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Abstract

Purpose: This research aims to investigate the impact of social media marketing and advertising on purchase intention in
Bangkok, Thailand. Design/Methodology/Approach: The study utilizes data from targeted respondents for data analysis and
adopts an archival study approach to examine the factors by which online advertising and marketing influence purchase intention
through customer behavior, product awareness, and customer satisfaction. The sample size consists of 390 respondents who
have engaged in online shopping within the last two months. Additionally, the research incorporates three theoretical
frameworks from previous studies to establish a new conceptual framework. Findings: The research explores the effect of
online advertising and marketing on customer behavior in the context of online shopping and reveals that they significantly
impact product awareness and customer satisfaction. Notably, the relationship between online advertising and marketing and
customer satisfaction is stronger compared to that between online advertising and marketing and product awareness. However,
there is no observed relationship between customer behavior, product awareness, customer satisfaction, and purchase intention
in online shopping. Research Limitations/Implications: Time and budget constraints impose limitations on investigating the
influence of online advertising and marketing on customer behavior regarding purchase intention in online shopping.
Furthermore, the research is confined to the city of Bangkok and relies on data collected from a sample size of 390 respondents,
which may not be fully representative of the entire population of Thailand or applicable to other countries or different time
periods. Originality/Value: This research contributes to the understanding of how online advertising and marketing impact
customer behavior in relation to purchase intention in online shopping.
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1. Introduction

1.1 Background of the study

What has been found from this examination is
relevant factors that impact customer purchase intention
in online shopping. In recent years as the technology has
been developed, the majority of people have been using
online channels to purchase goods. People use online
channels to purchase products or services for their
convenience because they do not need to go out and buy,
and have more options to choose from before deciding to
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purchase. Moreover, people do not have to go out and
find the products or services that they want which is time
wasting. Over the last few years since COVID-19
pandemic, people choose to purchase their goods or
services through online shopping. The growth of online
shopping and e-commerce has been rapidly increasing
from 3.77 trillion Thai Baht in 2018 to over 4.01 trillion
Thai Baht by the end of 2021 (Statista Research
Development, 2021). According to Arunprakashn et al.
(2021), over 50.8% of customers prefer to purchase
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goods online rather than the traditional way of
purchasing. Online shopping has become more popular
in Thailand.

According to GSP Global (2022), Marketing and
advertising is defined as the way to build and create
awareness of a product or service for customers to
acknowledge what is available for purchase. Since
marketing and advertising share the same goal, there are
still some differences between these two words. To start
with, marketing involves research and analysis which is
the best way to promote the product to reach a large
target audience. This includes the study of consumer
behavior as well because marketers need to study what
customers like or dislike to improve marketing strategy.
On the other hand, advertising is the way to tell the
audience about the products, mostly using social media
to create brand awareness. Marketing and advertising
always come together to study and reach to the audience
to make the product or service to be known in the market.

Nowadays, social media is a part of internet users'
daily life. Evans (2010) describes that companies think
it is easy to succeed online and all they need is a
Facebook page to hit their audience. Moreover,
Weinberg (2009) explains that social media marketing is
an integrative process to promote goods and services
over social media platforms which has more potential to
reach a wider market than traditional marketing.
According to Li (2011), social media has become one of
the latest platforms for advertising. Therefore, Mangold
and Faulds (2009) defines social media as the set of
online word of mouth forums. Social media also
provides the organization with direct relationships with
customers. Rockendorf (2011) states that social media is
a hub of marketing intelligence to understand
consumer’s buying behavior by gaining insights of how
and why they feel about products and services.
Moreover, social media is defined as the new source of
online information and consumers create, share, and use
the information by themselves by educating each other
related to products, brands, and opinions (Blackshaw &
Nazzaro, 2004).

