knowledge between 1T 908
sists of three factors i.e., factor 1 was termed Consultantand [T Stafl o .
Designing of software applications for specific 907
“people”; factor 2 was termed “process”; factor group of users within the banks
Customizing the appropriate I'T solutions for solving .906
3 was termed “context” (Table 3). operation problems
System manual that includes the operation manual, .862
Table 3. maintenance manual, and additional information of
Knowledge Transfer Construct use after the IT'staff begin using the information
technology solutions
People Factor Note: Variance Explained = 80.263 Percent
Loading
Willingness to share knowledge from time to time .804 Table 5.
when requested
Willingness to share knowledge with familiar 772 ITO Performance Construct
project team members ITO Performance Factor
Willingness to share knowledge during the closing 752 Loading
phase The developed system is casy to usc. .890
Willingness to share knowledge during the .565 The developed system can satisfy end users. 888
execution phase The system has been completed within the specified  .879
Note: Variance Explained = 31.132 Percent scope.
Process Iactor The developed system is stable. .870
Loading The system was completed within the specified  .833
Transfer knowledge by organizing meectings, 769 budget.
seminars, and trainings The developed system is flexible and can be adjusted 825
Transfer knowledge using Thai language 749 according to the needs of users.
Transfer knowledge by preparing manuals and 740 The system was completed within the specified time. 793

procedures for using the system

Note: Variance Explained = 78.632 Percent
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4.3 Structural equation modelling: SEM

After that, the results from EFA analysis

were used to analyze the structural equation
model (SEM). SEM was used for testing both
the research model and the interrelatioships
between factors. The overall model testing
is presented in Figure 2. The results of the
research model suggest that the overall fit of
the model with the data was good (CMIN/df
1.844, GFI 0.982, AGFI 0.960, RMSEA 0.038)

Table 6.

Goodness-of-fit-indices and measure

(Table 6). These values were consistent
with empirical data, and when they were
analyzed using the model, as shown in Figure 2,
the p-value was significant at .001 (***),
.01 (**), and .05 (*). The results of the
linear structural relationship test among
parameters in the model through path analysis
can be used to conclude the relationship
among parameters as presented in Figure 2

and Table 7.

Measurement indices Recommended Value Results
minimum sample discrepancy function (CMIN/df) < 3.00 (Acceptable) 1.844
P-Value of CMIN <0.05 (Acceptable) 0.002
Goodness-of-fit index (GFI) > 0.90 (Acceptable) 0.982
Adjusted Goodness-of-fit index (AGFI) > 0.90 (Acceptable) 0.960
Root mean square error of approximation (RMSEA) <0.05 (Acceptable) 0.038

Figure 2.

Relation Parameter results

Technical Lead —
Business Knowledge
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Skills Competency
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CMIN = 64.553 df=35
GFI=.982 AGFI =.960

Note: ***p<0.001, **p<0.01, *p<0.05

1ITO
Performance

P=0.002
RMSEA = .038

CMIN/df = 1.844
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Parameter results
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Hypothesis Parameter Beta P
H1 ITO Performance  <--- Shared knowledge 0.213  0.000%***
H2 ITO Performance  <--- I'T Consultant Competency 0.371 0.000%**
H3 ITO Performance  <--- IT Staff Competency 0.264  0.000%***
H4 Shared knowledge = <--- Knowledge Transfer 0.747  0.000%**
H5 Knowledge Transfer <--- I'T Consultant Competency 0.656  0.000%***
H6 Knowledge Transfer <--- I'T Staff Competency 0.277  0.003**

As shown in the model and Table 7,
H1, H2,H3, H4, Hb5, and H6 are all supported
by the data. The shared knowledge construct
and the ITO performance construct have
only one component. The knowledge transfer
construct consists of three factors, namely,
people, process, and context. Process is the
most important factor (parameter estimate =
0.92), followed by people (parameter estimate =
0.76), and context (parameter estimate = 0.65).

The IT consultant competency con-
struct is composed of four factors, the most
important of which is knowledge sharing attitude
(parameter estimate = 0.91), followed by
coaching and customer focus skills (parameter
estimate = 0.90), project management skills
(parameter estimate = 0.81), and technical lead -
business knowledge (parameter estimate = 0.62).
On the other hand, the IT staff competency
construct consists of three factors, the most
important of which is project management
skill (parameter estimate = 0.94), followed by
results-oriented attitude (parameter estimate = 0.87),
and practical business knowledge (parameter

estimate = 0.75).

As shown in Figure 2, the direct effect
analysis indicates that IT consultant competency,
IT staff competency, and shared knowledge
simultaneously contributed 61 percent of
the ITO performance (R2 0.61). IT consultant
competency has the most influence (parameter
estimate 0.37), followed by IT staff competency
(parameter estimate 0.26), and shared
knowledge (parameter estimate 0.21). Based
on the indirect effect analysis, IT consultant
competency and IT staff competency together
positively contributed 84 percent of knowledge
transfer (R2 0.84). Additionally, knowledge
transfer positively contributed 56 percent of

shared knowledge (R? 0.56).
5. Discussion and Conclusion

Previous studies indicate that some
outsourced projects failed because of poor
coordination between IT staff and vendors
(Narayanan et al., 2011). However, this study
and others find that the effectiveness of an
IT outsourcing project depends on numerous

factors, including the relationships, knowledge,
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skills, and capabilities of IT staff and vendors
(Kern & Willcocks, 2000; Lacity et al., 2011).
A too-great gap between them in any of
these abilities will have negative effects the
communication and knowledge transfer
between them (Shi & Sarker, 2007; Brcar and
Bukovec, 2013).

The research results contribute to research
on IT outsourcing projects by systematically
showing what components of the knowledge
transfer model affect IT outsourcing performance,
and how are each component is related to the
others. Most essentially, it is found that for the
knowledge transfer process to have an effect
on IT outsourcing performance, the readiness
of both IT consultants and the bank’s IT staff
are needed (Wang & Wang, 2019).

Previous studies have shown
that knowledge transfer influences ITO
performance, but the findings of this
research are different: knowledge transfer does
not directly influence ITO performance, but
knowledge transfer must actually result in shared
knowledge between IT consultants and IT staff
so it can affect ITO performance. In addition, the
research results also revealed that knowledge
transfer needs support from IT consultant
competency and IT staff competency that will
lead to ITO performance. The first factor is
knowledge transfer that must focus on the transfer
process, which includes the type of knowledge

and the format to be transferred. Working in

the context of ITO, tacit knowledge in terms
of skills and problem solving occurs all the
time. Organizations need to focus on their
efforts to convert tacit knowledge into
explicit knowledge in the form of manuals and
system implementation procedures, documents
collecting problems and solutions, etc., for easy
forwarding and transfer knowledge. Also, the
transfer format is important. It needs a format
that is appropriate for the type of knowledge
to be transferred and the actual context in
which it occurs. The second factor, in the
part of IT consultant competency, important
competences include coaching and customer
focus gkills and knowledge sharing attitude,
which are considered the key that leads to
knowledge transfer in the ITO project. The
organization's strategy for hiring an IT consultant
in ITO work should be specified in the
contract on the subject that the IT consultant
must be able to develop the skills of the IT
staff, as well as having good cooperation
with IT staff to build mutual trust that will
lead to an open mind to transfer knowledge
between each other. Moreover, the attitude of
knowledge sharing attitude must be
emphasized for vendors so as to prepare
personnel to see the importance of working
as a team between vendors and IT staff of the
organization and agree to develop a working
model according to the scope and requirements.

It is also important to develop an IT solution



to adapt to knowledge transfer between each
other for maximum efficiency. Finally, important
factors in the IT staff competency are project
management skills and result oriented attitude.
The organization itself should have a plan
in development and upgrading of personnel
working in ITO to have knowledge and skills
in project management as well, which can
create an atmosphere of teamwork, having
the skills to choose the right technology to
support the work of all parties, and having
skills in building relationships between IT
consultant and IT staff both during and after
work. In addition, the organization needs to
have a strategy to develop an attitude of IT
staff to focus on result oriented. It may start
from creating an attitude to develop IT with
the highest efficiency and quality, and ready to
learn and develop oneself in order to achieve
the most productive work. The research results
are different from the results from previous
studies that most of them stated that the
competencies of IT consultants and IT staff
that should be in the matter of motivation,
willing to share, absorptive capacity, social ties,
and trust, etc. (Battistella et al.,, 2016; Cairo
Battistutti & Bork, 2017; Hodosi et al., 2017;
Jain & Khurana, 2016; McGowan Poole, 2020;
Pantic-Dragistic & Soderlund, 2018; Strasser et
al., 2019; Teo & Bhattacherjee, 2014).
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In conclusion, these results demonstrate
the importance of the knowledge transfer
model on ITO performance in the context
of the Thai banking industry, which itself
generally reflects the outsourcing project work
culture of East Asian countries. This study thus
broadens the IT outsourcing perspective on the
general Asian context, as there are similar
views in countries like China, which is currently
experiencing a high growth in IT outsourcing.
Studies in China indicate that the integration
capability between IT consultants and IT staff
has a particular impact on ITO performance,
especially if both parties have such a learning
capability (Qi & Chau, 2015; Wang and Wang,
2018), a finding that is similar to this study.

