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ABSTRACT

A study of the influence of perceived value on electronic brand loyalty: Podcast
business of generation Y consumers in eastern region aimed to analyze confirmatory
factors of perceived value and brand loyalty in Podcast business of generation Y
consumers in eastern region and to study the influence between perceived value and
brand loyalty in podcast business of generation Y consumers in the eastern region. Data
collection was conducted with generation Y consumers aged 21-40 years old in the eastern
region who used to use electronic products (Podcast) with a total of 455 samples, using
stratified sampling technique. Collecting data by using online questionnaires with Google
Form application to prevent the spread of COVID-19 by distributing questionnaires through
human resource representatives of establishment in the eastern region. Data were
analyzed by descriptive statistics, exploratory factor analysis, confirmatory factor analysis
and path analysis.

The results of the research can be concluded that the influence between perceived
value and electronic brand loyalty: the Podcast business of generation Y consumers in the
eastern region, it was found that perceived value had a direct effect on the electronic brand
loyalty in the Podcast business of generation Y consumers in the eastern region. The
developed model was consistent with the empirical data with empirical data. Chi-square
statistic = 20.95, df = 12, p-value = .05, RMSEA = 0.04, GFI = 0.99. Perceived value in the model
accounted for 39 percent of the variance in the electronic brand loyalty in the Podcast

business of generation Y consumers in the eastern region.

Keywords: Podcast; Perceived value; Brand loyalty
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Tanaunmwionaddilailevneniaidu (Non-
monetary Value) 1ay Sheth, Newman and
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Feng Y., Chen X. & Lai I. (2020) Service

Hanaysha, J. R. (2018) retail X X

waseu T (2018) Social commerce X

ugua Auninsal wazAny (2019) Product X X X X X

Khong, T. A. T. (2019) Freemium X X X X

Wy audsy (2558) Cinema X X

Milfelner, B., Snoj, B., & Korda, A. P. (2011) Hotel X X

Helsinki (2008) Mobile service X X X X X X

Petrick, J. F. (2002) Service X X X X X

0351 9nNAg (2562) Product X X X X

Sweeney J. C. & Soutar G. N. (2001) Retail X X X

Chuah, H. W., Marimuthu, M., & Mobile Service X X X

Ramayah, T. (2014)

Sheth et al. (1991) Product X X X X X

Fiol, L. J. C,, Tena, M. A. M., & Garcia, J. Product & X X X X X

S.(2011). Service

Jamrozy, U., & Lawonk, K. (2017) ecotourism X X X X X

Bressolles, G., Durrieu, F., & Deans, K. R. online X X X

(2015)
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1. Usgnnsiildlumsiinn Ae fuslna
Laul,ual,iﬁz?uaflaa’]q 21-40 Ylunneang Tusen
iaeldusnsdudidid nnsednd (Podcast)
Falainsuduuiiuiueu (nfinite population)
FIAINRUATUIAAIDE 19 (Sample size)
ATULUIAAYDY Boomsma (1982, 1983,
919997y Schumacker and Lomax, 2004)
NA1TIN MTAATIEALLAREUNSIATIES 1 (SEM)

AISHNIAMUANGUAI8E19 400 WY F9ay

400 fiaege gudlegulagliondeaiuiiee
Wu (Non-probability sampling) tkUULa1£ 24
(Purposive Sampling) lngaziaansiiat1aniy
;:Jﬁmq 21 -40 Viweldwonueas

2.1#3 oafl o7 M lun1sifusausau
ToYA NYVHIIINAITATIADUAINUATUT
1 8911 (Content validity) 910514 829719y
12U 3 viulaeiial 10C vesunazdelulay
171 0.50 13 asflofildlunsiee windy

3 @ Usenausie
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21 d7ud 1 doyadnunzdIu
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TIUIUTIU 7 70 TANWULNITNOULUUEDS
flaenuazvaufaen