An online platform is a virtual space that allows
users to connect and collaborate, exchange information,
and access various services. It could be a website, an
application, or any other type of digital environment.
Through these platforms, people can communicate,
shop, learn, play games, and more. There are a variety of
online platforms available, including social media, e-
commerce, video, and gaming platforms (Start Platform,
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n.d.). Moreover, online platforms play a very big role in
business for customers to search for more information
about products and services to meet their needs. Also, the
benefit for every business to have an online platform is
to sell the product or service to a directly target audience
(Helling, 2023).

Customer behavior is defined as the analysis of
consumer behavior that examines the elements that
influence an individual's purchasing choices, such as
environmental, psychological, and social aspects.
Through the utilization of data, marketers can
comprehend the way in which people pick services or
goods, the thought processes, and emotions behind those
decisions, and what motivates them to pick one product
over the other (Maryville University, n.d.).
Understanding customer behavior is important because
when understanding what customers need and want,
business owners can develop their products or services
to meet the expectation of customers. Moreover,
understanding what drives customers to buy the products
will benefit the organization in terms of promoting the
product to reach a large group of audience (Chornyy,
2022).

A brand is described as a combination of name,
term, symbol, drawing used to distinguish the product
from other competitors (Kotler, 1997). Moreover, a
product is a key part of the brand. Product awareness is
knowledge about the specific product that the company
sells compared with competitors’ products (Cambridge
Business English Dictionary, n.d.). Therefore, having
enough information about a product is very important for
a consumer. In the same way, product knowledge is a
part of decision-making process (Rachmawati, 2018).
Lin (2006) investigated that product knowledge has a
positive relationship with purchasing decisions.
According to Gu (2012), the result of user experience
and product reviews are key sources of information in
consumer purchase decisions of customers and accessed
through online word of mouth. A consumer who has
higher product knowledge will be more realistic to meet
their expectation while choosing a specific product
(Elsya & Indriyani, 2020).

Customer satisfaction (CSAT) is a way of assessing
how well a company's products, services, and overall
customer experience are meeting customer expectations.
It is a measure of how successful a business is in
providing customers with a positive experience and can
be an indicator of the company's overall health.
Moreover, the article mentioned that customer
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satisfaction is important because the more satisfied the
customer will make the business go well in the future.
On the other hand, if the business meets with low
customer satisfaction, they can know the pain point and
improve the product or service to be better in the market.
Lastly, if the business can create a strong customer
satisfaction will bring that customer to become product
or service loyalty (Franklin, 2023).

According to Axelrod (1968), purchase intention is
analyzed to predict actual purchase behavior together
with other attitudes. Moreover, Mirabi et al. (2015) also
argues the purchase intention as a complex process and
an effective tool to predict consumer’s buying process.
Purchase intention is also associated with the behavior,
perceptions, and attitudes of the consumers. Then,
purchase intention happens before the consumer makes
the final buying decision (Armstrong & Kotler, 2011).
Therefore, it is a crucial point for a customer to evaluate
and choose a specific product. Purchase intention is
defined as the consumer’s decision to buy products or
services using e-commerce platforms according to
Mansouri et al. (2012). Khan et al. (2012) states that
purchase intention is an important concept in marketing
because it measures the possibility of consumer’s
purchase. Besides, the changes in purchase intention can
have an impact on demands of product and services
(Changchit et al., 2022).

1.2 Problem statements

As mentioned, the number of both small and big
organizations has been increasing these days and most
organizations had their own online platform to serve
customers the best service. Nowadays since COVID-19
pandemic, people choose to purchase products and
services via online because it is comfortable, convenient
and saves time. Moreover, marketing and advertising
play a big role in communicating about their product and
service through an online channel which can reach many
consumers. This means customers have an opportunity
to choose and select the right product or service that fits
their needs. Also, customers can search for more
information about the product at the same time. The
findings of this study will reveal the factor that impact
online purchase intention toward online shopping in
Bangkok. The ability to analyze an organization to
maximize the profit and productivity of customer to
purchase the product online rather than purchase product
at the store so the organization can reduce the cost of
store rental. All businesses could use all variables to
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develop their business performance to deeply understand
online customers behave to improve the business
performance.

