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NONGNAPHAT HONGTHANAT : THE FACTORS AFFECTING THE BUYER'’S
DECISION MAKING IN COSMETICS AND BEAUTY PRODUCT ONLINE
SHOPPING : BANGKOK. ADVISOR : ASST. PROF. DR. WUT SUKCHAROEN,
83 PP.

The current study is to examine the factors that influence online purchase
intention on cosemtic. The study interviewed 10 buyers who had experienced in
purchasing cosmetic online in order to investigate to what factors that affect their
intention to purchase cosmetic online. The findings indicated 5 factors that influence
intention to purchase cosmetic online as following: branding, pricing, influencer, word-of-
mouth, and channel trust. Data collection was conducted via online surveys with 400
sample size. In hypotheses testing, stepwise method for multiple regression was
employed to predict for the estimation of factors that influence intention to purchase
cosmetic online. The implication of the study is to use as a guideline for marketing
strategy in designing online cosmetic.

Most respondents are single, female, age 21-30, bachelor degree, student,
average income less than 15,000 baht, average time spent on internet greater than 8
hours/day. Most participants buys online cosmetics 2-3 times a month with average
money spent 501-1000 baht each time.

The result indicates 4 factors affecting on buyer's decison are influencer
(r2=0.985), brand (r2=0.156), word-of-mouth (r2=0.146), channel trust (r2=0.108). This
is consistent with the concept of reference group, values, norms, attitudes and beliefs
that leads to decision and behavior of consumer. This will be used as influencer
marketing which leads to brand awareness rapidly. Age and occupation may have
different influencer or different seasoning, i.e. whitening cosmetics. A well known
influencer will be used to approach the target by having them review and explain the
product via social media that target is following.

| would like to thank Assist. Prof. Dr. Wut Sookchareon for his guidance and
support on this research. | hope this study interests entrepreneur whose focus is online
cosmetics. It can be used to analyze the market for good quality product and suitable to
customer requirement by selecting the appropriate strategy for the target to plan

marketing.

Graduate School Student’s Signature........................
Field of Study Executive Enterprise Management Advisor’'s Signature........................
Academic Year 2016
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TagldnannusiunddsznmslunI IR TLA AN T LD

Ining Asaurl (2549 : 9) nanvdn mydadula nanefs nanigaadulafidiien

o A = A o A ' ' o A A o A o A =
wa1eg  @alian wastlIeuifisuaiiandlsg nauaaanlaidanatfienladiidanni
A o o &
Lwalﬂusiqamqﬂszaaﬂ
U t:l' 1 2N o A = A n' 4:{' £%

mnmaa&awnmama;ﬂmn NIAAFUIA BUILDI  AIILRENFINGDINTT 210
wane g mMafenlasiinguazne Muniaduedng g adsznaumsiansan inalilasen
ﬁ]:ﬁﬂﬁmiquqﬂszm@TLi’JmmUﬁﬁaqms I(ﬂU{J'u@aummmiﬁ@‘ﬁu‘la%amawjﬂﬂnﬂﬁfu
FauFaUTUTa® waNINNIZAAAaFWIAGI8GILad Tidadniuilaann e luwuds wudes
A (% Aa o A = = & ® o A
ffasunuuanilainlunsaasuls deldinisaueailln wuusiasinisaasula (Model
of Consumer Decision Making) luﬂﬂiﬁ@'ﬁﬂ'ﬂ%a‘uaap&'u%lnmmﬂoaamﬂu 3U% QD TU
#1191 (Input Stage) PYUNTZUIUNT (Process Stage) UATIUHAANT (Output Stage) é'f\‘igﬂ
7 4 Ua
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i o T

i S ociocultural Environment i

' | Firm’'s Marketing Efforts 1. Family !

| 1. Product 2. Informal sources i

| 2. Promotion 3. Other noncommer cial !

i | 3. Price sources !

i = I

!'| 4. Channels of distribution 4. Social class ]

: 5. Subcultureand culture :

I___________‘______________________;_ _________________________________ 1

el o | :

i Psychological Field '

= 5¥ g !