22 dwil 2 ms¥uanan (Perceived
value) Wunnsiauuuinnsuseanaai (Rating
Scale) 5 szau wundu 5 du fe AaAu
Usgleytuarn1sldanu 91u7u 3 4o Ao
AUFIAN 31U 3 U0 ARIAIR LT T
4 4o AruAvuAuesInasival q $1udu
3 79 LALAMAINIUANTNLINGOURNIZN1T0]
$1uu 3 o fendudsyavssann wihiu 0.820

23 df 3 AUANAATIAUAN
Youilna windu 2 §f Ao dATWiAuAR
91U 3 90 TATINGANTIU T 4 U9 TR
Fulszanssann wihiu 0.868

ail 9 wa191niusiusiudoya
Seuiosudn laandunisnsivasulinanis
17 (Measurement model) vodlsiaza1u lng
Fadandamoiuidudwlsdunaldiiden
Factor loading 4111N11 0.5 AaeAIUNa UMD
wlsdunalavosunari Uizl
AL BvBeF USRS (Construct reliability:
CR) 11nn31 0.70 wazANRAsvasrIUTUTI
ﬁgﬂﬁﬁ’ﬂlﬁ (Average variance extracted: AVE)
111N 0.50 MIULUIA AVBY Hair, Black,
Babin and Anderson (2019) & swansaadeu
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FUTITRYa NaINlasuleNaIsSUTRINE
NS935 8575UN1T3 T8l uuY v Uan
5ewi19Tudt 30 dquivu 2564 - Yudt 17
ngdnieu 2564 Id¥udeyadiuausisau 455
foee Fannnvuasegnatumiinmun

4. MFAsedeya Insesiveya
A8N1TILATIEAENNITIATIAS 9 (Structural
Equation Modelling: SEM) @ 28 1U51ATY
LISREL ©3e§9u 10.20 uvadu

4.1 A153AT181 09AUTENBULTS
g ue'u (Confirmatory factor analysis: CFA)
Wi ef udupinuudugivesluinanisia
(Measurement model) LaE M IIVIABD U
D9AUTENBUVBIUUUTANINITTLATIEN
29AUTENIUTSEUSUAAUEDY

4.2 n157AS18hLd un19 (Path
analysis) \ionsiadeudninavessaudsns
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ARRSIEUAT (Brand loyalty)

3AMA" (Perceived value) fafaklsAIy
g

adl lunismsedeunudenndes
NAUNAUVDILUARINNATNAADUAIUTD 4.1
wag 4.2 MRUARTUATIADUAMNADAARD B
naunduvesluing Usyneaunie AENR
la-guasdunvs (x2/df) Yesnia 2.00 A
p-value 41nA31 0.05 A1 CFIl, GFI wag AGF



11AN31 0.95 A1 U171 0.95 A1 RMR, SRMR
wa¥ RMSEA 1aeni1 0.05 (Tirakanant, 2010)

NAN3IRY

MR 2 WARIHANTTILATIZA
peAUsENOUT U UA A vAaDIVRINITTUS
AuAInsIAUABEnnIeling: gsnanoaLaa
voei uslaaLautuelst uelulunaia
ArTueen WU AILUINITTUS AMAILUY
sonu 5 asdUsznou Usenaudiy Aue
Aulsrlenivarnsldanu audauensunl
AUy AuAduALeeInFadlul
WAZAMAIAIUANINLINSBNRNIEN0! taed
AthwinesdUseneu (Factor loading) L¥infiu
0.78 0.73 0.63 0.37 uay 0.36 Aua1WU Lo
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Tulneu9id (Aadf Chi-square 1Y 52.13
A1 df AU 47 A1 p MaAU 0.28 RMSEA
Wiy 0.02 Avl GFI Wiy 0.98)

YUEAINTNA 3 LAAHANTIATIEN
239AUIZNOULTIEUTUA 1A VAR IR IWUIAIY
Anfns1duddidnnsednd: gsfanoaunad
voui uslaalaulueLstuaelulunnia
AIUDaN WU Usenausie Jaganganssy
wazfifidaieund Taefidniminesdusyneu
(Factor loading) LW 1A'U 1.00 wag 0.88
aud1eu Inglunaiinudenndednulays
Weusedndegluinueid (fadd Chi-square
WiNAU 19.40 A1 df 1M1AU 12 A1 p-value
WiNAY 0.08 RMSEA 117U 0.04 A%dl GFI
Wiy 0.99)

