o

UVIAIIUIVE

ngudndaazn1saessuuundaunuudadenueaulaivas

aWANIIBTINgUIAalneNdinananUAT ALY

Fuiifuunaana: 19 unTIAy 2569 an * a = 9 P
o UAN UBLVING™ 31N WIUNWNNTIYT LEE YatnIad yu
Juudluunanu: 20 wgwnIp 2569 : v

Tumauuunana: 8 dguiew 2569
24 1
UnAnea

[ 7
v aAAv

N1IANYIIT8ATINL TR

a 1 a

UsvasAviio 1) T1AT18BMEnaveIngue1edaniansnaniansase

£
Huslaa 2) Tinsierinisdeansuuuiindelinuudedinueeulauid

AMUASLALEIYYTINIUIAATDY

a d‘dq a

dngnannssieauRslaIyringuinaresiusiaa 3) IATeridvinaveinquendaniisning

H1un1sdearswuuiindelinuudedsauesuladludinnudslaysringuenaveuilnai

[ 6 A 2

aonmaeIfutayaldausedny nqudieg1slunside Ae uslaandeny 20 JUuld 9audu 238

9

s s
[y a [

Mag1e MeM Uity ulamzaIrasiugnlinuleluanudn Adnsvesinguinauazlaiy

kY

Y¥1inquena Taldnisiiesigrinieadauseiannnainds wazldn1s3nsiersiwuuanaunis

1A39a319 (Structural Equation Model Analysis : SEM)

1% a fala a 1

HANIANETITY WUl NgUeeBakazn1sHeasuuunseUnuudedinueaulatianinas

'
% aaa

AnuRdlayninguena ddudAyneadansyiu 0.001 lneddvinaniansauvanysal wazdmy

o
'
a 1 =

8n11 nsdearsuuuinseUinuudedianesulaiiudinarsdiiudninawuvanysal agned

v o a a ada

ad ) Vi a a Y a ! a ]
UYAIRUNNENNTEAU 0.001 ?qu‘LJVLM’l @V]ﬁcwaGUENﬂQlI@'NEN@JEJ‘V]ﬁW@NWUﬂqia@aqiLLUUUqﬂmaﬂqﬂ

o

(Y L3

vudederneauladludnnuaslaiyninguenavesuslnanaenndesiudoyailenlseany

AR NaNeeds, MiFeasuuuinnseuinuudedinuesulat, anuddlamiiyy, Ingusnalng

"Corresponding author e-mail: tanawut@go.buu.ac.th
! {emansn138UsyInanivinimatn Auyu3msesia inine deysin e-mail: tanawut@go.buu.ac.th
2 593an319138UTENANININTNAN AUTUINITTIND WINeTdeysni e-mail: jirapap@hotmail.com

? ©19139U58IA1U NN ANLUITINTTIND WNINe1GEYINN e-mail: chalaporn@go.buu.ac.th

Burapha Journal of Business Management, Burapha University, Vol. 15 No. 1 January - June 2026 1




Research Articles

Reference Groups and Word-of-Mouth Communication on Social media

of Thai Amulet Soft Power that affects Purchasing Intention

Received: 19 January 2026

Tanaphon Nitichaowakul!” Jirapa Phungbangkruay? and Chalaporn Yun®
Revised: 20 May 2026

Accepted: 8 June 2026
Abstract

This study aims to 1) investigate the influence of reference groups on purchase
intention, 2) investigate the influence of word-of-mouth communication on social media on
purchase intention and 3) investigate the influence of reference groups, through word-of-
mouth communication on social media, on purchase intention which is in agreement with
empirical data. The purposive sampling was used in this research. The sample size consisted
of 238 consumers aged more than 20 years old, and used to buy sacred objects. Structural
equation model analysis (SEM) which is a multivariate analysis is used for analyzing the data.
The results show that the analysis of influence of Reference Groups and Word-of-
Mouth Communication on social media of Thai Amulet soft power that affects Purchasing
Intention with statistical significance at the 0.001 level. Word-of-mouth communication on
social media is a complete mediator of relationship between reference groups and purchase
intention with statistical significance at the 0.001 level. This can be concluded that reference
groups affects purchase intention through word-of-mouth communication on social media and

this agrees with the empirical data.

Keywords: Reference Groups, Word-of-Mouth Communication on Social media, Purchase intention,

Thai Amulet, Social Media
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Han1InTsidayaniemalianisiiassilunasunislaseasne

A159d 1 nsiasssiesAUsenoudaiuiiy (Confirmatory Factor Analysis : CFA) (n = 238)

. nasusu
a9AUsEnNau/ o L & o Y

. AUs/Aandsdanala Factor CR AVE
IR t-test

loading
NANANTN 0.570%** 0811  0.591
L Ny 0.772* 12793
NQUD 9B

naulaifieUseasd v3e
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wign1saliliiaUsyase
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x2/DF = 2.110, GFI = 0.952, CFl = 0.984, NFI = 0.970, RMSEA = 0.068, RMR = 0.059
*** p-value < 0.001
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TE = Total Effect, DE = Direct Effect, IE = Indirect Effect
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