However, in China knowledge sharing does
not have a significant effect on IT outsourcing
success because of China’s unique ‘guanxi’
culture, a part of its general collectivism, under
which knowledge sharing occurs only between
long-term trading partners (Ramasamy et al.,
2006). This study finds a different working
culture among Thais; in other words, they
maintain an open culture in which a bank’s
IT staff have a results-oriented attitude and
project management skills that are ready for
the knowledge transfer process with the IT
consultants and for building the kind of shared
knowledge relationship with them that is

critical to ITO performance.
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Abstract

This research aims to study the positive interaction of social capital on the relationship
between brand personality and purchase intention, and to investigate the mediation
effect of social capital relationship between brand personality and the intention of
purchase. The questionnaire was used as a tool to collect data from 424 samples in
LGBTQ+ groups. The results showed the positive impact of brand personality and social
capital on LGBTQO+ consumers’ purchase intentions in social commerce. Meanwhile, social
capital has a full mediation on the relationship between brand personality and purchase
intention. Therefore, the results of this research are part of creating value for LGBTQ+ images
in Thailand which is a significant issue that should be supported. Moreover, this research
might be used as information to study the consumer’s behavior according to their gender
identity, and also used as a guideline for marketing research that may create new norms

to support the creation of new values and alternatives for gender identity in the future.

Keywords: Social Capital, Brand Personality, Intention to purchase, Social Commerce, LGBTQ+

Consumers
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Trenedeny (Bourdieu, 1997) Faiuuuafad
F37UNTIUDBDL NN TNV NUATAANINAY

o

niieanigadesifamnusepransenduey
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lpafiwidevoe Huysman waz Wulf (2004)
IsoBunehlaemldnumedsuiiunssinau
FepaupungPnssukazUauiussznineyana
snansnutseanlaidu 3 §f (Chiu et al., 2006;
Ghahtarani et al., 2020) lsiuni 1) NuiBelaseasng
Ao sunuituguesyAna WU ninaY satuy
nwanwal wazaauntsal Wudu 2) nuiBeduius
fi wBoTnef Taulindauazrideusauivgau
way 3) numedyan fe AN TN Uas
Uszaunsal (aigmer lAnIEAGUNT wazane, 2562)
usnaniimFnmewAdeluafinues Cooke (2007)
T ldiui unedsauduiiudefitsaioayy
THAngeemensnaialysl 9 (Kim et al., 2020)
AT VDY Emhan LWazane (2016) Cion
NUNNAIALANAIUNNDINAININER W N3
dhilemalulad saudemsaduayuaniedate
n19537a (Saha & Banerjee, 2015) ﬁ\‘iaqﬂlﬁ’h
yunmsdansiuiiuninenslususig 4 veengu
fuslaa snsnusarhansndilanunmesenuaes
aungulangunialdidusged azanunsanszdu
AnuAslaBangfnssn (Yang, 2021) Taungy
fudarnusipssuslaaldluszeznanlaszes
wawmils 1y fuslnangu LGBTQ+ Befisiunuy
medenuiunnsreuaziinauiaulalusuns
gonuslan AvdliiiudelausiBanguiiin nu
yedenuasHasnudslae

AMusslade (Intention to Purchase)

Das (2014) TeaBuaan mwr?]”’ﬂslasﬁyal,ﬂu
AsmensalunaBadudn wazUIMITDeL3lan
Fanasuadeluafnuos Schlosser (2003) IHE T
wiuhenussladeiiunszuunsfifsadaeiy
anlafitswaniismseamsalvesiiu3laniiasie

wusueaud iz nalananis legRaduain

Y

AunRTifiaasfuilaneoe Taudernusiulaseg
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fuslnalumstszdfiudisiladesing q Afwadeeiy
AUALAUSANT wananil Wang as Yu (2017)
Fauaaalifiuin anudslade fie aanuansalii
duslnafinnudnuuulninses Tmanewalung
yndoya uazdnaulafiasdodudwiauinisceg
ainla Tuvauzil Mowen waz Minor (1998) 16
TudAnianusslatadudmiasnsvesiuslan
i Wuilhdaddiinldinnsnanaaunsaiias
mawnmsduagldsasvasguilaaldiiusge
Taethansiamngtuupeesilonmemsnanali
aysiuTieuaf Awaulaweeiuilan

fatiu pedsznavvesiladuiifiduiieades
AuiruaRresuslag WUy yARNANYBIUUTUA
waznumedeay Fufuiladsfioaazsdanalfiig
musslade seingsiaseulataninsa
yhanudnlanusslagavesguilaaldnnm
Tns lhdnladenginssumsldarwaeeiuilan
TannTuwiiu (Schiffman & Kanuk, 2004)

AUNAFIUNNTIAY

UARNANYDILUUTUR NUNINAIANLES
AMURSlaZaauAn (Brand Personality, Social
Capital and Intention to Purchase)

annsfnseuddslusfinuee Sirgy
(1982) Tsglffuiennuannndoswasdnansal
(Self-congruity) IS A WAN YU MUTUR
infiansansauiyadnamnaesiudlaad fianu
dpnmapuazasnantlsfenginssunsuilan

'
=0

FeazrslhAnuufn nsv3laniiousasdnansal
Tuan (Graeff, 1997; Sirgy, 1982; Stern et al,,
1977) Wisldrivgsnalunsaneuusus anansa
sedungAnTsumstevesuilaaléiiuszansam
anndedu Tasfuiinduslauienguenaagil
yadnmmilndendaiuuaiinginssumauilan
WANFANNTY %38 YAANANDIAUANFANALLAL
noAnTINANIUS lnARANsAReT

F2UYHN

Awdnuaidui MwanyalveTUA

¢

ANUANIUT

(Self-Concept) (Brand Image)

Zq &
anudaladeo

AT 1 LUIARANUADAAGDNTDIANT
U3lnadadnanwal (Graeff, 1997;
Sirgy, 1982; Stern et al., 1977)

NAWNT 1 waaslifind awdnsal
d3UF3 (Self-concept) D1AALTUNUNISFIAY
\Balpseadeeenamieeuslnangu LGBTO+
Afanuduiusiuamdnsal (Brand Image)

=

RIDUABNAINVDILUTUR hAZANUASIATD

9
>

fay elaSunsuualdunginssunisuslaa
wo3U3lnAngy LGBTQ+ Tdmiaudedu
Adadsuanufgumaidele ded

H1: nunedeaniinayfdunussiu
FENINNANUTUNUSVOIYARAATNYDIUL TUR
wazanussladadudnulsiByanouise
209n§N LGBTQ+

H2: uUnNa9nuidnsnadesinuszning
ANNFUNUSVDIYATANINYDIUUTUAAZAIN
paladpdudnitulsduansuifissunengy
LGBTQ+

mIdeasell {Aduldnauiunanan
YDIWUTUS (Aaker, 1997) NoMINUNINTIAY
(Chiu et al., 2006) wazngufAudislade
(Wang & Yu, 2017) WANRUANTOL WUIAR
Harect

MIFNNIEDY NUMSAIANUAZLYATNATH
PBeULTUFTdeHasBANNGslaTa AU eaulaY
iuunannasulsBuansudissraeiuilanngs
LGBTO+ azthiausszidouisideluiadedaly



sz dau3539

oo o

msfnmilfisedenisidy Taudsznay
Tughe dszannsuaznguinedne n3ssdiofild
Tun3dy LaznnInTIREDUANANLASEND
Fefinwazidoasissinlyil

U323 TUATNANAIDENY

AnTideadeilvinna@nsuuldiaa
(Exploratory Design) efitszsnnsee Uszonns
Tudszmelnefidungu LGBTO+ Tngananisal
Snutszsnsnnsindalunguisiin “LGBTIOS
and SAGA Sharing Information nguuantUasu
4aya” (https://web.facebook.com/groups/
sagathailand) FsfiasnBnauau 3,526 A (ad Tudi
1 nangnaw 2564) Badunguiivausangitinny
wanwanemanaliuaniasusnies Wuadiou
vosanauoauladlunguasBn waziduiieengy
enfisnansadndsld Fadushunuiimanzaslu
msRnwasel {33ulEA5asduiegnalasd
i]y’umaumiaiuﬁ’aazm (Sampling Procedure) A®
MIFUMBENMNEzAIN (Convenience Sampling)
Tnaliflomannuiaziiu lnsidendagisann
nauwetin lewn “LGBTIOs and SAGA Sharing
Information nguuanilasudeya” Fegney
wuaspanufufidufidnunmeumuruazan
wazanuasiasla Tusazieatudiislildngu
fetheiinseiunsaunguiegne Fefinsmmun
dommadidanseefganusadnwalinmemenglu
nau LOBTQ+ uazinsdaduaauladsinums
o Baareufiss lnsfruanuaveenguiiegng
NNUUNATBITBNT 3,526 AU IApn1siuIuaIn
gA3799 Yamane (1973) Bldrmuaranunann
wanufwauuld windy 0.05 uazldnamuom
ANNENNIWINAL 359.25 = 360 FBE19 A9
atflunanifminzay Tasmsfnsnidifidoya
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seuuuaauny eusazafaiduaziinnsuusih
AULDY WaTDANBYIATZA TaFaudifmaey
nnauazgnifiuuanudy lnadayaazgniiaus
Tunwsuwiiiy uasvsuRuRoLLUDABUNY
WIDUAURANTANATAAVRIADU LU ABUDNY
Tnangusanediglisniuinszagagmunganne
waslunLU3NMna AMANaNe MAmila AR
sondpemile meazTusen wazmale ludnaou
Tndideiu Fadudunuesszmalnels v
mngnavwuusavalildeglunasiidmun
azfLdugRnmIneukUDaaUnulagid
wn3nediaildlunsisy
myRediunuTdeyamussesyslu
wywpgnunsensn apfidprhnisdovaaa
AYAIITANLUIIWTINTDYARNAULNTTT AT
M3dems wazldasunseydfiannanznssums
aBusvIumM A luauIAINeFuIm a1y
WeveANuBYATZATUNSHUTILTINTDYS
uAdsisiunmstelasfiouTadeyade
wupauaueaulatniu Google Form 1sznau
e 3 dau leun daufl 1 doyaiesiuanwas
madsznImans 1wy b domanu dwd 2
dfoyaifsafungAnssunsdedudesulay
oy 3 ey Hanwausduluunsiagsy
37935 (Checklist) waz daufi 3 IHELPRH
AniuAsA MUY AINANIBLDSUR Uy
17 Fafany WAININATIAANLWIANYDY Aaker
(1997) snunumeseny 1w 10 dadnany
WAIUNUNATINANANG¥E DY Chiu wazAe
(2006) wazsnuANNGIlaZs Sy 5 Tarnu
WAWNINATINANNE W VD9 Wang wae Yu (2017)
Feflunasnaudszanarnszsi 1-7 (Seven-Point

