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AKKARAKRIT CHONGPHAIBULPATANA : THE INFLUENCE OF PERCEIVED
VALUE AND BRAND TRUST AFFECTING TO BUYING DECISION THROUGH
E-MARKETPLACE : A CASE STUDY OF LUBRICANT OIL IN BANGKOK.
ADVISOR : DR. SURASIT UDOMTHANAVONG, 88 PP.

The purposes of this study were: (1) to study the form of perceived value for
Affecting to buying decision Through E-Marketplace a case study of lubricant oil and (2)
to study the form of brand trust for affecting to buying decision through E-Marketplace a
case study of lubricant oil. This study was quantitative research that used questionnaire
for collecting data. The samples were 421 persons in Bangkok who have experience in
lubricant oil purchasing on electronic commerce marketing channels (E-Marketplace)
Driving cars aged 25 years and over with a income of 10,000 baht or more.

The results of the coefficients of independent variables were concluded that
perceived value for quality and price, brand trust And brand awareness With consistent
statistical significance That affect the buying decision of significance level at 0.05.

By using formulas Simple regression and multiple regression

Simple regression equation is Y'=a+bX

The multiple regression equation is Y '=a + bX; + boX; + ... + b X

Y' represents variable based
a represents the constant of the equation
by, by ... by represents the weight, score or regression coefficient of

independent variables 1 to the k, respectively
X, Xy oo X represents the independent variable 1 to the k, respectively
k represents the number of independent variables
From all influences and factors Is important and affects all buying decision by
looking at the analysis results and seeing that brand trust is the most heavy, see the
value (B = 0.416), followed by the value that consumers perceive quality (B = 0.150)

and the value that consumers perceive price (B = 0.149) respectively

Graduate School Student’s Signature........................
Field of Study Industrial Management Advisor’'s Signature........................
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