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Abstract

This research aimed to 1) study the marketing mix factors influencing online
purchasing decisions of consumers in Mueang District, Narathiwat Province; 2) compare
the online purchasing decisions of consumers in Mueang District, Narathiwat Province,
classified by personal factors; and 3) study the marketing mix factors that affect the
online purchasing decisions of consumers in Mueang District, Narathiwat Province.
Quantitative research methodology was used. Due to the uncertainty of the population
size, Cochran’s method was employed to calculate a representative sample size and
reduce potential errors. Consequently, a sample of 400 online consumers in Narathiwat
Province was recruited using a convenience sampling technique. Data collected via
questionnaires were analyzed using descriptive statistics including frequency,
percentage, mean, S.D., T-test, F-test, and stepwise multiple regression. The results
disclosed that 1) the overall marketing mix factors influencing online purchasing
decisions of consumers in Mueang District, Narathiwat Province, were at a high level; 2)
a comparative analysis revealed that differences in gender, age, education level, and
monthly income did not lead to significant differences in online purchasing decisions
among consumers in Mueang District, Narathiwat Province; and 3)marketing mix factors
had a positive effect on the online purchasing decisions of consumers in Mueang District,
Narathiwat Province, at a statistical significance level of .05. The influence was ranked as
follows: Product (X; = .88), Place (Xs) = .86, Price (Xy) = .84, and Promotion (Xj) = .82.
Collectively, these factors accounted for 68.62% of the predictive power. The research
findings provide a strategic guideline for online entrepreneurs, suggesting that priority
should be given to product development. Enhancing product quality, credibility, detailed
descriptions, and brand image is essential to increasing the likelihood of consumer online
purchasing decisions.
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n19n13aa1a7 denasanisinduladend odud1uu Facebook 109Usryinsluiun
ngTNLMILAT WU Jadudinuszannenisnatania 4 ¢ ldun frundndoe duse
Fureamnisdadmisuadunisduaiunisnann dmanisuansensiadulaedudn
UU Facebook 89Uszrnslulunngannuniuas wandbiiuindiundndue ausin a1
P9I NAITINTINUIY AIUNITAUATUNITAAN 1?uﬁmmﬁﬁﬁ’zy@iaﬂﬁ@fmﬁuia%aﬁuﬁw R
Hafudruuszaunisnarniinaaunaziegdlaliduilaavnisdnauled edudilfisdu
uanaInil Srisawat and Wattanachai (2023) lévinnsfnuiies Jadeiifidnsnavesdiu
Uszaunnmsnaiafiinasonisinduladedudguinauilnavesiuilaaluan wud dade
dudszaunnsnain sundadusiuasaiusm mawﬁwamawﬂwmamaamimaﬂ%a
ot el fudidyneaifisedu .05 waz Nakhapong (2024) ld@nwnUadodiuuszaumis
nsnaaRdTadiinarenszuaunisinauladedudriuunanesuesulatvesuilaaly
ATINNUMIUAT HANITITENUI Tadediulszaunsnisnaiafdsiaiidsninadents
daduladodudrinuunannoiuooulatvosfuslaalungaunmuniuns egredivedidyma
afiAiszdu 05 Tuvaisdl Paviou (2003) l§Rnwnssonsumsteduesulailneysninis
wuaAnduANlela (Trust) wazaanandes (Perceived Risk) nui1 anandesiulussuy
poulatuarfueidniwalaenssdenusislao (Purchase Intention) wagnsindulaio
939 wazanudeioluiuleduazaudtglunsldens iutadedfgivinliguilansensy
n13% oA ud100ulat dau Parasuraman et al. (2005) LdaunTuiaa E-S-QUAL il a¥n
AuANNSIEUINseBiannsedind laeusenausae 4 fdndn liun Arudussdnsam
(Efficiency) AMuNSauv9asEUU (System Availability) anatdudrudiuazaiuvaonsie
(Privacy) NMINBUAUBILATNITYALYY (Responsiveness & Compensation) WUTN ABAIN
nsliuinismadidnnsedndddvinaseanuiianela arwlinga uazanudsladoves
Auinaag1eldudAny Snttse Davis (1989) La@ws Technology Acceptance Model (TAM)
ieosureniseensumaluladvesildan Tneszyindadendniidansnaroniseeusy
walulad loun n1sfuitauselestveanisldam (Perceived Usefulness) n133ustiendny
felunsldan (Perceived Ease of Use) fuusiaasilavswasorinuad anudslald wae
ngfAnssun1sldauaidduviunvesssuvseulayd saufsndvddiannsednd waz Sun and
Shao (2023) l¢@Anwnsdnenenanidninasoanudslalunisdedudludaemddeniude
Fsaooulay wuin nstevdsiunislafaninis fadusuuuulvdvedindoanouise
m&sldfuanudemiunndulungfuilaarniiu Tenseduainuanlaegian d1u
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AUEIN5A I UASU DAY (Visibility Affordance) AUENN5DLUASULARIAUA ALY
(Meta voicing Affordance) wazaauanuisalunsuuziinisdedis (Guidance Shopping
Affordance) anunsafidninadeninudslalunisdovesgnaidiunisidiudaulunisladi
anFuilslel