3 i e N 1. Motivation |

o i cRECA 2. Perception ]

= p + 3. Learning 1

i . 1

Process E i repurchase 4, Personality ]

A ! e 5. Attitudes i

g | f |

E || Evaluation of :

E '] Alternatives Experience |

i 1

© Nosesweenn——____________ VUL SN j
g 1| Purchase i
2 2 !| 1. Trial :
Output E g i 2. Repeat purchase i
5 : i
2 1| Postpurchase Evaluation '

gﬂﬁ 4 wuuinaadnsaasula (A Model of Consumer Decision-Making)
ﬁm : Schiff; Kanuk; and Lazar. (2007). Consumer Behavior. p. 58.

WU AYN; WRZANNS (Schiff; Kanuk; and Lazar. 2007) N&1331 N32UI%
masaawlafaosdlsznauian 3 dszms leun
1) ﬁafﬁ'ﬂﬁlﬁéoNa@'amsé’@%u’laéﬁamaa;@%‘[m (Input Stage) fatlaagniauan
(External Influences) %aﬁaiagaauﬁwfuq ATauFNRUERUA RN NARAG LA
wqamiuﬂﬁﬂﬁﬁwa@iawqamsumiu’ﬂmmauwiazqmaft 119N 2 LAAY e
TaspmanIaaia (Marketing Input) Gadudnwaandudinasusmsfitia
IMNFIBRFUNNNTAAG ﬁu‘%ﬁwﬁaamm%ﬁomﬁuﬁﬁﬁu;ju‘%‘[m %’ﬂgapjuﬁmslﬁ%a
LLaﬂﬁuﬁﬂﬁwammﬂu‘%ﬁﬂfuq NAYNTINFIBHFUNIINITANG (Marketing MIX : 4P)
laun aFuaTdIfuie aua WAZMNTIULU TN NN Mydsemannuslaslasan
mMiFenaaTu miznelaaniniuasuasnsdszmauniuiansg ulauiadusen ms

LRANTAINIINITINT AU ﬂmﬂgwﬁ@mvlﬂ gj;iu‘%‘[m
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38N IFIANIANUTTIN (Socio-Cultural  Input) LHudnswaf ldinedaeny
7309 L% mMIvendantNan unaNuluFeReRun dntwaanasauasalunsld
Lﬂ%aaqaﬂm UINTT UNAN T1897% ONTWAIINTUTUNWNRIAUINUTITY LAZIAIBITIV
1 I3 v d I3 1 o a Ci Y A A a 1 a v 1 I [
aaluen Sﬁqtﬂumumﬂmﬂumiw;duﬂmm:ﬂiuuummaaauma%ﬂuamﬂs
2) niznaun1Iaaaulafiarasfuilag (Process Stage) Aaduaaunidadula
?lad;‘?uﬂﬂﬂ (Consumer Decision Making) dsznaumistdassnielu (Internal  Factor)
laur LLSGjJ]GIi] mi%'ujmilf%'ﬂuj UANNNN NARAANTLY aUNIANUABINT UWAZNITIL

5
3
NiFudlARennannane muﬁaﬁamsuﬁ;@ﬁmﬁwLﬁwmLﬁ'mﬁmﬁuﬁuﬁ(ﬁu%gaﬁﬁ
ol %%aiagaﬁ@“wﬁmaﬁ”ﬂomﬁuj’lﬁuﬁ;ju‘%lmLLa:‘fT'uq@ﬁwﬂﬁaﬁwmiﬂiuﬁummaLﬁaﬂ
e

3) NTLIBNIAAFULD (The Act of Making Decision) ﬁau;ﬁu’%‘[nmzé’@aﬂaeﬁa

@
2

VUV NLNAVL 5 VGO A

£ 1 maaszninluaudainIvesyuilne (Need Recognition)

J

Ce
L]

=

s

=D

N
v 1

mMImTayan auaafula (Pre-Purchase Search)

%uﬁ 3 MIdsziinkanigiaan (Evaluation of Alternative) W

v a & & Aad ..
ﬂ’li@mauslmaanmuaan“n@nq@ (Purchase Decision)

({

2
=
=
IS

ﬁguﬁ 5 3132t i%NI8RIINITa (Postpurchase Behavior)

3U7 5 nizvaumdaiulade
ﬁm : Schiff; Kanuk; and Lazar. (2007). Consumer Behavior. p. 70.