Likert Scale) (1 fn Liwiusieng1989 was
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° [

7 f0 Wiudiungneda) 8199 TDY4 Tasyin

LONENTVBBUNAKAKANGN (Admin) LAZNIZANY
wusspanuBLannaiing dausui 1 nsngneu
9 15 fugnay 2564 19l Wiadhlindnanaidiou
Augneu WU wwusaUaNNA lFsunInaundu
ARNNIBNMDUNAFIBENe Faldnannsifiy
doyariaau 77 fu uazldsuuuuseuanufigndes
ASUFIUAINMNIABLFIEANNESTATIA Teaw 424
g FidpAsldrusdaysannuuuseuany
yiavn 424 10 dwsoihlyldezidoyadely
ANTRTIARBLUAMIANLATENTTD
PIfunsradeugumnunaznedio Tnsay
AMIRTIRERUANNTBNATB e e BT
ANUADAAADNTDNTBANANY (Corrected Item-Total
Correlation) fu¥guszasangiBesngiuns
AANAFNUIU 3 V1Y LATVINNIIRTINEDUAIULN
Fafie (Reliability) vaswuuasuanunauinluls

> '
@ o alen

334 (n = 30) lasdanfBianiANs U kU
(Discrimination) AN 0.50 WAZANANNE
usnesu (Reliability Test) lneldandutlszans
LaanaNISYDe ATEUUNA (Cronbach's Alpha:
) 1A 0.70 nasannty FelUfiuTiusas
ToyaUNguaEne uamNafInIe 1 lnuusas
Fudiendudszanduaarinudaziudsannndn
0.70 fiethatnesAtsznay (Factor Loading)
1NN31 0.40 (Hair, Bush & Ortinau, 2006) g
shuyednmnsasuUsUATiAthninesdlszey
2832nINe 0458 - 0.764 SNUNUNNFIAL]
Atminesdisznauegszning 0.452 - 0.790
wazFunNussladaimiminesdiseneunsy
32739 0431 - 0.802 wavdlen KMO (Kaiser-
Olkin Measure of Sampling Adequacy) WinAU
0.939 Fagnnndn 0.60 Fafursdaunganansn
avipuIIAlAmsATNA

3T 1 MTIPTERANUE DT wazAUNRINENALUSZNEY (n = 424)

o o " Cronbach's Factors
glsuelydmlsduna
Alpha: X Loading
1) YAANMNVDIMVTUA (BP) 0.924
A3l (BS) 0.764
] Y2 e’d"dy a A o o0 91; [l
MmuzanIuusuANFelnNuiodnddonToagiane 0.710
1 1 (d‘d" ] = sA
MUNUINUTUANYe hiaondeuluuIUsUADY 9 0.633
" A s A Ao A ¥ Ai1qy A ' v
MmuAaIusuaNFolanyuzvesdumMni Idnuniominzunns s 0.572
! : 4 @ % a R
nnaniunsuanae 191se Towd Idmuanuiluaie Tunteilu 0.548
Ay
ANUAUAY (BE) 0.833
1 9
munuuusuaiseuFeasegluanuionvesnarailagiiu 0.764
v Y
windaniuusuangeiinnuaaniuaziFinin 0.724
= PR R o o '
mudanimusuangeriulianuiuais liangn 0.617
. ' P A A o oA " o
MUNLNUUTUANTO S UENANHAIN IaaminiluaoIfo 0.516
R T P R Yy A a
mudan Idhuusudngeriu glinnunainlumsasmionan 0.458
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A15197 1 MFIATIZRANNTDNY LazAENRTNENAYIZNEY (n = 424) (5ip)
o o o Cronbach's Factors
granlsudyaamlsdana
Alpha: X Loading
ANUNTT (BO) 0.810
Munueusua IR ans AR nIzyAnauRT Lo 0.704
v Y 9
MUNU DT UANGT UL DO ANTEAUANNAINTDVRINI 0.682
v Y 9 1
wiuianudaniuusuaigelanuaduiunusuaou 0.667
AUNUMY (BR) 0.795
v Y
wuwuImusuangeaunsoi llFnunenthuld lidada 0.759
' ' s A & v
MunUIMUTUANTOUFetIU Ho1gns 1FaueIu 0.738
] YR 1 o’d‘»d’l 3 @ Yo A~ ] A a
mudanimusuangetiuinldiagnianuuiws wazguawnalumsnan 0.527
2) NUNIAIAN (SO) 0.849
NUBIA9a319 (SC) 0.876
mudesmsdems iaunguauiindauiufage 0.776
mudoans iauludinueensulumauvesiu 0.743
mudesmswannanuduiusmedeauiuaulungudu o 0.722
NuFadITUS (SN) 0.740
mudaniidius ez lalndsanuauludsnuinnndisw 0.663
mudandauludeuernuaunsosiomaoniula 0.618
mununaulunguuesnuzljiaauludnsuzideandosnuaue 0.452
numateya (SP) 0.806
muamnsoesuieliauduinlaludiiawessianala 0.790
' v 9
nuldgluuumsdeasndnlaiiensnim Inenaznwiaialszma 0.787
winldsmauazdniinilswiuduaasngaaiio 0.734
muiinnuzlumsdeasuazmsnsning 0.642
3) aAnuasladedaum (ITP) 0.829
Y 4
mufninzdeduieou lahinaiumauusudiinnuaseliasan 0.435
' 9 ~ L a v s £ sA = v
mudesmsnagdedudieon lainnIumnuusuadeninnuiime 0.802
v Y Y 1
wuaulafingdeduieou larimniumnuusuddenannuiludii 0.738
Y 4
muAainzgodumeou laduniumanusudgiiszay 0.672
' A dy a 9 o dgl A o Y aa
muaulafvzdedudoou lariunu imemivayudunuiiavenuio 0.431
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A9 2 NANITIATIZAAIANNTUNUD

fuls Mean SD. ITP BS BE BC BO BR SC SN SP VIFs

o 2
anuaalade ITP)  5.52  1.02 - -

awasale (BS) 574 097 02817 - 2433
AL (BE) 572 092 0268 0.6817 - 2376
ANMUAINID (BC) 573 1.03 0262 0.649 0.660 - 2433
AEFUF (BO) 531 127 0369”0503 0559 05717 - 1.903
ANMUNUMY (BR) 576 1.06 0238 0.631° 0.560 0.641 0.503 - 2133
NUFIAT9ase(SC) 570 114 02997 0.548" 0.544" 0550 0.581° 0.574 - 2.171
NUFRIFURUS (SN) 558 1.05 03827 04777 0479 0450 0.515" 0.406” 0.596" - 1.959
numailyn (SP) 549 1.06 0.6117 02737 0267 02317 0215 0230 0266 0445 - 1262

1% o as o 9w aaa 1%

* C3 o aa L% o a *okk 13 L3
vaname): Ao Niddgmeadanszay 005, Ae IsdiAgnadanszay 00182 Ao UszautediAymeadanszay 0.001

0]

NN 2 WU HAMTIATZAENY52an5
anduiusasiuUswseSiAnduy seanS andaius
faus 0215 e 0.681 (lslAu 0.800) wazdidn
VIFs aanin 10 Felifnaileym Multicollinearity
wazlififlymanizandunsany waneindauls
wiazidnnuduRusTuwe i lgsus ey

AR 1 Uae 2 WAASTNULUUABUANY
finaunnde dedfufidedaidayaiildan
wwuaaUaNlUUsEIRANA LA EUBNANSANIN
Tuasudaly

NANISANEN

MIWITDY UNEIALLAZYATNAN
PD9UUTUATIdINADANNGS AT Audnoaulat
iuunannasulsBuansufissuaeuilanngs
LGBTQ+ WlauanansAnsn el

1) WANNFIANZAADANTIUUN (n = 424)

e Busanduannaniesas 3 Sudiwsn
w3 v3landaulngloylunaudnanuainguing
dwau 117 Ay (Fosay 27.59) naulaaLduu
i 87 Au (3apar 20.52) nauluidemaa
U 86 AU (Fouay 20.28) NEMLATE WU 36 AU
(588 8.49) NGUAUTINWA AU 27 AU
(3oraz 6.37) ngusnanwaldy « Suau 18 AU
(3owaz 4.25) wazfingu LGBTO+ filidszasdnay
panwaNeINe AU 53 AU (Fauas 12.50)

sulwgfiongannndt 28 T (Sawaz 60.6)
39989N7AD DYITWING NI 24 - 28T (ovay
28.1) wazengsni 24 T (3ewaz 11.3) ag
awy dwlngfiondnduldnindnw (Seuay
28.30) 399a3NAD nineueAYY (FaEaz 25.71)
WA/ STIa MR (Saeay 23.82) Hvzau
miﬁﬂ‘mdaui%@jagjﬁﬂ%@@m%%’%aLﬁsmwh
(30uaz 58.96) 8vawNAR FAIUIuRR3