nn1snumInLIfeislulssmaassssemai sasuiadodul szaung
n3na1a NspeNsunsTeAuAeaulay LLazmiﬁmﬁu%sﬁamawgﬁIm NUINNUWITBEAIU
Tnganunsnesutsanuduiussenineiuusldessidoddy ogrdlsfnig efinnsaly
Fadnng Samudedidnainauidedy fel ewAseduiuningsdnwinavesiadodau
Jszaunanisnaaniedadedumaluladrenisdnduladoludnvusnadnianiie lay
Lilddeulsmansgnuvasilafomarduiunszuiunisdnauladeluudazduneusdrady
syuvdnabideliainnsaaiuigliegredaiauintadenianisnatndunuimuwansdnenu
pgslsludunounisfuininudonis msfumdoya nienisuszifiumadon 11uide
Frusnldngudegslunifiodugviefiufiasvgiiondn wu ngummumuas 3o
Ussinaiauruandundn daalidorunveialinsauaqunginssuguilaaluusunves
Jfandefuiinouay Seidediniulassadisiugiu melulad uasdnuvazuszansd
wane1eeenty

Table 1 Summarizes the Research Comparing Variables and Outcomes

Researcher Independent Dependent Key Findings
/ Year Variables Variable
Saksung (2022) Online Marketing Purchase The overall online marketing mix
Mix (4Ps) Decision was at a high level and

significantly influenced
consumers’ purchase decisions.

Thepnarong (2021)  Product, Price, Online Purchase  Consumers placed a high level of

Place, Promotion Decision importance on marketing mix
factors when making online
purchase decisions.

Sukkam (2017) Demographic Purchase Demographic factors did not

Factors Decision Behavior  significantly affect consumers’

purchase decision behavior.

Sathianchoak Demographic Satisfaction Gender and monthly income had

(2019) Factors no significant effect on consumer
satisfaction toward online
purchasing.

Chanthathawon Marketing Mix (4Ps) ~ Purchase All dimensions of the marketing

(2022) Decision mix (4Ps) had a positive influence
on purchase decisions.

Srisawat & Product, Price Purchase Product and price significantly

Wattanachai (2023) Decision Process  influenced all stages of the

purchase decision process.

A
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Nakhapong (2024)

Pavlou (2003)

Parasuraman et al.

Digital Marketing
Mix

Trust, Perceived
Risk

E-service Quality

Purchase

Decision Process

Purchase
Intention /
Actual Purchase

Satisfaction,

Digital marketing mix factors had
a significant influence on the
purchase decision process.

Trust reduced perceived risk and
increased consumers’ purchase
intention.

Online service quality significantly

(2005) (ES-QUAL) Purchase influenced satisfaction and
Intention purchase intention.
Davis (1989) Perceived Technology Perceived usefulness and ease of
Usefulness, Acceptance use significantly influenced
Perceived Ease of technology acceptance and
Use usage behavior.