& A o @ v E = =
UM 1 MIaszninluanudain1suedgiilng (Need Recognition) TILUAALI;
luunse; uaztaaiiia (Blackwell; Miniardand; and Engel. 2006 : 5) l@a3U1831MInT=Ain
o v A & o A = o
luanadasnisvasduilne iuinuinvasnszuiunsaadula Safeaniiuiisaina

uane9vasFIndasnIuazfanlag I@]m:mzéjuslﬁl,ﬁ@ﬂs:mumsﬁmﬁulﬁl I@umﬁufﬁ
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a & & A o oa = o A A v a o A v 1 a '
'«a:mmuﬂ@aLua;duﬂnﬂuﬂtymlu 2 AaNMmE A uﬁtymﬂuaummmlmag LAaaw L
a U v =) v [ { v { a ; a U
walalugud wIadianudain1Iaualng 1NaaaUR®aIANNGAINIINLAAT LA T AN
Tl wganvin v AanTzuIwnIdaFklan NN

vV A

PYuUn 2 msmﬂagaﬁaué’@aﬂﬁ] (Pre-Purchase Search) @uﬂn@a:mﬁa;&mﬁa
o X o & o A 2 o A o 2 o oA
mmuﬂmm’lmmﬂui@mmm’ma;&aa’mﬂmo6] Taayainaniine ma;&amsﬂu G AIAREY
ﬁa;&amﬂumn ﬁa;&ammaﬂﬁa:dawaﬁaym Lwiﬁ']Qﬂﬁnﬂ"l&imﬂfﬁ“}'ﬂ’fﬁuﬁﬁmﬁamaﬂ
MIMTaYaNFILINdaNTaLAINTANNFUAUTAVEUA LU 2z NauInndn szduadw
L HEITANAG AU UAaUHNIN ﬁfuﬁaﬁwﬁmwm%mga p‘?u'%‘[nm:mia%mLLa:miﬂmﬁu
PANUUUADY WA ARSI ﬂ’]S‘H’]‘ﬂ/’rJ%JaLLﬂ:ﬂ’]iﬂizLﬁu‘ﬂ’NLﬁﬂﬂﬁ]ﬂﬁ‘fﬂ‘fauﬁh
27l 3 natlazifiukaniaiian (Evaluation of Alternative) HUSLnavzidayad
VLﬁnmeHm%'mLﬂu%mwguaz%Lﬂiﬂzﬁ“ﬁaﬁ AaLRY NI WANBUANTLUTHULAL IR
VmLﬁammzmmﬁummﬂﬁq@
& A o A A A AaA . @ a
AuUN 4 msmau‘tmaaﬂmaLaaﬂmﬂq@ (Purchase Decision) #adn13UszLiu
o A v A o A o & o S A A Aad
Aszilinaznnuden daide mamﬂuuqﬂﬂa'«amaa@maufl,'anLaaﬂmuaaﬂm‘nq@lumi
widgwiainlfdszaumantluedaidwnust nadszaunisalueiauasuazgon
P 5 N3UsELiun18naINIITa (Postpurchase  Behavior) tuiugaring
> 41’ Y A ° a 3 {nid‘r g: L% a o =3 a
PRIINNIITD guﬂnm:mwa@mmmwsﬁauumlm Tasluwumetdornuiazdsztin
a o o £ o A & v a I ' Al M o
WAaAm lUds Senszuaumidaduladevasguilaaidunszuiunmidaiiies ldldwya
I A g - - . & o, i
AsINNIITA guﬂnm:wa‘tamahwala LaziiaWnANIINRAINITaaI 13 Ynagin
a2 lnduaamnuaii wunae @mwé’mﬁuﬁ%w’mmmmwmwaa;ju’%‘[m (Consumer’s
Expectation) NUN13UU@N132898UA1 (Products’Perceived Performance) tn&uaikat
ﬂdﬁmmmw‘i‘]QU%Iﬂﬂﬁ]zﬁwi'a ANATINUAIARNIY NaziiaauNata d1aLARAIY
ANARNNE p&’uﬂnm:ﬁdﬁuﬁmﬂ
ﬂﬁﬂ;jﬂ%lﬂﬂaaﬂawuﬂW@]%uwsjvl,ifﬁ'uﬂnmiﬁm"[@i”%’mm;ﬁm LNBUHY UAz
1 dl dl v & 1 a LR 1 a & Aa A a
una9an g uazka latduanulinala AaaNNFNIARaNNdnSs nahamsUjias
FUA é’aﬁfugﬂnm:ﬁaa%aé’mﬂumsmuaqmauﬂ'ﬁﬁuﬁwashama"l,ﬂmam
Y L =) { v = =Y v ) & = =)
syUldinzuaunsdadulaazinsidasiunn@nssuvesduilng Saazdaauls
& ad a A o A o N 2 o | o
Fauuudaniaan lagiiaananudasnsngslulanauawas mm"lﬂgmum:mmaga
udznaunmiifanandszduieauiinmsdaduladadud1niauinimiug nagninag
nIaaafiday da nsldanuiayiunninsiunainide wislsuinisvasguilng
IWiRaenaiswelanniige lasldanusuiussznienuaanunosesfuilnanss