1.3 Objectives of the Study
The main aim of the study is to investigate, explore
and understand online advertising and marketing has an
impact on purchase intention through customer behavior,
product awareness, and customer satisfaction. Therefore,
the objectives of the research are set as follows:
1. To study online advertising and marketing has an
impact on online customer behavior.
2. To study online advertising and marketing has an
impact on product awareness.
3. To study online advertising and marketing has an
impact on customer satisfaction.
4. To study online customer behavior has an impact
on purchase intention.
5. To study product awareness has an impact on
purchase intention.
6. To study customer satisfaction has an impact on
purchase intention.

1.4 Research Questions
In this study, the research questions are aligned with
the objectives of the research and detailed as follows.
1. Does online advertising and marketing have an
impact on online customer behavior?
2. Does online advertising and marketing have an
impact on product awareness?
3. Does online advertising and marketing have an
impact on customer satisfaction?
4. Does online customer behavior have an impact on
purchase intention?
5. Does product awareness have an impact on
purchase intention?
6. Does customer satisfaction have an impact on
purchase intention?

1.5 Significance of the study

The number of people who use online platforms are
increasing and social media usage is one of the most
popular online activities. It estimates social media users
to increase almost six billion in 2027 according to the
data of Statista (2023, Feb 13). Moreover, online
advertising and marketing plays an important role in
persuading customers to buy the products and services.
Along with the online advertising and marketing, the
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business can conduct to reach the product to the targeted
customers by analyzing their online customer behaviors.
Besides, customers can search and get information about
what they want to know easily on social media, and they
can even compare the product they intend to buy with
other similar products. In addition, customer satisfaction
has become a key to sustain the business especially in the
online shopping industry. On the other hand, the
competition is increasing in online business and
customers’ buying behavior has rapidly changed from
traditional shop to online shop for many reasons. During
COVID-19, people had to stay home and could not go
outside for shopping, and this impacted the online
business to view more and do research to know about the
customers who spend their time on social media and buy
the product online.

Therefore, this study explores the factors
influencing purchasing intention towards online
shopping in Thailand. Therefore, the findings of the
research will support the online shopping industry and
digital marketing firms to improve and understand the
purchase intentions of online customers and social media
users. Moreover, the findings of this research can
provide the guidelines for SME businesses who are
interested to run small online shops on social media as
well as other types of business in different industries
which like to interact with customers through online
platforms. In addition, this research contributes to the
ecommerce industry. Finally, this research can give a
fundamental key factor for further research regarding
social media advertising and marketing, online customer
behavior, product awareness, and customer satisfaction
variables that affect the purchase intentions variable in
e-commerce or digital marketing industry.

1.6 Scope of the study

This study focuses on examining the effects of
online marketing and advertising on consumer behavior,
product awareness, and customer satisfaction, and their
subsequent influence on purchase intention in the
context of online shopping. The literature review is
primarily based on secondary data and information
derived from previous research publications. The author
integrates three frameworks from prior studies to
establish a hypothesis and conceptual framework, which
will be used to explore the relationships between
variables. The study specifically investigates the impact
of social media marketing and advertising on purchase
intention in Bangkok, Thailand.
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1.7 Definitions of the study

1.7.1 Online Advertising and Marketing (SM)

In this study, online advertising and marketing is
defined as a way to persuade and promote products and
services (by the product and service itself or by the
influencers that have personality traits to the product or
service). In order to give customer information about
products and services which leads to the purchase
intention.

1.7.2 Online Customer Behavior (CB)

In this study, customer behavior is defined as
thoughts and emotions of consumers that motivates them
to purchase a product and service related to their
environmental, psychological and social factors in an
online environment.

1.7.3 Product Awareness (PA)

In this study, product awareness is defined as the
degree of knowledge that customers have for a specific
brand, product, and service.