INATNUNINITIUNTTN ANEEITelanmuald diudsdu Ae Jadudiudssau
n139a1a Lown (1) arundadue (2) d1us1a (3) Auteanian1sIndIning wag (4) anu
msdaasuMInaIn uaziuueli fudsau fo nsdndulatie Seusenaudie (1) desns
N153U3 (2) NMsAUMaETIUTINTBYA (3) MIATUIMIAGEN (4) nsPoAudmTaUIms uay
(5) myUsediundsnsto sl annsowansnuduitustesiulsfinanldlunsounudan
N1539Y Aaanslu Figure 1

Independent variables (X) Dependent variable (Y)

Demographic Factors
1. Gender
2. Age
3. Education level » Purchase decisions process
4. Occupation 1. Awareness is required
5. Monthly income 2. Information gathering and

research

Marketing Mix Factors 3. Considering alternatives
1. Product 4. Purchasing the product or
2. Price service
3 Place 5. Post purchase evaluation
4. Promotion

Figure 1 Conceptual Framework
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sziigudsnishne

ns3seasiiilun1sioBad1sna (Survey Research) Ussnsilalunsanen taun
fuslnniidedudooulal Tuimiaussna dunsmauanguiegdlunsdlinsusun
Usgrnsituueu 39438nsimusuangusiiedswes Cochran (1977) Tneg3dorimun
seRuArmdeiuviniy 95% lduunangudiedne 384 au udliedestuanuianainain
mu?ﬁ'&%uﬁ%ﬁmdmﬁaaam F1U7U 400 AU AUFREIN IAENITHUAIDE 1M UUTIHEEAIN
sAdedidenifudian 400 4 Tuszesinan 2 Weu fuuvasunumeundusuasiinim
gndesanysal annsadluldle S1uau 400 4 Andudesay 100 vesuuuasunuiideen
Favn

Table 2 Sample Distribution Based on Population Proportion

District Population (Persons) Sample Size (Persons)
Mueang Narathiwat 126,342 62
Tak Bai 74,186 37
Bacho 55,961 28
Yi-ngo 47,399 23
Ra-ngae 94,050 46
Rueso 74,500 37
Cho-airong 41,082 20
Si Sakhon 41,902 21
Waeng 54,327 27
Sukhirin 26,530 13
Su-ngai Kolok 78,511 39
Su-ngai Padi 55,353 27
Chanae 39,517 20
Total 809,660 400
\Sasiielun1side

THuuudeunu(Questionnaire) uednafiolunsidefiadrsdumnannisinuiuuain
yquiuasnasideiiiendes Usznaude 4 daw il

1) deyaviluresimeunuuasua FsUsznause e a1y sTAUMSANY 81T way
eldindeseifiou dnvaznuduuuunivaeuenis (Check List

2) nsgvrumsnisdndulatodud Usenaudie Faansnisiud nmefumuarsiusiy
doya nisfimsanmaden nistoAudwieuinig nmsUssdundinisie dnuuriuudeUn
Wuluusnsduusyanaua (Rating Scale) 5 syauved Likert il (Rabob et al., 2009)

3) foyaRgriudedudulszaunisnisnain Useneuse fundadu fusia du
YINNNITIATINUIEY LAZATUNTELETUNIINGIN anwasiuvdaunudukuuangIdI
Useliiuan 5 5eAUved Likert

poufl 2 wazneudl 3 fdnwaruuuasuauduluvnTE@UTEIEUAY 5 SERUTeq
Likert 9nszdunmAaiiutiesiian winiu 1 ludssiuanudndiuinniian wiity 5 Tdnwsi
mswlamnumaevesAzuLwais 5 sedu fail (Rabob et al., 2009)
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[