2 ! a v

A15199 2 KANTTILATIEYDIAUTENBUDIAUTENB UL U UAIAUABIIBIN1TSUSAUAIASIEUAT

Y 9

ddnvsedind: gsnanenweadvesuilamnuusisiunelunnmang ueen

Aauus B Eror R® CR AVE
anAuUszlsvduaznsldeu (Functional value) 0.78% 0.07 061 092 0.74
X1 asafupnudesnsaunsanevauesdsidesnsisiliofioy 0.79* 038  0.62
funandild
X2 lgusgleminnnisilamenuaanie e utunaniild 0.87* 023  0.77
X3 msliuinsveaneauaadiamuvingan dAuafunanild 092 016 0.84
AnARUEIAY (Social value) 0.63* 0.07 0.40 0.83 0.65
Xa msidenflanenuaadivililasunmseonsuvedeny 0.90* 0.18  0.82
X5 nmsidenflaneawaasivililasunistum 0.89* 022 078
X6 msflawenauaadiisUTulgsnmanualliddeaulad 0.58*  0.66  0.34
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A15199 2 KANTTILATIEY0IAUTENBUDIAUTENBULTNE U UAIAUABIIBIN1TSUSAUAIASIEUAT

Y 9

s a (3 1

didnnselind: gshanenuaasivesiuslaauuastunegluunnmanyfusen (o)

9

Auus B Eror R® CR AVE
ANAIAILE13UD] (Emotional value) 0.73* 0.08 053 071 0.53
X7 fAnaunauumdamduannisilieauaad 0.75*  0.44 056
X8 §Ansounagannsilinenuaas 0.78* 039 0.6l
X9 §antianela danuguannnisilanenuaad 0.67* 056 044
X10 S18n1snenLmaddenatotuaznouausdse laflalng 0.71* 049 051
Qmﬁ’ué”mm’mamnﬁﬁq‘lmj 9 (Epistemic value) 0.37* 0.06 0.14 0.87 0.69

X12 msilimenunadvhiesnnssinmunssuansildouutas 0.61% 063 0.37

Tl ) Tudaau

X13 msilaneaunadvhliidndusuniessinvdszaunisal 1.00*  0.00  1.00

Tl 9 Tunsladin

AMAUANTNLIARaURNIZN13a] (Conditional value) 0.36* 0.05 0.13 100 1.00

X14 \@anilanaauaadmsiznseiaiay 1.00*  0.00 1.00

X = 5213, df = 47, X / df = 1.11, P-value = 0.28, RMSEA = 0.02, CFl = 1.00, RMR = 0.01, SRMR = 0.03, GFI = 0.98, AGFI = 0.97

A9 3 HANISILATILYBIAUSENBUBIAUTENDULTIE UTUAIA UABIVBIANUNNANTIAUAT

s a 3

didnnselind: gshanenuaadvesiuslaanuueistuneluunniang fueen

9

Aauus B Eror R CR AVE
AAeiAuAf (Attitudinal dimensions) 0.88* 0.05 0.78 071 0.53
Y1 $Angniiufusionisnenuaadilsils 0.81* 035  0.65
v2 $angiladlelsflasneniswenuaadidurey 0.74* 045  0.55
Y3 agfnanuilssenisneanaadaoluudinazinisSeniiu 0.63* 061  0.39
ANU3NSLA
HRiangAnssu (Behavioral dimensions) 1.00* 0.07 1.00 0.71 0.53

o ol '

Y4 azfapsilanenminenunadidureusiely udinaelisnents  0.68* 054 0.46
au q NULUUTIENISINALAY Y

Y5 azhuzihsensidureulinuiiauns aaundnluasauns? 0.69* 052  0.48

Y6 sipamsilaneaunadlagnisidenilisienisiduynass 0.80* 036  0.64
Y7 azfnnnuilesnenisdu q vesteaneauaaaniileduysed 0.74* 045 055