1.7.4 Customer Satisfaction (CS)

Throughout this examination the word user
satisfaction is translated into being the entire experience
a consumer gets when using an online platform to place
an order such as goods or services.

1.7.5 Purchase Intention (PI)

From what has been specifically researched,
purchase intention is most likely to be understood as a
consumer’s decision whether to buy a specific product or
service through online shopping or not.

2. Literature Review

2.1 Theories related to each variable

2.1.1 Social Media Advertising and Marketing

Online marketing is described as something of an
integrated model with the goal of advertising goods and
services on social networking sites that has the
possibility of reaching a bigger consumer base than
traditional marketing methods (Weinberg, 2009;
Deeananlarp et al., 2020; Dummanonda &
Nuangjamnong, 2021; Bisen & Nuangjamnong, 2021).
Furthermore, social networking advertising is referred to
as a new wave of marketing strategy that mobilizes
social media to boost consumer engagement and interest
(Jara et al., 2013; Mahujchariyawong & Nuangjamnong,
2022; Bisen & Nuangjamnong, 2021). The goal of
internet marketing is to develop direct engagement with
their audience in order to spread the buzz generated for
a business or product (Papasolomou & Melanthiou,
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2012; Mahujchariyawong & Nuangjamnong, 2022; Li &
Nuangjamnong, 2022). Social networks and internet
advertising are seen to be effective at capturing new
customers, simplifying the process of marketing
different items, and offering cheaper costs (Nadaraja &
Yazdanifard, 2013). Online platforms are a crucial
resource for clients who are seeking for product
information, and it can also influence the purchase

intentions ~ (Chen, 2021, Dummanonda &
Nuangjamnong, 2021; Mahujchariyawong &
Nuangjamnong, 2022). Therefore, social media

advertising and marketing is defined as a way to
persuade and promote products and services in an online
platform in order to give customers information about
products and services which leads to the purchase
intention in this study.

2.1.2 Online Customer Behavior

The analysis of consumer behavior focuses on how
people and organizations choose products and support
certain brands (Mcfee, n.d.). According to Su and Zhang
(2008), mentioned customer behavior these days waiting
for the promotion to occur then will decide to purchase
on products or service as technology plays a big role in
e-commerce marketing. Moreover, customers in e-
commerce choose to buy the product or service that they
are familiar with or can call them as a brand loyalty
(Punyatoya, 2019). According to Jabari et al. (2012), the
consumer dynamics and consumption patterns have
changed in this digital century as well. The expanding
influence of the Internet on daily life expands the scope
of research into this developing market and shifting
customer habits. Businesses struggling with customer
acquisition are looking for strategies to forecast the
factors that influence actual online transactions.
Therefore, from the research of Zhao et al. (2016)
mentioned that when people have a decision to purchase
a product or service online they already have a final
decision of which product and brand they wanted to
purchase. On the other hand, the researcher focuses more
on the reviews in an online channel, positive reviews
have power for customers to purchase either product or
service which can describe as word of mouth is more
important.

2.1.3 Product Awareness

Product awareness refers to the level of knowledge,
familiarity, and recognition that consumers have
regarding a particular product or brand. It represents the
extent to which potential customers are aware of the
existence, features, benefits, and availability of a product
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in the market. Product awareness can be measured by
assessing consumers' ability to recognize and recall the
product, as well as their understanding of its key
attributes, functionality, and competitive advantages. It
plays a crucial role in the consumer decision-making
process, as higher levels of product awareness are
generally associated with increased consideration and
likelihood of purchase. Effective marketing and
advertising strategies are often employed to enhance
product awareness and ensure that target consumers are
well-informed about the product's value proposition.
(Jayachandran & Hewett, 2004). According to Tommy
and Richard (2012), knowledge of a particular product
has an impact on repurchase intention. Moreover,
knowledge of a customer related to a product is
essentially required to know and decide the quality of
that product for purchasing (Elsya & Indriyan, 2020).
Product knowledge is defined as the whole information
that consumers can use in making a purchase decision
(Sumarwan et al., 2011). Elsya and Indriyan (2020) also
investigates that high knowledge of consumers can make
their choice of product realistic and meets with their
expectations in purchase. Therefore, it is better to have
higher knowledge about a product to make better
purchasing decisions related to safety. ingredients and
quality of the product. Chatterjee (2001) concludes that
word of mouth information can be negative or positive
online. Park and Lessig (1977) suggest that consumers
get information from other knowledgeable consumers,
and they judge and decide the product according to that
information. Therefore, product awareness is defined as
the degree of knowledge of customers for a specific
brand, product, and service in this study.