AUNIUJUANIVEIRUMN
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AN b lwnITUIRIIA R KT8 agm’%wéfmzﬁadLﬁmmgﬂm%ﬂﬁau 13i9n

a o = o & v dl Y A I A
zinandaaunsuan ﬁ?ﬂﬁ'ﬁ]’%ﬂﬂ’lﬂi% Gﬁﬂummq@auﬂnm:muﬂmaamaa

A ad A o
u,mﬂmm:‘nqug‘nmmnmwaga‘[a
annanadun193aInen (Psychological Factors) A¢adNadan1IaazulaTa
1045U3lna lasdadomalainenduiadsmuludalaguilnadl 4 dadvldud n13gela
ms%'u;%]“ AN TaLAzNALAGNYIN IR AaauNINala
m’méfaamimaa;ju’%lnﬂmmsmﬁ@"lﬁﬂmUamaw%awﬁ'u 1ad19ziluaw
FaINNIINIITITINGT TINANNFANILANNAILATLA L% AMNRINIAANUEILIN §I%
ANUABININININBUNANNANNABININIHANTY ANAFaIN1IEIKIR 19 lajann
wafizaslaliguilae inangdnsanlugarsamnu udazidudagsla (Motive) wiaussdy
. A v @ ' a
(Drive) Luavlmumim:@uammwmwa
= £ =1 a A = a 6 6 = L
NOEHANUGBINT 2 N8 Ao NOB)VBITNYG WIBHG UATNOBVBIAUT
gu wialad n9 2 nguglinnunuisveusiglanandranu niludiuniidanes
Y A Qg =
Auslnauszninaa (louau wondwansiu. 2554 : aaula)

a 6
1. AN VRINTLG

nauilddaimnugussaslaliinin iiesenialisiin (Unconscious w
Mind) Lﬂuﬂﬁ]fﬁ'ﬂéwﬁfyﬁﬁ]zNé’ﬂﬁulﬁlﬁ@wqaﬂﬁumﬂﬁq@ Tnyud Winod (Sigmund
Freud) L%adﬁwé'omﬁeﬁﬂmﬁshmhslai’wlﬁl,ﬁ@wnammlumi‘ﬁaauﬁﬁ ;ju‘ﬂnﬂmﬁ]
j‘én’h%uﬁwﬁﬁaamiﬁwa@iamséhLﬁu%fimamuvlsjmﬂ@mmﬁa LLaza:Lﬁ@mmjﬁﬂ
sunelouazienale Adadaldneuanasninudasnisuesialdditndronisdofue

@9na WIses, Lo (Freud, S. 1990 ; 4-5)
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Eﬂﬁ' 6 Imaaﬁ”'mqﬂﬁﬂmwmawhaﬂﬁ (Freud’s Structure of Personality)
13 : Freud, S. (1990). Consumer Behavior. p. 70.

o A& o ' A o A A o \
loslassaanugiuazdatagluan1iznauganu minfinadsuudavinlila
FUQANzAANIUTLAY uazuamuwININalIuaugs lanisuatud 1D (Fysanim)
2 a d 9 a vo & & o AdAa o fo_ A | =
wanoils Fanagludalidin undandadaanudiia gausism anuiawala (Pleasure
Seeking Principles) wazidu liNanauauadnnudasnmsvasaniaarinn laglddited
AQHANNNDNABILAZANUIANZEN UIzNaUI8ANUABIMTNINALAZAIINANII
é v g v a a a a v o AI 1 {
Fudulassanadesduwvasialauazidunsinanawlh Ego  Hiluisdrsg awin 1D
d84n13 #I% Ego (8aa1) nanufis wasuiimsldnanveanquaznaainauiuai
(Reality  Principle) Lugauaadndnufauazadian) Superego (8A8aa1) AdEINN
AILANMIUAAIBDNTBIUANR IUFIUVDINMTTTH ANE ANNTY ANYNAR WInDTIW
a d' % a (2 =3 & J < A @ a o
arrIw Neulasialdminvesyaaauu odunsnldfunnmasouiludiauuaz