4.51 - 5.00 viunene danudranluseeu unig

o q

[

3.51 — 4.50 yuneds danuaranluseau 1n

o

[

2.51 - 3.50 nuneDs danudraalusgau Urunais

o

[

1.51 - 2.50 viwneds denudrgluseau Ues

o

[ v £

1.00 - 1.50 vineds fewdrdnluszsu deofian

Funaunisadaaiasiion1sise duil 1) Anvuwdn nouiuazauisefiieades e
A519NTPURIAANITINY 2) W kuuaeunuliaonadaeiunTouluIAnNITITY 3) AT9aeu
AITiBanss (Validity) 9eauvuaeunudiadnsd uredideay 1uau 3 v Jasesideil
ANNABAARY (Index of Item-Objective Congruence) LLawiUﬁJaaUﬂmmW%ﬂLﬂ%ﬂﬁaﬁﬂ
M5l mnuAsUdL Audenadetvasiien (Content Validity) Aeuazilunsaodld
HAN1INAABUNUIN NNYeA1a1uilA1 10C >0.6 (Wanichbancha, 2012) Fadluldlunas
nyvEouAIdesiusiely 4) duvuasuauildlunaaeuiunguidmanefisidnuaziviloudu
naufee19d LAY 30 AU Ui Ared esiulaeldiSueAnduuszAnsuear (Cronbach’s
Alpha) wa9ndauus annndt 0.70 dsll duusdase Jadudruuszaunsnisnain (1) d1u
wandoel @1Aud ey 0.87 (2) Ausian d1anudeiu 0.85 (3) d1ureanianisin
Famine Aradesiu 0.86 (4) funisdsaiunisnan armudeiu 0.85 uay faus
p1u fo madndulade (1) doan1sn1siud Aanudesiu 0.86 (2) madumuazsuTndeya
AAadesy 0.87 (3) msfiansamaden Araudesiu 0.88 (4) msdedududouinis
A ey 0.87 (5) mMsUsuiiundinisde Araudestu 0.87 Fuduawunmsi
(Nunnally, 1978) faiudsagulddranmnsaduvuasuniuatuiluldlunisfudoyadmiy
ns@nwla nsaTIvaeulaymanuduiusideny (Multicollinearity) f3delansiaaaudeym
AN RS TENnI19dIwUTBaTe LAefiansa191nAT Variance Inflation Factor (VIF) hagan
Tolerance NANIMTIADUNUINAN VIF vaasuUsdasennmilAtosndt 10 uage Tolerance
1NN 0.10 wansibifindaymeanuduiusidamyseninsiaulsdase

msiiusausIutoys

) a 14

nsfuwuuasunuiuduilaeiidodudesulatd lufwiaussia welilddoyads
dnuniznsaiugnyenievesnside uasiidnvaziduimunuiiivesssnns Useanaiiy
ade (Bias) aq tAukuuimem saud1uIu 400 AY

n5AATIEVtaYA

n9isundsildadiflunsinseideya léun

1. afifiBanssann Uszneuse anudl Sevar Aeds uazdrudonuunggIuyes
foyahluazaruAniiuiifrediudsyaumenisain uaznisdinaulate

2. adfdeeyunu msuifisussdunsiadulatedudooulavvesiuilnn Tusune
Wi Famdaussna Twunauladediuyana Idadanisnaaeud dmsuwseuldiiu 2 nqu
warldnsiiangianundsununaien dmsumauisudoudous 2 nguduly uag ns
AATIEVIanaeeNY (Multiple Regression Analysis) Tdnennsalfuusaudsdmaniansiuys

[
a Y 1

dasziunaasintuly Inensldn1siesigiluuiunau (Stepwise)
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HANTFANEA

1. Hadvdrudsvaunisnaialunisdodudiesulativesiuiing luwnsnneifies
Fminusdna lunmswegluseduinn suiifidnadenniign fe sutesenisdadming
(Aade 4.38) 5939a31Ae FuNAATaw (Auade 4.30) uazsnudisiiadetosdigaie sunis
dugdumsnann (dinde 4.23)

Table 3 Mean Standard Deviation and Level of Opinions on Marketing Mix Factors Affecting Online