2.1.4 Customer Satisfaction

Customer satisfaction is defined as an effective
response of the consumer to the purchasing state
(Khanijoh et al., 2020; Eksangkul & Nuangjamnong,
2022; Huang et al, 2022; Satornsantikul &
Nuangjamnong, 2022; Wang & Nuangjamnong, 2023).
Satisfaction is a positive feeling that comes from
consumers of a prior experience (Wang &
Nuangjamnong, 2023). Customer satisfaction impacts on
subsequent purchases according to Huang et al., 2022.
Then, customer satisfaction also completes the purchase
pattern (Bennett et al, 2005). Wang and Nuangjamnong
(2023) stated that customer satisfaction is the customer’s
overall satisfaction based on his or her perception.
Therefore, Customer satisfaction is defined as the overall
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customer experience of using online shopping to buy a
product or service.

2.1.5 Purchase Intention

According to Peterson (2021), the chance that a
consumer will purchase a good or service is measured by
their purchase intention, often known as customer or
buyer' intent. Additionally, purchase intention can split
into four main types which are information intent,
investigate intent, navigational intent, and transactional
intent. Purchase intention is the consumer’s decision to
buy products or services using e-commerce platforms
(Mansouri et al.,2012). The customer choice to buy the
products or services is defined as their purchase
intention. In other words, purchase intention also
involves the consumer's decision to buy a product
following evaluation (Younus et al., 2015). Moreover,
purchase intention or customer choice to choose product
and service which involve the reason why the customer
purchases the particular product or service (Shah et al.,
2012). Purchase intentions can evaluate the effectiveness
of a new distribution channel, which can then be used
and managed by management to identify which customer
categories and geographic locations should be targeted
(Garcia, 2020).

2.2 Related Literature Review

2.2.1 Social Media Advertising and Marketing and
Online Customer Behavior

The previous study describes that social media
positively impacts customer behavior by encouraging
interaction through online platforms (Schivinski &
Dabrowski, 2014). In the previous study, Maesh and
Thanushree (2020) investigated that online advertising
had a significant impact on online consumer behavior
through the availability of product information they are
looking for. According to the findings in the previous
study, Bandara (2020) revealed that social media
advertising positively influences consumer buying
behavior in the fast fashion industry. Wibowo, et al.,
(2020) studied that social media marketing activity has a
positive effect on online customer behavior outcomes in
the previous study.

Hypotheses 1 (H1): There is a relationship between
online advertising and marketing and online customer
behavior.

2.2.2 Social Media Advertising and Marketing and
Product Awareness
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Ganesha and Ganapati (2019) explored in the
previous study that there is a significant relationship
between social media advertising and brand awareness
and social media helped to reach out the product to
customers more than three times. In the same way, the
customers can know more about the products with the
influence of social media advertising. Moreover, social
media is significantly related with a company’s product
and brand awareness and has an influence on new
product awareness according to the previous study
(Tritama & Tarigan, 2016). Maji (2020) also studied that
social media marketing has a significant impact on brand
awareness through the availability of product
information and the content of advertising in the last
study.