(3oway 31.37) dwlnaineldseifiow 10,001-
15,000 U (Soway 31.37) T99auNfn daanin
5,000 UM (Spway 25.94) waz 5,000-10,000
v (Sowar 25.24) drusnfivuddusinny
unaaWaduUns Facebook (59vay 39.86) 394
avuNAD Twitter (5p8ay 24.53) way Instagram
(3amaz 21.46) muasiu dulngizevdaidad
LAZLATDIUFIANE ($p¥ay 41.75) T99a911AD
wiladouazinioadou (3ouas 11.56) waziA3aa
Taaluthu 1gu westaes gunsalanusein
aunsalie3aslnin qunsaiBu 4 meluihu (Gevas
11.08) wazdulnaiinauladoduddiasies
(3oway 95.283) Jpeatinde sndulaidanay
Wouw3oauian (Fewaz 3.538) uazdnaulaiden
MUATDLATY (5puay 1.179) amuasy
2) wamﬁmmzﬁaﬁﬁaumu (n = 424)
2.1 AMNATILATIZRAMULANFINVD

v o

anuAnfiuszrinanguduslaadifidnanyalnie

A13197 3 NANNTILATTANINADDYLDULBITU
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wAkaneneil wudn fuslneAnay LGBTQ+ &
ANUARIUFBYARNAMYDILUTUG (F = 0.333;
p = 0.920) Vunedeau (F = 0.683; p = 0.664)
a2 ANRAlATe (F = 1.559; p = 0.158) laluan
sl aghedifedfunesdinfises 0.05

2.2 MmyeLRBnENamAY {3y
nasavaNLfisu Iagldnsinansiannssuuy
Bt (Hierarchical Regression Analysis) 6113
RANNN3DY Aiken waz West (1991) Wanasey
Nan U AuRUs B9 Ius (Interaction Effects
InenpumTIATERAzApeAUIMmAT Mean-
centering Ve9FwlsBase M lunTIAIIen
BIUAAIHAINANTIATIZY LlAa 1 LAASHA
AFLNUTBTIKUIAILAN TAR 2 WARSHATDS
fuLswan (Main Variables) Wazliina 3 Wans
wamsufauius nafinunesenuduiudsiiy
(Moderator Variable) 6iafi lfuanslunseit 3

Ta X
. ANNAdlaYe
s
Tuea 1 Tiaa 2 Tuiaa 3
aulsvian
YAANNNUDIUTUA 0351 -0.010 -0.008
nuUNIdIn 0.548" 0553
av o d
Mslfanius
YAANNINUDILUTUA xNUNNFIAY 0.034
R’ 0.123 0.293 0.294
Adjusted R’ 0.121 0.290 0.289
F 59.160 87.305 58.387

and

wnama: vueda TisdiAyneananszay 0.05, wuets Bieddyneadanszau 0,01, wineds Iszauiedidgnieananszay
0.001, HU18D9 R1unena adutlseansuaasmadaaule (Coefficient of Determination), Adjusted R® 1111803 A1 R snfaaaeanlsy

! v 4
e I 1uaudednveslszmnsiuduaudnilsiianumnzaudaiu uaz F wuieie 61A2100A06190150520189099 0@
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ANAIIN 3 WANITIATIZA Wudn Jaduanu
YARNAWIDIULIUA (B= 0.351; p<0.001) uaz
NUNSEIAY (B = 0.548; p<0.01) ANanIENy
NNLINFBANIAS IRT R T A AN s BRT
s 0.001 dhumsUfduiusidu wod yuma

YAANNTNYD 0.351°

NuUNIdInn

Fenulsifinaufauiusaunuiaudsyadnan
VDIUUIUA (B = 0.034; p>0.05) uslinadusius

Aufudsmumnunslade prediduddgnie
AdRFuanaluANR 2

4
LHUTUA

o q &
ANAY %D

AN 2 HaNTIAIZABNSNAMY

anand 2 lunsdifisaudsidulifing
UduRusIINAUMIw BT walHaduRusY
fudseny §iduTenedoduiingiuin fulmy
medeananaLduiizeiladsifien (Single Mediator)
P figesles Wiaahenandninazaeiiade
swmafiagduniellgiadenaiioglarania
Falenaapudndnagdesnu (Mediating Effect)
Tagldndnn1sve9 Baron Way Kenny (1986)
FawamTiaszilnn s i 3 waz Mnd 4

YAANN TNV

0351

2.3 MTIAILABNINAEHIU WU
Aduszandidunis ¢ (B = -0.010; p>0.05)
dosndhendudszansidums c (g = 0.351; p<0.001)
Tunmil 4 Tranasaudngsesiobifivo sy
NNATH waavidnUsnunedeay Wudnys
fenuuuUaNysal (Full Mediating Effect)

(Baron & Kenny, 1986) TeRINNANUNUNUS
POIYARNANNYDUUIUA LA ANUAITATD

4
LUIUA

S q &
ANAY %D

andi 3 Tuwnad bifisnudsderu
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4
LHUTUR

2q 2
ANuAalode

%

andi 4 Tueafisidausaening

sty wamTiieTziansUR RS Taw
wadvdwasarny FeuandFifiuimumeseny
TigidndnamAunsoilasuudasnanudusius
FUMINYAANAINYBIUDTUALATANNA AT D B

’

Upasaunigd 1 Tuvasfinunedsaudidndna

> >
] ' =

s uyARNA DB ILUIUE WAuaslaBogeTu

U

FepusuauNRgIud 2
afdsnsuasasduan1siae

wAdeiijsdnmnanusdadeduieeulay
iuunannasulsBuansufissrasuilanngs
LGBTQ+ Inssameiieditselomifadmauiuas
SRR Feanansaefnenazagunale fil

1) qﬂﬁﬂmwmmumuﬁﬁﬁm%waﬁia
anuasladadudrihulsiBsanouiissvaenay
LGBTO+ \asannfuilandimnuddninuosus

P#eiynaniiBoulusienuanuusreInuLY

95
Al

dmAapeAy Vahdati way Nejad (2016) 7%
yAANNTBNLUTUAdeNaTuaEeNAfaAIY
alagpdudeaula esannaunsadndengy
ANNAR JULULUBINA] (Tsabitah & Anggraeni,
2021) samﬁ”’ﬁazﬁaumw&”ﬂiﬂriﬁmmﬂﬁiﬂﬂlﬁ iy
p89F apAAAaRSAL Tsabitah way Anggraeni
(2021) i3s3 SYARNA ML TUS AR
UszanBraiia s3nanasaua AUy Aanam

wosuslnaunan senndeei Dirgantari waz
AL (2021) Wudmﬂﬁﬂmwmm BUTURA §1H38)
s anduiaifsoduslnasiunaniae Wy &
U9 ramvsaasumM g Wudu Thdeay
fagalarnze shlrgu3laeAauusudizatiy
snsaasrnuiulannauosld aulgany
nalagelufige

2) num\‘ié’ﬁﬂuﬁﬁmﬁwaﬁiammﬁﬂa%ﬁ]
AudiulsBuanaufissroengy LGBTO+
idesannaunguididniidusunazldlndsaiy
auludsmufinueadnsin sudaldiousifien
Audszaunmsallumstedudenulataenndns
AU Kim wazAe (2020) ﬁ@ué’u’jmumﬁé’ﬁﬂu
Wuiladufifiannasthannsioanussialunis
Faau Muiagu3lnangy LGBTQ+ fefleny
Ao s ANNduRUSMedeauiuaulungs
3 9 WlziBuaneuidiss aenrdpeil Ghahtarani
wazpaL (2020) A3 mumedsniBensainen
fuius Tudnnisiladefiianuddysanisute
flupusTuwnannesunaimedsauduagng
1n Juslnadeasnisasefauiusssniney
Warheudnlalumsiesns Ssmsuanuasu
ToyanIpanuazidunuasdurUuAIaTNefens
saulatanunsanszduliguslaaifarnudsla
Fontesoiiioaldduiy (Chen & Shen, 2015)
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FoaumrulsBanaufissunengy LGBTQ+
iesnnyumsdenuiuiiadeifuguinlygng
Wonu3lan sanAsasiy Ghahtarani wazAme
(2020) iz mumedenuiiussAUssnoviasiou
feanunmmedeay wazANEINIaTDIEULAA
%ﬁﬁﬂﬂf@jmwﬁﬂaﬁa damAaReAU Yang (2021)
finudmumaedeauuntdunsnennsuanid
unumahAqsannuRalatavasiuslaaluaain
yeden @pARdDITL Fady wiknyaanaw
gpuusudaziiuiiaduiidanasonstodud uas
Aofsdnanualrasduilnaudafiony uslungs
LGBTQ+ Wanina e iefeiugiuniedenses
AuosAnALTRl TnsyRAnANIBSLUTUS
pATiHAfANIAIAT AN EHNI9NNINAR
wenuedenuTimuiBslzeaine nuiBsdinius
waznumsilygn Wudsiiduilaausazngu
flimifounazlivihdusnasusiide azdy
Tuanwsislade iauansiesnanyaimanai
Fefinnududeusnnni uaslilsuisanste
Wouanspenimuosdynaniduls wasauluf
mataifleuansiauipsdifugunslidinessls
Tudepunfinnumainnatemeine
YszlopiiBengud
mydnSsiuandiiuintadedunums
NIAUATYATNNTNYBN WU TUATBNENARDAIY
naladpveviuslanngy LGBTO+ laguudan
yaannmuasuuIustuiuLIAafianan o
anuaulavasuslan Faduyuuesssitegsia
fifpsnaiauasiafuslnn lafgangfinssunite

wazwnAayumsdsautiuuyuuoslusuitugu
medenniiguilaeiisonuipauaziby Teilade
ANUNUMNERAN AN IR TULARNANNY B UL TUR
TiAarussladelduuvauy el lusaidedu
Aldldfinadpundaslfmnuduiussening
YARNANYBIULTUAKAANNGS AT geTunTe
Upzas