ANUDITUT U 9

a 6

2. N1 wIdlavesalad
I&lad, 18 18T (Maslow, A. H. 1943 : 430-437) Na133NANNABINITVEY
mgmﬁ%gﬂL’%mmm‘hﬁumn?«aﬁﬂ@ﬁumﬂﬁq@vl,ﬂmﬁaUﬁqm lagaziignausnuaInlINg

@a9n3 (Hierarchy of Needs) All3avsnauanuimanannannlinives ldasiiaa
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1) ANGBINTTVBIIIINNY (Physiological  Needs) tHuauaaIn1svn
Wiz 1w 7998 4 loun AUAaIN3eIMIT AN 81Ma MIWNHEK AUADINITNIILNF
ANABINITANNALEY FBIN1TVIAANNAVIIY UAzdRINITINHIANUANAAVDS
' = ' @ o A o o { o g o
19NN TINALANAVINUANNLNG I8 FILIARANTAUAI LNAANNADINITHULNIINDLA?
mgwﬁazﬁ'wuﬂuﬂ'mia"l,ﬂ

2) anudadinsaNdaeans (Safety Needs) mgwﬁ"ﬁauagamamu 3
sedauivy "L;\i;mm;jﬁu ANAaINITEauUtananandayld 3 wuy A ANuNKAIlL
atauaT anuNwaslaaansluwandn Mele uaznIinandenudia lwenuen wastduly

3) ANNABINITNIFIANRIBAINABINITNTHANTUUAZAINNTN (Social
Needs) kA aaudaIn1siiien nssanTunguanludiay msiduniuiuas
HANTUANNAALRAY N1ITINARIWLAL LATUANNINIINAKIY miéfaomimmﬁ?niﬁmw
&
W uuaIn

4) aNNFRININNIUULe (Esteem Needs) oA N3daInsHaNIuaAIN
AALARAI T ALRWANIABINITNYIALATOLRLIINNFIAN FOINITHUNaAWLEY WAV KLD

Y £ ox o [ ' o A o o <
AWLD "lmaawordau @1aamsvlmun’lmﬂyaauunaﬁnﬂpdau AAIN1IAINN LD L LALD
R =1 '

a3 ANAULIA QAN

5) audeINIlEauANNELTIgIgaluTia (Self-Actualization Needs) :
dasmsiinawias vaniuauad iWalafusdinsallaslilnas desnsianudluauias
Tug I uNgIUNNIad GaINITNAILIAWLE w%amﬁa:%’uﬁammﬁ@Lﬁumaagﬁmﬁmﬁ’u
AWLAY FDINIIABNLAINNDTI Wivunazdansauadlasladnisdnilas dasniadlned

PaIA89 UTLRUANNEITIAIUA LD
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morality,
creativity,
spontaneity,
problem solving,
~ lack of prejudice,

confidence, achievement,
respect of others, respect by others

security of body, of employment, of resources,

Safety of morality, of the family, of health, of property

Physiological

Eﬂﬁl 7 ﬁﬂﬁ‘].lﬂ’amﬁadmwawlgﬂﬂ(mmmalaf (Maslow’s Hierarchy of Human Needs)
‘ﬁlm : Maslow, A. H. (1943). A Theory of Human Motivation. p. 430-437.

wniuas laidia (Kreitner, Robert. 1983 : 239) na11i1 wisg4la wanuile
a A d' 2 v Aa nl' I [ 6

nEIRNINNEainafdainislinginsuneanunduldainiagdszasduazanu
AMNADINTT

luas; uazdania (Bower; and Hilgard. 1981 : 314) nan271 u393ala

=3 o A 6 PR U Y A o o 1 o

wineile Tadenieasddsznevildnszduyeaaliifianduazin lugnsnszi

L& 2BUUIN (2542 ¢ 54) naI97 w3939la nanefls WAINIZEU (Drive)

1 A v vV a a WY
mulusasudazynaa Sanszduliiianaljua

v a X v @ o & '