Hypotheses 2 (H2): There is a relationship between
online advertising and marketing and product
awareness

2.2.3 Social Media Advertising and Marketing and
Customer Satisfaction

Hanaysha (2017) explained in the previous study
that there is a significant relationship between social
media marketing and customer satisfaction. In addition,
Almousa and Kurt (2020) studied a positive and direct
correlation between social media marketing and
customer satisfaction in the previous study. According to
Ding (2022) revealed that social media marketing
positively affects customer satisfaction of Hermes in
China. As a result, exploring the impact of social media
advertising and marketing online customer behavior,
product awareness and customer satisfaction, the
following hypotheses are stated.

Hypotheses 3 (H3): There is a relationship between
online advertising and marketing and customer
satisfaction.

2.2.4 Online Customer Behavior and Purchase
Intention

Online customer behavior describes the consumer
perspective in the process of an online shopping. It
includes the trend and the influence of an online
advertising which drives customers to click and learn the
link about the product and service to make a purchase
decision (Mitchell, 2023). Moreover, human behavior on
an online platform is totally different from traditional
shopping because people need to purchase everything on
the platforms without experiencing the product and
service. In an online environment, customers need to
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understand an online experience starting from homepage
to the final decision of purchasing a product or service to
a shopping cart (Kwan et. al., 2005). Purchase intention
is defined as the way a customer chooses the product and
service to make a final decision to purchase (Rehmani &
Khan, 2011).

Hypotheses 4 (H4): There is a relationship between
online customer behavior and purchase intention.

2.2.5 Product Awareness and Purchase Intention

According to Shahid et al. (2017), product or brand
awareness is the level of customer knowledge about the
brand, including both recognition and recall from the
customer about the product and service. Moreover, it
mentioned that product awareness is effective to the
customer on decision making to purchase. Therefore,
understanding the brand can have an influence on how
consumers perceive the risk associated with their
purchasing decisions and their level of confidence in the
purchase, due to their familiarity with the brand and its
distinctiveness (Malik et al., 2013). Additionally, the
more product awareness organizations have, the more
loyalty of customers will be recognized about the
product and service which help customers in making
decisions to purchase (Chi et al., 2009).

Hypotheses 5 (H5): There is a relationship between
product awareness and purchase intention.

2.2.6 Customer Satisfaction and Purchase
Intention

Consumers' behavioral habits quickly develop after
hearing the marketing message about the good or
service, increasing their chance of making a purchase
(Dash et al., 2021). Customer satisfaction is defined as
the feeling and overall experience that consumers have
toward the product, it could be both before and post
purchase the product (Hsu, 2012). Satisfaction is a
positive feeling and reaction from prior experience of
purchasing. (Ganesan, 1994; Cronin & Taylor, 1992).

Hypotheses 6 (H6): There is a relationship between
customer satisfaction and purchase intention.

2.3 Research framework

The conceptual framework is developed based on
three previous theoretical frameworks. The first
framework, presented in "Measuring Service Quality: A
Reexamination and Extension" by Cronin and Taylor
(1992), emphasizes the relationship between customer
satisfaction and purchase intention. The second
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framework,  proposed by Dummanonda and
Nuangjamnong (2021) in "The Influence of Social
Advertising Value on Consumer Behavior in Renting
Apartment Rooms in Bangkok, Thailand," examines the
link between social media advertising and customer
behavior. The third framework, "Impulse Purchasing
Behavior; A Study on Hypermarket Customers in
Bangkok," incorporates online advertising and
marketing, product awareness, online customer
behavior, and purchase intention. This research focuses
on six hypotheses that define the relationships between
variables and their impact on customer purchase
intention in an online shopping platform, as illustrated in
Figure 1.

Figure 1: Online Marketing and Advertising Impact Consumer
Behavior to Make a Purchase Intention in Online Shopping Platforms

Online
Customer
Behavior

Online H2

advertising —_—
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Purchase
Intention

Product
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"

Customer
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Source: Constructed by researcher.