Purchase Decisions

Marketing Mix Factors Mean S.D. Level

1. Product 4.34 0.64 High
2. Price 4.26 0.67 High
3. Place 4.38 0.67 High
4. Promotion 4.23 0.72 High
Overview 4.30 0.68 High

2. Wisuiiisunisdnduladedudeeulatdvosfuilan Tuwndunoiiios Santa
w31571a Swunaudadediuyana wudl e a1y sEAUNSANYY 013N elaseliouwane
fufinnsdaduladedudieoulatvosfuslan ludunadesdmiausdna luiunnsiatu o
ANTINUALTNEAY

Table 4 Result of T-test Analysis

Purchase decisions Male (166) Female (234) Gender

Mean S.D. Mean S.D. t Sig

1. Problem of recognition 4.22 0.60 4.10 0.59 1.84 0.74
2. Information search 4.25 0.62 4.11 0.60 2.18 0.31
3. Evaluation of alternatives 4.32 0.63 4.19 0.61 2.03 0.72
4. Purchase decision 4.30 0.61 4.20 0.58 1.86 0.48
5. Post purchase behavior 4.34 0.67 4.22 0.61 2.04 0.29
Overview 4.29 0.63 4.16 0.60 2.22 0.28

Table 5 Result of One-way ANOVA

Purchase decisions Age Education Level Occupation Monthly Income
F Sig F Sig F Sig F Sig
1. Problem recognition 054  0.67 1.82 0.16 146 0.24 1.97 0.13
2. Information search 0.84 0.49 2.36 0.08 0.83 0.48 0.87 0.46
3. Evaluation of alternatives 241 008 210 0.11 227 0.07 1.44 0.25
4. Purchase decision 094 0.61 2.03 0.06 0.86 047 0.85 0.43
5. Post purchase behavior 086 054 219 0.05 0.84 045 0.84 0.48
Overview 1.12 0.48 2.10 0.09 1.25 0.34 1.19 0.35
% NsaslATUgmAnsLaTUTINTsINa AmAnedeinga U9 18 alui 2
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3. 1153ATIEanneeny (Multiple Regression Analysis) T nensalfuUsnuds
dsmamnaninUsdasyaausaasintull Tnemsldmsimssinuudunou (Stepwise) Wu3n
defirsanaruduiussenieiaulsassiis 4 fu fenudiniusiulaedaiogsening 0.28 -
0.48 linudrdideymsaudunsang (Multicollinearity) Tnaduusdaszdnnuduiusiu 1duly
mufonnandesiuiiddnylunmsiesginisonnssnyaa iefinisanaruduiudseningh
wUsBaseite 4 fhu daudiiustulasdaiegsening 73 - 81 liwuhitymudunso
(Multicollinearity) Inasudsdassiimnuduiugiy Wulunudennand osfuiddaylunis
WATIVNTANDDENYIANM

Jadpaulszaunienisnan lonn AuNdndue A1usIA1 AULeININITINTINLIY
uagfumsduaiumanann dmavindensindulateduooulatvesiuilan lusuneidies
JIAUTITNE a8 1slltdAyNNEna

JadeduUsraunienisnannie 4 §u amnsaviuienisiusUsvesnsindulate
duArvesuslaalugineiies Ymdausina laseuas 68.62 lngiTgsdrduAdninanse
A fanunlumesnuddusdl Ao drundndaet (X,) = .88 Futoimenisen
MUY (X3) = .86 A1UTIA (Xp) = .84 AIUNITALATUNITAAN (Xg) = . 82 laslTyuaunis
ﬂzLLuuauﬁﬂmamié’fm%uia%aauﬁwaaulaﬂ%aﬂu‘ﬂﬂﬂ Tugunewlos Taniaussaa s

Yiot = .70 + .88(X)** + .84(Xo)** + .86(Xs)** + .82(Xq)**
WouaunisnensaflugUuuunsiuumnasguldsd
Z = .68(X1)*+.66(Xo)**+.72(X5)**+.64(X4)**

Table 6 Correlation Coefficient of Independent Variables

Elements Product Price Place Promotion
Product Pearson Correlation a7 73 .75
Price Pearson Correlation 78 .79
Place Pearson Correlation 76
Promotion Pearson Correlation