R MU

3Enng Iiiuu ldmensnaned
nausagnsdulngninforas 80 fuldiods
seLAaupEndn 15,000 UM BaUTDAUALIIAN
erhuaziedeusany elipadenudodn
saulaud ldsuanufisuiusgrannluilagiiu
fin Facebook n1uansfmuaasiuslaafedlinny
ffag19Be ITZEINaENI0iNTIA DENLUL
LazHARUAMTUINABYAUDIANAFBIMITIONNZ
Wzaswesguslaangy LGBTQ+ & faens
a3 N manyaleUIUA Wlianudoandeeiy
awdnwalvesiuslaanguil wu mslawanlag
Téinuansiiungy LGBTO+ udiu inadns
myu3liguslandafiufsiugumsdenuans
WA wazFuuusud iirnuddyiuugu
wantdu azgelituslandhinddiusanlun:
AAUAYARNANYDILUTUR LATIVUARTLALS
HanAe TandesmslavanuazmItszn s
AgAUN U AYUANRAINAALN TN
azgelFiuslnaAaiAuAR wazAUKNRWSTR
Aouusus FedewafnansaaaiufansIumng
manamluassiag 1) napnaumsiLausAun
WazKARTUI el q e Ensme
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TuiBenann (Qualitative Research) 33128
Winaduayunan33de uaziialfidnlafern
Fuus Bsanimaiiuidaanndusensdunwal
HunSdEAn (Case Study Method) winilsznay
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Abstract

The research aims to 1) investigate the relationship between popular culture, brand
familiarity, brand partner quality, and purchase Intention of Japanese comic character
merchandises and 2) to study brand partner quality as the transmission factor between
popular culture and brand familiarity toward purchase intention of character merchandise
of Japanese comic “Demon Slayer”, a popular comic among Thai society. The questionnaire
was used as a tool for collecting data from 395 participants. Data were analyzed by using
descriptive statistics, inferential statistics, and structural equation modeling analysis. The
results show that the model of purchase intention of character merchandise of Demon Slayer
consisting of popular culture, brand familiarity, and brand partner quality was apparently
consistent with empirical data. Moreover, brand partner quality was a transmission factor
driving popular culture and brand familiarity to increase purchase intention. The results
of this research can be used as a guideline for research on business models related to

Japanese character merchandise, and be applied for practical and theoretical contributions.

Keywords: Japanese Comics, Popular Cultural, Brand Familiarity, Purchase Intention,

Brand Partner Quality
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wolldu (Animation) 1309 “PURLADGS
(Demon Slayer)” {un3quil l3uanudan
Wupghannlunguisguiasienisusaing fe
Wumsquitaesdinsneligefigalugaiiaqiu
woetszmAgiy (Bangkok Bank, 2020) lag
Womanszuldnnuiuficiazanuudan
Tnsizpsnudady aniesafianaduunusg
Falgsumnuipulyialan wonand 1ewas
ANELSATReNiRUGReY “ufiannegs”
wud JlisulaiinsiBeyTausssuluyalnly
(Taisho Culture) l@ngnslantaunazinaen
Tnsaaaunsndnluluusunsne 9 vpudam
AN3QUIaL30Y (Creatures, 2020) auvlAiAn
NITLAANUTLUTDILUIUARILIALADS LA
AANNSEaN8nIanNT N EnaawIALn sty
faazAT (Character Licensing) 2896301359
Soed e lylzysluninienisaan
fnsudminsdudidluguwndudgulan
uslan LLazﬁuﬁ”ﬁgmmuﬁ?\iﬁa (Bangkok
Bank, 2020) @silaqriunsgudiuaunsa
asreneladnysemagududiuiuunn
anadn il a.A. 2019 aanauadiududyac
U9znd 24.23 AUATUADAATT WATAIATIRY
flyarngeis 43.73 Wuduneaanstul a.a.
2027 (Brandessence Market Research and
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AANAATLIALADS WU WU Yarweg
AaNAMIT A.A. 2017 WINAU 6.82 WAUEULN
(Department of International Trade Promotion,
2019) Fefidndrunsvenafined sy
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Tuflaquiunsnanaifinnuiiedeeiv
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Character) wpefm3au wnldiioatuayy
Audmseusns laafinthiasansnaanuas
WATLARNANYBIUUIUAFUAN (Phillips, 1996;
Schiffman & Kanuk, 2000) \Weiszlany
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#9 Ha waz Perks (2005) nanadn Anudu
wedauusustuulszaunsallaunsewes
Ruslnafifideaudmionins lnwaziindunas
annifuslna la lddsslesdandudmialasy
Sdoyadumnuansing 4 Fanisadnennudu
weliAaduiuguslanseuusudauiiu fog
onfumadoulaatszaunisaluaziirunfun
quslam Wenszdulfiianisandr sz
mnfianuuesluszivufigamsanddumass
fuslanfazgedunulydeisuiu (Campbell
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& Keller, 2003) vlinnuduinaiiuiiady
falunisneiunidsndnAurinazaing
nsanAeduAILI{U3LNA (Rhee & Jung,
2019) Massaseanuddefiowasnnseansy
Aulmifuusudsaesuuzyn dudseland
Tunmanesunilasndndurivesgsialiidng
paaleidusened (Merchant & Rose, 2013)
a8 Das (2015) wansliifiuinanuduingss
wusUAdenasaaNRsladndudn doiduds
fdgfiazihlganufenalasazaireniny
aesndnfapegnAld lusuian (Lin, 2013)

1

N[5 U?J@IﬂLII‘JEJIJGLUﬂ’]iLL?J\‘i?JUVI’NﬁiﬂQ NTU

SN

FATUATAANUAUALAD LU TUAMILIALAD I
miquzﬂﬂuﬁw 3 §% 70 TRaNaILNRNNg 9]
289 Das (2015) #49{] 1) aAALDNANWALRNIE

Y

YpaRUATIT S & mummmmwumﬂulmﬁu
98197 (BF1) 2) fnnudnlalupauninuazanmn
Y FUATITI T aya mummimuzuilumuam\m
(BF2) uag 3) 3U3

i ”zyé’ﬂwmmmmm%m“uﬁﬁijuL‘fJuaEh\‘iﬁ (BF3)

o

FansatszlenivosAudnd

AMNAINANN LD UAUAIUAD BUTUA
(Brand Partner Quality)

13 ] @

A naNduiudwAuLUTU Wu

q

wodnssufifuslaafinnuidnyniuseowysus
Fufniu 9 Tagenumefanssy auddninauies
WazLUSUANANNEAYNIDIANNIRNN ALY
AeNULazNU (Aaker et al., 2004; Aggarwal,
2004) Tapewideluafinves 1dan giaa
waz A3¥mi TnAnn3an (2563) 331 wusus
AKIALADSATIoeAYsznoy 1) FULAGNAN
2) PUANKUZNNANLATN 3) ANUDITNAITY
waz 4) Mudszaunsaivesduilan 8a1u19e
yilguslaaAnaunRuse TS fielusny
AUAN AUBTUAANNTEN LAZAUNGANTIY

(Laurence, Cleopatra & Anna Morgan, 2016)

@

sa lumsideasslnunmnanudufudu

@

Auuusus Awmsngde anuduiudiuszning

1

AnfAULUTUAAWIALADS TadAudusius
YDNANBAULIRNITVDILD TUARZTILET AN
Suiusuazdansnanuduslnaluszaznamil
maazifinnunnanuduiudiuis doegn
Fuindau lnsdusgiungiinysunsusnde
(Word-of-mouth behavior) aUNIZNWANAI
AATlAS

2015) \ile

Tiuaudmieuinatu q lausdninuusud

DUUTUAFUANTY 9 (Nyffenegger et al.,
c§ ﬂﬂﬂmzmmmmmauwuﬁwmu

D,

ALY

(7

a33nniiuiduiudiuniaiusiinise

e

U Az RN 808193 ZN I MU TUA FUAAL

©

vslnafinnudeulassoifiosasiauaunn

$9u (Loureiro, 2020) Fsnainnauiy

ooh. e3°

©

UFIUAUBUITUS azanalAinansusaIng

¢ o

Fuus Beanginssunsuslaaladusged
(Jahn et al, 2012) vy naldanuaulaly
doUserduNusS NTIENTINAINTINNINNNT
nann MITaAudfiRsTasiunuTUd n3e
asfasiusandn Wudu nuAdedfeTanuanm
anuduiususuuusudfe 3 3 Tay
WU ufree Aaker wazAuy (2004)
gl 1) $Anduvevuazanddaldiiudud
LazAUIANBIFINIgUAUEBlaBaNeNg 9
pgllaua (PQ1)
AM3uLaAedy daanwaluawinudusgig

2) RUATBAZANLIALABTA?