3. Research Methodology

3.1 Research Design

The main aim of this study is to investigate, explore
and understand online advertising and marketing has an
impact on purchase intention through customer behavior,
product awareness, and customer satisfaction. Moreover,
the evaluation level of the impact for each variable and
item will show in this research study as well. This
research is a quantitative research type and will use
Cronbach’s Alpha, Simple Linear Regression (SLR),
Multiple Linear Regression (MLR), and Descriptive
Statistics to analyze and interpret the data. In this
research, the questionnaire will be separated into three
main parts, overall, of 28 questions related to this
research. There are two items asked about screening
questions, 19 questions related to measurement variables
and seven questions connected to demographic
information. Firstly, Cronbach’s Alpha was used to
check the value of reliability in the questionnaire, also it
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is used to measure each item whether it has any unclear
or not concise meaning and questions. The researchers
have used 50 respondents to conduct a pilot test to see if
there are any items not related to the research topic.
Followed by simple linear regression (SLR) was used to
examine the factors that impact online advertising and
marketing. Lastly, multiple linear regression (MLR) was
used to examine factors that impact customer behavior,
product awareness, and customer satisfaction on online
purchase intention. The information of secondary data
that is used in this study comes from previous research,
articles, and journals.

3.2 Sampling Plan

3.2.1 Target Population

In this study, the target population consists of
individuals residing in Bangkok, Thailand, who have
experience with purchasing or not purchasing products
or services through online shopping channels. According
to worldpopulationreview.com (2023), the population of
Bangkok in 2023 is estimated to be 11,069,982 people.
Additionally, as the capital city, Bangkok holds
significant importance as the country's largest population
center and serves as a political and financial hub that
surpasses other cities in competition.

3.2.2 Sampling Size

The study utilizes the table of Krejcie and Morgan
(1970) to determine the sample size appropriate for a
finite population. For this research, the sample size is set
at 390 respondents, comprising individuals of both Thai
and foreign nationalities residing in Bangkok. These
respondents have previously engaged in online shopping
within the past month. The chosen sample size is based
on the estimated population of 11 million people in
Bangkok. According to the sample size table of Krejcie
and Morgan (1970), a suitable sample size for a
population of 1 million is 384 individuals. As the
population increases, the required sample size decreases.
Considering the estimated 11 million population in
Bangkok, the researcher opted to use a sample size of
390 individuals.

3.2.3 Sampling Procedure

In this study, the researchers employed a non-
probability sampling approach, specifically convenience
sampling and snowball sampling, to collect data. The
questionnaire was distributed to respondents who were
readily available and convenient for research purposes.
The decision to use a non-probability sampling strategy
was driven by the limited time available for data
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collection. Consequently, this method was deemed the
most effective for easily gathering the necessary data.

3.3 Research Instrument

3.3.1 Questionnaire Design

In this study, questionnaires were used as a research
instrument to study the correlations between the
variables and the relevant factor. The questionnaire of
this research topic has been distributed via online to the
target respondents. The questionnaire is divided into
three main sections. Firstly, the respondents will be
required to answer screening questions in order to check
that respondents have been purchasing products or
services through online shopping channels. Followed by
the second section will ask the respondent about each
variable, both dependent and independent variables
which contain a total of 19 scale questions. In the last
section are questions on the demographic of each
respondent.

Part I: Screening Questions -- In this first section,
the questions designed to screen the respondents that
have qualification meet the study and those who do not
meet the requirement will be rejected. This section is
designed if the respondent answers “Yes”, they will
continue to the next question. On the other hand, if the
respondent answers “No”, they will be directed to the
end of this survey. There are two screening questions:

1) Have you purchased the product from an online
shopping channel?

2) Have you ever shopped online in the last 2
months?

Part 1l: Measurement of Variables -- In this
section, the purpose is to examine the factors and
variables that impact customer behavior to make a
purchase intention in an online shopping channel. The
researchers used a five-point Likert Scale to assess
respondent’s behavior and the level of agreement toward
each variable provided. The statistical level has been set
as follow: 1 = Strongly Disagree (SD); 2 = Disagree (D);
3 = Neutral (N); 4 = Agree (A); and 5 = Strongly Agree
(SA).