+ Result of Multiple Regression Analysis

Independent variable VIF B Std Beta t sig
equation entry order Error
Constant .70 .30 2.339 .020
Product (X1) 212 .88 .06 .68 14.435 .000*
Price (X2) 2.26 .84 .05 .66 11.326 .010*
Place (Xs) 222 .86 .06 72 13.124 .000*
Promotion (Xa) 2.18 .82 .05 .64 14.189 .000*

R Square = 0.435 F=68.617 sig= .000

**Statistical significance level at .01
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dsUnauazafusena

naNMTITenaTngUsvasate 1 iednwiladedulsvaunisnainlunistedud
ooulativesrfuilan Tunduneifies fmiausdna lunmsmeglussiuann dudifianede
1nfign A fMuteananisindiming sesasunde sundndue wazduiidaade desdian
fio dunmsduaiuniseain duduiings guilaeansaiendedudldvniinanalaell
Foudumsluidn slidommansdadmieosuladldsunnuiounniu lnsawgluga
Aavatimaluladuazdumedidafiunumdfaluiinusesniu denndestuwuiAnues Davis
(1998) Na1371 wwrRansmanadelvlifilianud fydurdemienisdasivineddna iy
azaan waznsididduandundn uinndinisldfanssuduasunisnainiiiesednfen
donmdoaiuATeves Saksung (2022) Ivimsinwides duwlszaunianisnainoeulaiiil
naron1sinauladedudiandeulvesfuslaelunsunaides Smiangien wuii frev
wuvasuawiauAaiuisafvdudsranmensaanesulat Tnsamsmeglusyfuann
Tnefianadowindu 3.93 wavaenndasiu Thepnarong (2021) Tévnsfnesndes Jadedau
Usvanmnsnsnanmeeulaiifinasonisindulateduiesulmiiuwoundieduresiuslnaly
LWANTUNNUNIUAT WU {neuwuvasuaulinnudAydudadediulszaunienisnain
ooulatl Tnsnmsmeglusziuinn suresmsnsdndminesidedegean sesaunfe sy
NARST FuTIA uaziuNsALESIMIRaeiA e

naINMTenuTngUsrasdde 2 iewFeuifisunisindulatedudiesulatves
quslan lusnnewdes Swminussna duunmutedvdmyana fuilnaiiing o1g sziv
nsAnw 018w Teldaiiou ety dmindulatedudesulatvesiuilng lusunoidios
Fon¥ausisna luensneiu duduidnes duwmesiiauazansnivunaroiududdeylu
FAnUszdriuveseunnnga vlinnauannsnd faunannosunsdedudooulaliagis
$reane lesiidnuaenassannsmansuanenaiy dendastuninAnues Roger (2023) 7
nanfanAnnsunsnsznouianssuilomeluladlamalulagndunsvansuaznanoidudau
999973 UsE 91U ALLANAIIFILING 81y 13 oan U MTNIEIRNRzanALdAYad
sumefidnuazammlviuluiagtuiieduuinnssuiiingsser “nsvensulaemanu (Late
Majority — Laggards)” demalvimnginssunisidunanesuesulauianvauglnafeiulunnngu
Usens uasineluladidaldnansdulassadrefiuguvesdinussdriu dwalsifuslaayn
nguamsniddarldunanesunisd odudeeuladlded1urniion Teaeandasfi
WUUT1809 TAM WIAANISUNINIza1euinnssy washudAndinua3otleag udniau donndes
fusuideves Sukkam (2017) lévinnsAneniFes ﬂaﬁ’aﬁﬁmaﬁiawqaﬂ'ﬁsmmsﬁﬂﬁﬂﬁaﬁuﬁw
nunnsdessulatvesiuilaaludineilies Sminuasusy wuin Jadesuussuinsmans
lawn 018 sEAUNSANY 018 Yszaun1salvinau uagseauegld duadenginssunis
fnaulatodudriunadessulavesguslaelusineiiios Smiaunsugy liuand1eiu uay
aonAdastuILideres Sathianchoak (2019) ldvhmsinuides adefifinarenisdndulade
AuAuyeini Siannsednduu Lazada Wuin N13AnwIALLANe198IdadBR U
Usgrnsmans wui Jedefumauaztadesunelddediouiiuandaiu duadenisdndula