§ (PQ2) waz 3) AUAKAZAILIAMBINTAY
avouyadndduvawinuldogiedniau (PQ3)
ANUASIATALAN (Purchase Intention)
anusslagafutladudndmiivinlrinans
mmmmmmeqﬁmiumifﬁ”ﬁ]?ﬁuﬁm’%aﬁmi
woefjuslanlel (Mowen & Minor, 1998) e



nszfuANNFDINITeunesuslan wazltiutin
TguslaaiAinanudoesnnsfiazdadudn
WIDUINTVDNAULDY WULRYINY Howard
(1994) 85u1891 Anuselagadunssuaung
AT IALEANITAN A LAZATTIN WK LD
fuilnadiaastedudnla q fuinananusiula
AfipuuTus WEnalaanie Wisuwaiou
s lunsriuengingsuniste (Mowen
& Minor, 1998) lnsdungfudszaunsaives

U5LAA SAUTNAN BN YD AU KAZUSANT

>33

4 9 (Mirabi et al,, 2015) fetfu AuRla

e Soee ©

o =0

pauf SedadusdiunisresniTasienan

e 22

afukazaNAnFveuslnafidise wous
&ufn Fe Schiffman uaz Kanuk (2004) F3n
msvhenudnlalupnudslagevesiuslae
azansadnlanginssumsidanevesiuilng

TamdeTiu uddpiiaeinnnuaslagofle 3 /i

Fin IneWauianngegass Das (2015) ol
) Tuudlduardafudifidydanuaions

[EEN

Y

aniqudtululiidn (1P1) 2) aulaazde
AuAmdifidanwalueeiniigudtuundu
(IP2) waz 3) ApenIBaRusfiiduanwal

voeiIn1iqualtusindulusuian (IP3)
NSARILNENNRT Y

Tausssnadafisn Auatwaudu
HuswuAuuuTus uazaunslade

m3quatuduimusssuaioloun
Uszinaditlu (F3ns nadadiuana uaz 33ms
WsUs2A, 2562) Fednansrudasiie q [Ud
JuslnaBuusniudendsdonnndanisds
A3quigtlu (Dokfon, 2016) ewmalulad
Aadhan Faduiidelneiad wazdeduimeside

@l

AN viEud

LYY '

Saniusgeunivany aunseis
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U3ENA30g3Aa N0 RiugATIENIeNIINAA
auylFdansisnsnaludegsia Tagnisld

s o <

musamps fMm3gudilu Werhanyhmanae

[
=1

FaRon13TedvAndRansquiiteguds wnld
Wuddnwalluiufuazu3nns (Character
Licensing) eluguuuumsdnauadudiln
WIDNITEINANNANAADWUTUA (Prough, 2010)
fati uususmLIRReIINuUALU Fadhin
fiBndwaludesie q Tode wazyi i sTusy
auAaduinusssnaiefdoy winunszua
auaaLedy naznusiensliEinvesyanase o
(Life Style) Bnsag AURAANUNTIITITIAY
Aendoetumssifiudin Wy seumuems
Al ussiwmilousadilu fyednmiioudy

1
[

faazastunmsaudiu udu sy Sy
AN LNV 6ol
H1: YausssuadadeniidnSnaideuin

1% ! o s

sananANsduiudWAURUTUAALIAWE S
famsqudtu

H2: YaussuadadeuiidnSnaideuin
DAl AT lFuDTudauIALADS
fn3auidiu

AMNUAULALFADLLTUA ABMAINAIY
WufudwAvuusud uazanudslada

ANUAULAYAD UL TUEY uusus Tufid
mngfe wusuAAILsARRIRINSUgLY
gnihanlgTusunisnans Bund “mamnan
AusAmDs” fignuduen Weldiduqauns B
musamasIuiy doeiufisan wowiuldoe
rudnsing q wazlpulunguiuslae wiafde
Juslaansonguiimanusdosdianuduing
Tumusamainsqudituidesiusiauuda
aurnliiAnAuFsTvTonslafiazd o Audn
Titu

)

fatDayuig LUSUARLIALABDINTAY
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Tagonfunszuannufonvasnsguiaziu
fuonsvlugesmedonnynady daethiaue

)

UAMSBLINTHULLTUAAILIALADIN AU
Pruwiu unlfdudoemiennsnain luans
ez duius e lnedig mwanznguiusiaa
fidusaumsquiituty q agudd fhazidn

QU

wazdnnududunumalaviuludanisaudilu

:
=

Sogdu Agnihanyindu wwsudausawms

>
& =0

Yo AeanunsaduuauuigIunive laeed

de aha

H3: A3NUAUIALFADLUITUARUAN
ddndSwaideuindonuainadnuduiu
AuAULDIUAATWIALADIAINS U LY

H4: A3UAUIALFADLUTUARUAN
fisnsnatBauanadunslad o Fudi
THuusudAIwIALADSAINTS Uty

Aua AU WATLDIUR waz
ANUASIaTe

Aaker wazAde (2004) way Aggarwal
(2004) wudnpaua AN duRudIuAY
wusuAdunsRnyARNAT WD IUUIUR T
snwauznilsiifuslnadeudniausnisdiy

INUTTSNAN U

v o

a

ANUAUIAY

ApUDTUA

I~
IR T RETILYA]

HuaUUUTUA

AnuyRuINAnIIsBassaNnuiunsua
dnflennuindvesuslnaiifssuususau
Idusened Taeiiguslanduazassiinay
PNIEIIAN ) e DL RV E DRl e e TN
fimnuyniupeiaus Juilaaiidnnudusey

I3 o

Tumusawasnsgudiu Mededinnuduiagy
auifinanu3Enia FwihldiAsgan ey
Wudududvupsudausampsnsqudiu
aunszisAnANuRTlata AudmaLia TN
Fadsusuuigrumside s

b3 ] @ <

H5: Aaunwandduiuduiuwysus
fisnsnaiBevandoninudladodudiils
uUSURP IR SNl

nTIdaTelfAdelivauaiols
mdelegldnguiiausssuadadouns
3385 WatafiuIna was 3N widsean (2562)
ANUAULAEABULUTUA (Das, 2015) AMAN
ANsduuAIUADLUTUA (Aaker et al, 2004)
\ionAaDUENNRTURAZANNTURLES B4R

Y09lAaANNARTED (T 1) ke

Lo 2
AMNNAI %D

4

AN 1 NIBULUIAALATANNAFIUNNTIAY



ABn159a

'
oy

YudBnSnasonnIn

e} q

flaqdunsgu
anuduiudiuduususnazanunalads
Audfild wusudenusamasvesiniguly
dazwmalnuiung1eunn annsfinsIkaz
nUNIUITTNATIID avdu AuldaunFgud
azld anduiadennguiBuseunsgudiu

v

Bos “anufiannegs” wazaulalududid

£
p=1

AMSUNLUTUAALIALADTANINNT QUL D]

anld wanzeylunszuadyuyinldfinuddu

nguiszsnslulsnadsudieunnniingu

Asaudtuidesdu q anduiaiduiu

328N TNANLRAL DN TUNATDINANRIDENS
iszrns

2
a o oA

Tums3ded Iddendszonsannngudl
Fursovlunsquetu Iagidonannansaui le
Suaudsaluasi Feazfidwiulszsns
firaudneunn wanzuinsifudoya Iaun
309 URiaNeegs ngAumangiitusey
U Facebook lagnguasnBnuy Facebook
#9 “enUAizNABg3 / kimetsu no yaiba %o
uiszyavesazan” elungudniifanssu
JunsBemududiifsadesiuuusudniou
ANUARINBES Aau1Bnauu 20,566 AU
(4 Sl 18 mawAAY 2564) (Facebook, 2021)

NaNADE9

YUIAVDINGNAIDE N YINNNTANUINAN
AT UIUNGURIDENG AFETANIIWI U
1322103 (Yamane, 1970) aulgianuiungy
fDENWinAY 393 Faegne ANty §3dy
135 nagusng1e wouldaanuuraziiu
(Probability Sampling) A38n3gNaE e
(Simple Random Sampling) lagidanann
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20,666 A AT uMsduN BT YIzUL
AIURALADS wazfinsenaulldnassdaniny
Wi uuUaaUANNNS Google Form %ﬂﬁgmu
wwpasuauunguauiianansadnfels uag
JudBufidnauneeusmeanuainsla wasiiie
T lsnguspesfinssinant Fedinsrinuade
fanuidansafsaiulszaunsaliiiasde
Fudniifidganwalvianusnnesuaenigudilu
309 MuAigneegs wingapusuuasuauls
\weda azdiugfinnnauuunaauanulasui

\3aedinf 14 lunsIdBuasAns5IuTIN

dpya

>
=1 s o

mydeaded fHdelfuunasunudy
winedlo Usznaume 4 du lud 1) doya
Uszonseans 6 1afanu 2) ﬁayjamis’ﬁa
Aufuaznssunsqudu 5 Tadan
AN ULLUATIREDUIIUANT (Checklist)
waz 3) ToyannuAnLINIUIRUsTINaN Ty
snuAANANUTUTNEIUAU LD U AUAIY
AULADADUUTUR uAZAUANASIATD Fnu
az 3 daray  fanwauiduuuuinaIndIu
UszanauAn (Likert Scale) 526U 1-5 (1 A bl
WiudIea81989 way b Wiualwae1ede) Tay
Tumsivswaudeyadidelduuuasvniy
paulatnnuy Google Form lasviuidiedawe
UIARALANGN tDVIDYYIRALIILTIN
foya Fedsadoya AeuaIufl 18 nquanaw
2564 i 3 Mgy 2564 AUlARUIUERDY
WUUERUANNTANA 395 fmpgne wioudy
fiansaundipindnvesuuuaauauaaulaf
snansaszysumlsiingresnounuuaauanale

Yo o

FIdeRsayrnudndurpIuDasUauiuan

o o

q
nngimalutszmalnetuinddadulndifoaniu
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AIEIINUATATINEDUAMAINIATEY
fian974w

TUNSE3 UL EDUANLAZATINADY
RaunAsaedlefilE3dey Thduann (1) a3
LUUABUANDNINIILTFAATIANA 12
7o wuadu auinusssuadeiiog 3 4o snu
ANNAUAEABLUTUR 3 T8 AA AN

o ]

HuduAUuUTUS 3 T8 uazdumudslade
duAn 3 79 (2) RanTannderiany (3) Yaziiiu
RIAMN AU ANV WD D FDUDINAIYAITUN
Tuneasuriunguiiduseuniqudilunaly
AU 30 AU LAYATIREBUINANBIUIAAWUN
(Discriminant Power) laaldinaila Correlated
Ttem-total Correlation kazidandaranuiiie
I0C 1A 0.50 Tnesnuimusssuae il
Adlaus 0.520 - 0.569 FuANNAULALGD