AMUdaINIANAaTnlaNTaN g AURALTUABY LARZYAARIZNEEY
aausuaInNudaInIdnyNgansanniganan e ldaanunindannnudasnsu
anusuduludsnuiaznuald J9daane1ou@nsfsnnuaaInTiwudaziuaanyad
ausd uihanRTan i RiaduimunInasuauesnudaInsazlalatne usasls
insastianmIamaiiaysladuilng ldifannudainslunianmsinug
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a
MILTEUT

o o
ANABINTINGD whwaneins
o &by i
I8N 2 DILT
Tailasums " iR T > ﬁ'ﬂ:’)“’ﬂfdu 9 > WgRnTy —>  9oUSUBIATY
MaUAWDY danudndu TuLafan Fagmrs
( Latent need) N
NSEUIUNTTN
ANUAN
17
n3EAR
nMIaa
ANULATEA

U7 8 ANNANHUTIZNINIANADINTT UI94la uAzNAnIIN
W1 : Schiff; Kanuk; and Lazar. (2007). Consumer Behavior. p. 54.

WU fivz1ha (2545 : 156-159) VL@TLLU'@mm@;n’mﬁmmgﬂaaamﬂu 4 13210
1. LLsogalﬁ]ﬁLﬁ@mﬂé’wa@ﬁmGﬁ (Product Buying Motives) laun LLidgdlﬁ]ﬁ
Lﬁ@%uﬁ'u;ju’%InﬂﬁéTaami%aauﬁwLLa:u’%ms {aanasanadosnsuaslildsuaaia
wala WAFUAILAZLENNIT INNINe uaSuRedoRudsuld1na gu%InﬂﬁqﬁaaﬁaﬁuLﬁaﬂ
athslaagnenitarndiiimasde d93uni LtiagﬂalumsfgaNamﬁmsﬁ%uﬁugwu (Primary
Buying Motives)
2. LLiogﬂrﬂﬁLﬁ@mmmwa (Rational Buying Motives) Lﬂw,mgﬂﬁ]ﬁl,ﬁmnﬂ
ﬂ’]iﬁﬁ]’]im’léﬁﬂL%QNN‘Uﬂd%%ﬂLLNﬂixquﬂizmﬂﬁ laun
2.1 anwilszndadudl (Economy)
2.2 Uszandmwuazanssanwlunnsly (Efficiency and Capacity)
2.3 anudeiald dulaludud 1193374 (Dependability)
2.4 ANNAINUNNIINaYMILTNUBIUL (Durability)
2.5 anuazaInlunsld Inuie ligeenn lddudau (Convenience)
3. ngﬂaﬁlﬁmﬂﬂmimﬁ (Emotion Buying Motives) %amimﬁmao;ju’ﬂm
srdnalmiamssazulade
3.1 MILaN881IUAIANY® (Emulation)

3.2 dasmyaaisniiuianine (Individuality)



22

3.3 ﬁaanﬂimﬂamﬁaﬂmmﬁu (Conformity)
3.4 fR9MIANNELAINTLIY (Comfort)
3.5 ARINIIANNINAALWAY (Entertainment and Pleasure)
3.6 Anunzioanzenuainlnglélgs (Ambition)
4. usspalanifiaanmagdansiiudn (Patronage Buying Motives) lanriiilne
v =) v v v v U ‘é I ¢ 1 Qs
dasnsfudraniudlafudnislasaniz Ataduusagslaniiagunu
4.1 Thusmsadunwela (Satisfactory Services)
4.2 NANLBNLLRULNARUNS (Reasonable Prices)
. dE |y A ,
4.3 ianasvasnurzainluninazluda (Good Access to Location)
4.4 FuaniilRannaneatng (Abundant of Assortments)
4.5 FaiFosvasnuimalunmeiole (Goodwill of Image)
4.6 ANULASTWNLINUAFTNITD (Buying Habits)
MWIVRUAINFULATDIE D ng\ﬂ,ﬁmaa;ju‘ﬂm‘l,u{fwnﬂa:ﬁmméfuﬁuﬁ
o A a 6 . . . g o oa ' K3 o 6
nuussgslaniiiaanansunl (Emotion Buying Motives) T4gjuSlnasulnajdasmaniwansol
Aa a . A & o o = Aad A
nfianusougd laawdu mieendl asniuaugon uazdimunoatinleido
paiFudnIaaNNlaaduaInaadmt wuife ussgilafitinandiniaimt (Product
Buying Motives) adnniNazazviananulaaiduzaindanust nneliiianisaadnndn
A e a o R ® A o w [y A a v a @ &
molgiliFan andudl (Brand) Indussdrdglunmaaiussgdlaniiaannand o o