a [

FoAUuAHIUYTIIBANNSatinduL Lazada liuanesnaiy
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Na9nMTITemuingUIzasdte 3 ilefnwitladudmusraunisnainiidamasionis
dindulatedudeosulatvesuilng lusnnauios Sminuina nui Jadudiuuszaumis
N13AAIARTUNERTUI ATUTIAT AUYBINNNITIATINUIY ATUNITAUATUNITANIA dINA
mavinsensdndulatedudooulavewuiln lufwinusina laeFesdiusdnina
Fetl Frundndug (X)) = 88 Futemien1sdnsiming (Xs) = .86 fus1A (X,) = .84 F1un1s
duaSunmsmann (Xo) = . 82 Mbuduiingy Yadvdmdszamemamanimunausiniy
diewfiu eruazan arwduen wazaruiiila Wisuduilnalunssuiunistedudeslad v
TiiAanalunsuindenisdnauladeluiian aonndestunufndiulsvaumanisnaines
Kotler (1997) %agBunein mméﬁL%ﬁummimmWﬁuagﬁumigﬁmwmiaqﬁﬂiznauﬁgﬂ 4 finu
Loun wdaduel 9101 YeneaMsTndiniig waznsdaasunisnain nsluusunveanisnann
voulal audwesdninet Wuilidefiuguiiddyiian mndudldneulandanudiosnisves
fuilna wigiisegnuielusluduiifege Aliansonsedumsiadulaold aenndeafiy
smATeves Chanthathawon (2022) lévihnsfinwies Yadeduuszanmanismaindidaasie
nsnauladendedudiuy Facebook vasdszrnsluiuansamnasuas wudn Jaduaau
Uszaumnanisaanaria 4 d1u dud fundadoet fusia dudesmsnsdnsimiieuaziny
nsduasunIInaIn denanisuindenisinauladedudiun Facebook vasUszainsluian
NFUNNENIUAT waadliiudIdundnduel d1us1A1 AUTBINIaN15TNTIMUNE A1UNTS
GG ERRE LRI ﬁ?uﬁmmﬁ'ﬁmjiamiﬁmau‘[ﬁﬁgjja%uﬁ'} Fatliddruuszaunisnainfina1ian
wtegdlalifusiaavhmsinauladedudldistu

RIGIRIE
daweuauuglumsdinanisideluly
1. wamsideusiiguslaadmnudaiiusetiaddudsraunisnanalunistodud
ooulafludsuin eghalsfiniy WeRimsaniduseduwuin fusdndusivazsim Segddu
sesasnIINdIutaINsinsiune el fusznauntsmsldunisduady atfuayy woy
ndnduliinsusuUsasimululssduddquand Wedudneamlunisudsiulunain
soulatle
1.1 sundnsine (Product) §UsENaUNNITAITY BUUNTHRILIAMAINEUA I
aonadesiumuiesnsvosuilaneeulatl Tnemsidenlifaniifiannimuazeenuuuuss
Susilidanumenalansiu ieadranmdnvaliifuaziendnualianizvosdud (Brand
identity) uenannil msifiunradefovesduilaglideyasuaziBenasuda Wy doya
RerfuTandild 33n1s1dau sudanisuandiiangndaie earsanusiulauaduilaaly
nsdndulatiedudesulat Snvis msthuinnssuatelmiiUszgndld wu walulad AR wie
VR iiteliigndranunsanaaedlddudnussuuiaiioundeioudnaulade 7sazdaoifia
Uszaumaniinuazanushilalunmsidendedudn
1.2 fusien (Price) Tudrmveanagnseusian guszneunisasivunsia
wanzauuazdangu lngRarsananngandmueuazavesauddunain ieliAaam
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