WUSUATIANFSIE 0.700 - 0.803 AUANUAIIATE

fiensaus 0.836 - 0.867 sunmua ATy
durULUTUATIAN AW 0.668 - 0.724 wazwnA
AN 03T (Reliability Test) AiflFnduszans
woaruAn31 0.70 uly (Sinjaru, 2009)

NANTILATRDNAYIZNDULBNEUSU WU
A uineeRyUszneay (Factor Loading) §ien
11NN 0.40 (Hair, Bush, & Ortinau, 2006)
AU ANS woann (o) ToswAazfIklS (n =
395) fiA1uNnA91 0.70 hazA1 KMO (Kaiser-
Olkin Measure of Sampling Adequacy) Wiy
0.922 FauAnd1 0.50 wazAANNLUTUIIR
ananm (Average variance extracted; AVE)
1N 0.5 (Fornell & Larcker, 1981) Lag
ANANNLBRITUIINYBeFALYS (Composite
Reliability: CR) #1nn?1 0.70 (Nunnally &
Bernstein, 1994) wanasinusazatlslinem
UILARUMAINZAUAINANT FOHAIAITIR 1

M19199 1 waasan133AIeRneAlIznauBedudy (Confirmatory Factor Analysis: CFA)

o o o Factor
dnlsudafmlsdauna Mean S.D.
Loading
1) IussIuEiaHen (PC) (0L = 0.725; AVE = 0.543; CR = 0.778)
PC1 MiquajijuiinanemIianyaanmmue NIy 336 111 0.855
PC2 miguaijuaduanumniieniunnszauniadany 383 098 0613
pC3 miguajjuiigua ludmauuazalSygn 380 095 0723
2) ANARMABABUUIUA (BF) (O = 0.871; AVE =0.725; CR = 0.888)
° Y 4 A Yda oy o 4 @ s o Y 3 oA
BF1 aaswonanvalmmizvesdumntdydnsaivesdamigquatju ldilued1ed 375 107 0810
BF2 innudh la luaamwuaznmvesdumillidydnvaidimiguiuiluedsd 373 1.03  0.858
BF3 Yuiiseisnilsy Tomivesdumiiidydnuaiveadimsquiijuilusdied 3.67 101  0.885
3) pamuanuilugud i unusua (PQ) (0L = 0.841; AVE = 0.646; CR = 0.845)
PQI fanFureunazsasuile Idiududuazmusamesdmiquimde Tavande g 3.98 097 0814
DYLAND
a Y J o J 2 v W o 1 I A
PQ2 FUAMBZAMIANDTAINTAUIAAIDIBATNHAIVO I UDE19A 383 095 0752
PQ3 duduazamsameimiguastouyaaniidevesnim laedadanu 378 1.01  0.842
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M99 1 LaRan13IAIekpeAUsznauBedudiy (Confirmatory Factor Analysis: CFA) (619)

o o o Factor
gu)suely/damlsdana Mean S.D.
Loading
4) anuAalade (IP) (00 =0.924; AVE = 0.840; CR = 0.940)
1P1 T Iuesdeaumiin dydnuvaivesdamsguailulu lish 336 120 0.886
P2 aulvizgedumniidydnysivesdans ut’ﬂﬁummu 352 109  0.924
1P3 Foemsdoduiiiidydnyaivesdiny quijiunniulueuinn 356 1.07 0939
RUYLAR: o = ANduszan3ueaana (Cronbach’s Alpha Coefficient)
AN9199 2 ANENANRUS (Correlation Matrix)
. v, 3 paummanndly Tausssw ANNAMINY
dauls amaddare , A ' )
AHAIUALUUTHA sl He ABULIITUA
ANuaalade 1.000
guamanuiufudununusud 0.632 1.000
TuTITNA BN 0.640 0.725 1.000
ANUAUINEABIUTUS 0.744 0.751 0.686 1.000

ANNAITN 2 WU ANNTUNUSVD

ANANIING 3 NANIFIAIZATUYIZEND

FuUIANTANgeEn@D ANNAUIALABLUITUA
AupanaNsduiuduAuLyIUs HA0

§ 1w

ANFUNUSYVINAD 0.751 WAZAINNNUNUDVDY

' '
1 °

fusAfdidnmgafs Anuaslagniuaunn

q

(= LY VI 4

AU udIuAUBYIUG HANanduius

Wiy 0.632 lnassAuanuduiisvawneiie
TaiiAiu 0.800

anduiusyoeaududslungy CFA fien
Ju5zAnS anduiusseus 0.560 &9 0.703
(37nA37 0.300 wEbiLAW 0.800) LaAa3N
srautsianuduiusuwe W TdfulsFeaiuy
wazfidn VIFs dasnin 10 Asldifiailgm
Multicollinearity (Hair et al., 2011) wazlsidl
PeyrnneIsaunsang

A157197 3 LAANANANNTUNUD hazANUTNL9RTITIaLUn (Correlation and Discriminant

Validity)
fauls Mean S.D. AVE IP PQ PC BF  VIFs
anuaalaie (p) 348 1.04 0.840 0.916' n/a
AU U DILTUS (PQ) 3.86 085 0.646 0.569 0.803' 2.041
TusITuaetion (PC) 3.66 0.82 0.543 0.560 0.611 0.736' 1.793
ANNAUABADLLTUS (BF) 372 093 0.725 0.7037 0.663  0.602° 0.851' 2.005

1A * = - = . <
Hanatyie: 1o VAVE, ¥iN1899 p <0.05, ¥U18D8 p<0.01 o 11803 p < 0.001
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>
(YR 7]

9l HANNTIATITRAMN T BT
Fuun (Discriminant Validity) wu7n Leadn
(Measurement Model) UD9bAAEAIbUTHHS
(Latent Variable) snsnsainlaianizi3aauay
Tlyztududusugsunedu asanen vave
TANgenIANANNTURUS TTNI19AIUUTUE
Tuwaaifiendu waneldifiuinunasiniininu
Wgensadeduun

dinSeeasuAeayainunllday
WU nguiIngNIANUAAIUSDAMAN
3.86)
AMNAULALFABDUUTUA (Mean = 3.72) TRILSTIN

ANNTURURIUADLUIUA (Mean =

afefiuy (Mean = 3.66) agluszdvann waz
fupunslaZe (Mean = 3.48) oglusdiu
YuUnNane ANENLY

Nan1SAN®N

NAMIRUTWTINLULaaUaNaaulal
mnﬁwmucﬁmuLLumaumuﬁ’wm 395 AU
nunguieg et duineamae o 221 Au
(Sovaz 55.95) WFATY AW 135 AU (3paz
34.18) LLazmju LGBTQ+ auu 39 AU (3puas
9.87) &huimyjﬁmqagiazij 23-277 (Sovaz
47.09) mﬁ’ﬂagﬂummmﬂﬂm\‘i (3puaz 48.61)
fodwiduiidan/dnfnw (Savas 53.42) fszau
asAneUSens (Spuay 58.73) dsnald
folfiausIndn 10,000 U (3puay 49.87)
saus g iudiuuualnidu AfideiEes
fifeadoeiumasied managsis finn saulufs

mMiaunan (3ouaz 63.04) Bufminaiitotssiign
finnuAgadoaiunmsqudtufonisdonsgu
($puaz 33.67) laelFiSudndn 1,000 U
TunsBadudusazass (Savas 66.84) fAud
Tunsfefn 1-3 ase lusey 3 Weou (Sawas
46.58) wazfinudoduduiy E-Marketplace
(w81 Shoppee, Lazada, Kaidee) (3auaz 42.28)
So9a9NAe Tamuntuleanss ($ovaz 30.13)
ANNAIAY
HaMTIATTAANNAT LN ILAA AN
TAs9a319 (Structure Equation Model) wu7n
fienuapandesiudoyaiBaszandeyluinasi
it (maesuluna) Tneann1snsIaaaunLin
iA1 Chi-square Winny 55.440 A1 Degree of
Freedom (df) windu 41 felaawalsduims
(Chi%/df) windu 1.352 sfisniianewss
ANuAaanaauluAITUsTIAN (RMSEA)
WinAY 0.030 AABHIRILAVANURINZAUND A
WBatdIpuiisy (CFI) windy 0.995 ANaaiidn
JTAUANMURNNZENNDF (GFD) winAy 0.977
ARl InTEAUANNERARaDN LSBT UDDY
Tucker way Lewis (Trucker Lewis Index :
TLI) Wiy 0.992 wanelfifuinlunaning
malafaiinnuaonndnsnaunduiuluwmania
naud i muald Tuszdufisausuls Tnoand Lo
AsHANlAERAYSTNINS (Chi2/df) Yasninse
winAu 3.00 A1 RMSEA #awnin 0.05 way
fim1 GFI A1 CFI 52ufAN TLI dAunnan
0.90 (Browne & Cudeck, 1981) (mwﬁ' 2)
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yq &
anualage

R =0.586

Chi-square = 55.440, df = 41, p-value = 0.065, CMIN/df = 1.352, GFI = 0.977, CF1 = 0.995, TLI = 0.992, RMSEA = 0.030

AR 2 LEANHANNTIAY
ANT1971 4 LAPNHANNTNARDL ANLFAFIU
iwumanssadig B tvalue p-value ANNAFIM  WAMITIATIZH
Tausssuaiotion — quamanuilududis 0397 4161 0.000™ HI AT
AU
Sausssuasiolion — anumleie 0220 2710  0.007" H2 GBI AN
anuAuAsALLTUS — Auawanuiufudin 0478 6061 0.000" H3 advayu
RISTEATE:
ANNAUIADADLLTUS Samnilaie 0.547 7347 0.000" H4 afueryy
quamanuiuiudmiunusus - auaalato 0062  0.793 0.428 H5 Tijeivanyu