LRZHIRNNETINTIAILNUVBINAAA N (Presenter)

WIAAUAEN AL NLINVATIRIAT

AaaLaas Wadl (Kotler, Philip. 2000) lal#ddnnaaanuliin @sndudn (Brand)
Wuef9 Ta (Name), @1 (Term), §AN®MOL (Symbol), N13aanuuyl (Design) Nazuanin
audmIaninig uvaslas fanuuandraaingutiadnels 35ie g Nazuaninfslng
uanaudinielinu dunaldanandudiazdznavlddsquansme 4 Usznis
[ d‘ud
ailifa

1. Attribute : Eﬂm%ﬁwmmsluaﬂﬁﬁ]zﬁﬂﬁl,ﬁ@msamh

2. Benefit : griszlum

3. Value : fafivhliianinldanduduuuduiannunile

4. Personality : YARNAIWYBIATFIA

Yilan AANZIAUINKT (2555) NE12I1 ATNEWA BUeDd nnaﬂwaﬁ%uﬁwﬁa&i
& =3 v 1 ci L a v a v A a v 1 < a
NIANA 3IT9ANNITINUedNfuTInelinuAudwIaandud lddnnduyadnaw
(Personality) ANN1LTafia (Trust/Reliability) A74N+a (Confidence) &AN1WATW (Status)
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U52aun150% (Share Experience) WaSANNRFNNUT (Relationship) BUAN18ANNIN FUen
WIonAaN Mz IRUAAINNNINE 1ANIFIUMBNW (Functional  Satisfaction) L¥intis La
funTuanauaazlinsanunanalamamenin wazanuinswalanisensual (Emotional
Satisfaction) 619141 F9niEnTwauazidusudivainNFud) Adanuiinvasuilng
AA A o @ =2 X & A [ | P

niidaanaudnuied innziuddnazidu Brand  Name wllaunu udluanuianves

v

a ' ' = a R A o
I}d‘]JiIﬂﬂLL(ﬂaZﬂ% m\‘mummgaﬂmmnmaﬂﬂﬂ

Stages of Brand Development

Branding (dhjectives at cach

stage

4. Relationships
Intensc, Agtive Loyaloy What about vou and me?
SOLATY 'y =
Positive, Accessible y \\ 3. Response
reaction Xff.f‘.lnl;m]cmk Fc-..‘lm;[:\\‘ What about vou?
| / |
Pomnts of Parity and Perfi I X Meamng
ar @ Aoery
Difference erionnance magery What are vou?
Deep, Broad brand Salience I |L|E!l!1l}‘
AWArCnHCss Who are yon?

1 Source: Customer Based Brand Equity Pyramid (Keller, 2008, p.oi) ‘

gﬂﬁ 9 Iumaﬂﬁﬁ@qmmmwﬁuﬁﬂ (Customer-Based Brand Equity Model)
fn : Keller, K. L. (2008). Strategic Brand Management. p. 62.

g & % a o ! = =
I(ﬂUI&]L@&ﬁﬁ]ZLLﬁ@NﬁGT%@E]%ﬂ’liﬁi’]\‘]@]i’]a%ﬂﬂ IINFIBIWNIWUB TIUznoy
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Unstandardized Standardized Collinearity
audlswansab Coefficients Coefficients t Sig. Statistics

B SEest beta Tolerance VIF
fnaafi -0.803 | 0.255 3151 | 0.002*
ﬁwugﬁ%m%m 0.985 0.048 0.720 20.438 | 0.000* 0.836 1.197
fuanutidefia | 0.108 0.046 0.085 2.335 | 0.020* 0.792 1.263
PDITAIN
AUATIEUAD -0.156 | 0.055 -0.098 -2.818 | 0.005* 0.857 1.167
fMuNIVanea 0.146 0.059 0.096 2502 | 0.013 0.703 1.423
R = 0768 OverallF = 142.021 Sig. = 0.000
R° = 0590 AdustedR® = 0.586 SEest = 0679

NG : *NikdAYNIzaY 0.05
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AIBURUNIINY NI RINIIDLD U LA AT

MIANFWIE = b, + b«@ﬁ%m%m) + by(@MuinBofiausstainig) + by@3Fud)
+ by(N1ILANGD)
91N@1379 Coefficients b, = -0.803, b,= 0.985, b, = 0.108, b; = - 0.156, b, = 0.146
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