X’ =19.40, df = 12, X? / df = 1.62, P-value = 0.08, RMSEA = 0.04, CFI = 1.00, RMR = 0.01, SRMR = 0.02, GFI = 0.99, AGFI = 0.97
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AN5199 4 LanaAnduUsyanSanduniusiiesau (Pearson correlation)

fiauus Mean S.D.  ATTITUDE  BEHAVIOR  FUNCION SOCIAL EMOTION ESPITIMI CONDITIO

ATTITUDE 4.20 0.61 1.000

BEHAVIOR 4.27 0.52 0.663** 1.000

FUNCION 4.59 0.54  0.401** 0.404** 1.000

SOCIAL 3.90 0.68  0.388** 0.289** 0.461%** 1.000

EMOTION 4.45 0.50  0.270** 0.325** 0.492**  0.237** 1.000

ESPITIMI 4.21 0.54 0.182** 0.205%* 0.321%** 0.275%* 0.314%* 1.000

CONDITIO 3.58 0.79 0.176** 0.146** 0.202** 0.324** 0.233** 0.200%** 1.000
** e dymsadnfisysu 0.01

Wi asau (Pearson correlation) U896 1bUS

dunalavasiuusuran1ssunmaLaz i

A5199 4 LERIAEUUSTAVS AanaUNUS
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31

wUsulsnuininsdua lagynavesiouls

Funaladanudunuseg1siidodfunians

0.01

<

ATTITUD =032

<

0.80

BEHAVIOR=*0.35

X? = 18.44, df = 11, X* / df = 1.68, P-value = 0.07, RMSEA = 0.04, CFI = 0.99, RMR = 0.01, SRMR = 0.02, GFI = 0.99, AGFI = 0.97, Roya7y = 0.39

7l 4 namTinzioninaveansiuinufidmasennuinfasdusdidnvseiind:
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14059 (Direct effect) AaANUANANTIFUAN
ddnvsednd : gsnanesuaadvesuslaaiau
wastunelunniangiueen tnslunad
fimunTuiiauaonedosiuteyaisUssing
aglunauif (ANadid Chi-square Wiy 18.44
A1 df .W1Au 11 A1 p AU 0.07 RMSEA
WINAU 0.04 AYll GFIvinAvU 0.99) fiauds
sonualulunadiunsaesuiennawlsusau
Yesfulsanuininduadidnnseiing -
gihonenurasvesiuslaauiualstuly

wanAneJueanlaseuay 39

ORMEREIG

NANTSILASIZY BIAUTENULT 98 Uy

1

9 vanaansliiiudl N15RII9dUNITTUS

Y

o

ANAIRIIAUAIBIANYVIETNG: g3naneanunas
yosuslnaueistuneluamAny fueen
Usznausme 5 93AUsENoU @ennasiiuiulAn
Y84 Sheth, Newman and Gross (1991) Tt
ﬁwmiﬁﬂmuuﬁug’mmwﬁqmﬁwaa@’u’%‘iﬂﬂ
(Consumption-value theory) Usznaun 28 5
A1u Ao AN 1uUTEleYduazn1slYau
(Functional value) A auA 19 1ud 9AL (Social
value) A 4R 19 185U (Emotional value)
qmﬂ'ﬁ’mmmaamfﬁlﬂm 9 (Epistemic
value) kagAMAIRUANINLING DULRNIZNT0)
(Condition value)

vued aruinAsmaudididnmseling:
gsfamenunadivesiiuilnauiuelsiunely
Wwan1AneTuean Usenauniy 2 15 donnaed
AULUIAAUDY Hayeemad and Polyorat (2013)
Usgnausie daLdeiAuad (Attitudinal

dimension) wardlALaNgAnssU (Behavioral
dimension)
eAnwdvsnaseninamssudaae
wazAuinAns1dud8idnnselind: giia
wonunadvaauslaaluLeLsTuelulwn
mangueen wuit nMsiuiamen (Perceived
value) 19 M5wan13ms9 (Direct effect) 7o
ANANARTIAUAT (Brand loyalty) laeiundn
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duA1d1 Faaenadostunanis@nyives
Pronpitchyapaisarn and Lekchareon (2020)
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