RGN * nANBEe p < 0.05, ** uaneiie p < 0.01, kaz *** nunediv p < 0.001

NAPNTNA 4 WU auuRsiy Hl
TaussTuaNaTuNTDNENaLBIUINADAAN
ANuiuduAULUIUs e lidadAung
¢y 0.001 ([3 0.397, t = 4161, p
< 0.001) duNAFIW H2 TousIsNadadaud

a

BRGNP

ﬁmﬁ‘waL%ﬂmﬂm'ammﬁ”’ﬂaﬁaamﬁﬁﬂfﬂa"ﬂf-ﬁ’ﬁy
N9aRATazdy 0.01 (g, = 0.220, t = 2.710, p
< 0.01) duNAFIU H3 ANNAUALADLUTUA
Bndnaidaulnsenuamansduiuduiy
LLmuﬁaﬂﬂﬁﬁﬁ’ﬂﬁﬁﬁ@mﬂaﬁﬁﬁi:ﬁu 0.001 ([33
= 0.478, t = 6.061, p < 0.001) auNFa U H4
AUAULALFADLUTUASBNSNALBIUINFBAIY

paladpagefitfudfyneadifiniszdu 0.001

(B, = 0.547, t = 7.347, p < 0.001) axAzU
H5 oyaiBetszansdaldatayuamuninany
WufuawiuuusudiiseswaiBeulanssaing
0.062, t = 0.793, p > 0.05)

naNNFFILT 5 Afdulsnannam

falads (8, =

Wudusunuuusus bifinaBaoaniumensese
Anuslate fiduRenede duiivguinnaamn
AnuduiuduAUkususa Ui edady
Wi (Single Mediator) fiuoUwAaDE52731s
ANUFNAUSVRNA LY SBaTTLATF LU TANY
[alanaapudvdnadeniu dae3Ses Baron
waz Kenny (1986) wipls3asiladeiBaaning

s

fiogifpandsnnuduiusd daand 3-6
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Huauiunusus

IMUTTTNAN U
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anunalade

IMUTTTVEN LY

'
PPN

2NN 4 Leanidnsnafinlsaennu

NAAWA 3 NUT AdUSTRYBEUINe ¢ Auuususidudiwdsaesnuunesdiu (Partial
(g = 0.397) doanin Adulszans1dun1e ¢ Mediating Effect) (Baron & Kenny, 1986)
(B = 0.560) lunnd 4 Tnedidranasegnedidy  senineanuduiusvevinusssuaiaiouuas
Adgnadanaasinaunmanuiuiudy - anunslade

|
AamnANIY
Y

. o ¢
HUTIUNVUUITUA

sk

AMUAUIAY C’0.580

a2
AuAL 1%

ApUUTUA

AT 5 : BNBNaTINTTRITILU B e UMk uT LS dauadenu

ANUAUIAY

24 2
AuAalage

ADULTUA

AN 6 : Tunafifiandnaswlaenu



NN 5 WU AT EVBIEUING ¢
B= 0.580) tawnin Adudszansidums c (3
= 0.703) Tun il 6 Taedfidnanasaeedive
snfyneadifuaneingaaInaNsuiuEu
AURUSUA UM LUSaNNIUDUNNEIU (Partial
Mediating Effect) (Baron & Kenny, 1986)
FENINANUFUTUSVDIANUAULALFADUUTUA
WAL ANASIATE

afuseuazajdnan1sidg

myvaSiushernusdalunsld
wusuAMwsADS TN udldudmsuud
Hrglumsatayuiui Feioulunagsiad
fianahaulaluilaqiu fidedeagduazeduny
HaM39 eliaonndpariy
Yanuszaednns3dy feil

1) TusIINaNelauiidnsnaiBeuinse
AaannANLuud AL LUTUA BazANAASlA
FoaufilFuusudausamassnsaudilu
\iesanmiguditluites “suRsnaogs” Ir
AasrluBemauuazLisiennudouaz
firuaRtun3lE8an Sniedefinasaniaiann
yaanam lidnagiumsidonideriniainausa
Mg AIUEABBNTDINTLIINIG WAZNNTHAR
salFemsasennuwndisudunnszaunig
Feau wziidomitaunamenatuanansa
windsle dammdpeiu Podsatiangool (2017)
Finmsquiiuiuidnsnaludevossemelng
andausluafin (Wabuchi, 2015) Fwilau
IneBuduimusssunazauduadodauves
Uszinadtulunsdazyaaduriunmsandesiu
fiong wie wolwdunsqudtu wudeay
mM3quaURisnApgsh iefinnsunaus Taus sy
Tugalnls (Taisho) InsuansoonsnuLARa LY
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voeazAsnguenidiazsswuusnuludsi
wiloufugaaTosuuuvsmmagluluaiody
saudemsldauanylsiunszuauvinlunissiog
unegagniiuinIesusennuvasiiazas
wanHengsiinnuamsiugagnues wanlns
(Vampire) puuuunziuan Fadugagniuye
Inlsfvjuansndidududouauld uenan
i fefimsweuwnsianussludunnudouas
waluladvesyalnlsluainafry wu “aaudl
fAnmAudnlez (Itto Rock)” “auulssazAsgu
919Maz (Asakusa) e 67 Bausauiing
Tavazasureusnoesditu saudls “auusaln
15uns (Mugen Train)” fegndszgnsiunain
yurusalwindnslath JNR ju 8620 fiditu
Woanndules ioannnsfiamaluladilansiu

¥ Yo

An (Creatures, 2020) yilAgsulaauTats
PAAUANINAIANNENHAUNLITBINVD 9B
drjurAununsves @y auihldniigu
Fosildes waznansiudefifianuiem uas
snansaunan g lawandudn wislddeanslu
NNNNIRANALE Wilga donndeeiy 33uns
wathafiuana uaz 333 watlszan (2562) 1
FiansqudiuiisndnaiBegsialulsemalng
Tunsaseyadliundundnfuauasgsia
Bu 9 AAedas

2) ANUAULALFBRUTUANBNSNALEY
uInFRAMANANNLTUANAIUAULUTUA LA
AuRslagadudfilfuusudausnnadi
Andqudtiu iesanguilanduiinnuduiay
AUUUIUAAIUSARDINNIAUIEDS “AUfane
95" Waswnmiquiuiiden wazldsuns
s wvizenantnauvin iiduiianlunanssnug
Felun3unvesmslfuusudmusamediu mn

duslaalspaifiunsafilszaumsalinagodum
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flFuusudmusampsunsianigudluEos
“oUfgNnIngs” wan Juilanazanunanand
wnanwaliennzvesdumifidydnwalinnisnu
Tiitazeglustuuvrpsdudiiosulgaay
szann wisAumis i uuisldidusg e
ADARARNNLLUIAAYDY Rhee Waz Jung
(2019) F41 mwﬁumwiaLLUiuﬁLfJuﬁafh’siu
ANTINANUAUSHAAAUT BAZHIINNNTANAGD
audunfuilae daveduilanlunguianizd

[N 2

Fe3usieessarszleny A nuazAes

Auinfdidganwalfnsgudiluiine iunse
wedaudndustng wu dniiuiasnine
2995 1uazAINTD Lawson MuNnIziaswes
371 Daido Drink uazinsusi3eaves 1053
n3ufl Al nanwalueesiinisquavans it
3os aufiannegs Wudu denndpsiuuwifa

o

Y99 Ha wag Perks (2005) %ﬁh Huslnaag

U

'
gy

VIAANUAULALADUUTUAFUAINAIANTTUS
fensvausloviveiuirudosnieg sau
fadszaunsalnazanunssarvesguilaa
(Campbell & Keller, 2003)

g ]

3) A AN duRuduAU LU IUA

(%

HINBNAAINIUTTRINNIRIUSTINAT T

] I
Salar 1 o

AuAnuAuIALAnLUsUAN T uRglaTe

'
al

AuffilFanusamasiansaudy Woeann

Auslnadndusanuazandidisldiiuduiuaz
ALSALADSFINSAUENWABD [IwaNAe 9 DY)
LE1D §DARARNNY BIAN §TNA kA ASIRY
TnFmn3m (2563) 391 uusudALIAMD TR
Usznavfianansavilfduilaaifnmanugniiu
fDuUTUS NelufuANLAR Fua INRiANY
33 uazsnung@ngsu azdudeuanslifiui
Au3lnafisuiteTmusssuaioion uaziiny
AulAEAULUTUE AzdenarenTIsinAusslade

wazdnguslnadiguainanuuiudiuiy
wusuFsIFazdenanedauliaiudsla
Fogeiudnsg

sty adqudtuiEes “mufiannegs”
Fedundesdomegsnandlnaeinuinusssy
WaZA3INANUAULALAD LU TUAFUAF LA
Auilaaldiiuedned Wosanniidndnalude
nnaelulszmAlngszning .f. 2019-2020
(Creatures, 2020) ﬁﬁiﬁﬂgé’]uw%aﬁfuﬁﬂﬁ
Suiadeimustsusnuminuizest saureand)
musAmpsiazasuseslduagned vild
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UsslasdiBengug
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wstlszan (2662) Auansldifiudn Jausssu
afedsuluSunndqudtulidndnaluide
5308 annsldausAnasreianSauLs
s el sunadsiiBnsnarinligusland
Sudsladudunusssusauludg awiadu
AMURNAY (Schiffman & Kanuk, 2004) 34
anansnaquladn Sausssuauduuiuaany
AULALFABLUTUAAUSANNFUNUSAULATEY
NaspAANANILTURUE WAL UUTUR waz
ANNAITATD N3N0 IHAGNENI9NNINAT
wazgaeiudhisanuiuiausssuduls
AUslaalagudy waza3IensannAowUIUs
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