Variables measurement items:

1) Online advertising and marketing (SM)

SM1: Online advertising and marketing help me
decide to buy products or services easier.

SM2: | will purchase the product or service that is
advertised by famous influencers or the person | know.

SM3: Online advertising and marketing always give
me enough information about products and services.
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SM4: When | see attractive online advertising and
marketing, it makes me feel interested in the product or
service, which often leads me to purchase intention.

2) Customer behavior (CB)

CB1: | usually buy products and services through
online shopping platforms.

CB2: Online shopping made my life easier in terms
of time-saving.

CB3: 1 like to purchase products and services online
rather than the traditional way of purchasing.

CB4: Online platforms give more opportunities to
choose the product and service.

CB5: Purchases through online platforms are more
convenient than traditional shopping.

3) Product awareness (PA)

PAL: When I need more information about products
or services, | usually search by reading reviews from
other customers.

PA2: | know some new products from social media.

PA3: | sometimes purchase new products or services
that are recommended by online influencers on social
media. (Online influencers are people who have built a
reputation for their knowledge and expertise on a
specific topic.)

4) Customer satisfaction (SC)

SC1: | am satisfied with my overall experience with
online shopping.

SC2: When | purchase products and services, |
always receive them on time.

SC3: Online shopping platform meets all my
expectations.

SC4: | would continue purchasing products and
services through an online shopping platform.

5) Purchase intention (PI)

PI1: I have an intention to purchase a product and
service on an online shopping platform.

PI2: | like to purchase items online and will be
repurchased again when | need any product or service.

P13: I am more confident to purchase online because
| could get the necessary information needed before
making a purchase.

elSSN 2774-0110 @ 2021

Part 111: Demographic Information

Demographic information comprises gender, age,
monthly income, and question about internet usage and
previous online purchase to determine respondent
characteristics.

3.4 Validity and Reliability Test

3.4.1 Content validity with the index of item-
objective congruence

The researchers used the 10C index to assess the
content validity of the questionnaire items. After
consulting three experts, 15 out of 25 questions received
I0C scores higher than 0.5, indicating satisfactory
validity. The remaining questions were modified by the
professor, resulting in a final set of 19 questions
specifically aligned with the variables being studied.
This rigorous process ensured the accuracy and
relevance of the questionnaire, providing valid data for
the study.

3.4.2 Cronbach’s Alpha Reliability with Pilot Test

The pilot test was conducted with 50 respondents to
identify any inconsistencies or flaws in the questionnaire
items. Cronbach's alpha was used to assess the reliability
of each variable. According to Cronbach (1951), alpha
values above 0.9 are considered excellent, 0.8 to 0.9 are
good, 0.7 to 0.8 are acceptable, 0.6 to 0.7 are
questionable, 0.5 to 0.6 are poor, and values below 0.5
are unacceptable. In this study, Cronbach's alpha values
obtained from the pilot test were used to evaluate the
reliability of each variable, including online marketing
and advertising, customer behavior, product awareness,
customer satisfaction, and purchase intention. The
results indicated a Cronbach's alpha value of 0.782 for
the four items of online marketing and advertising, 0.775
for the five items of customer behavior, 0.780 for the
three items of product awareness, 0.742 for the four
items of customer satisfaction, and 0.839 for the three
items of purchase intention (as shown in Table 1). All
tested items met the requirements of Cronbach's alpha,
with values exceeding 0.60, indicating that these items
are considered acceptable and reliable for distribution to
the target respondents.

Table 1. The Value of Reliability Analysis of the entire study Questions and Variables (n=50)

Cronbach’s Strength of

Alpha Association

Online Marketing and Advertising (SM) 0.782 Acceptable

SM1 | Online advertising and marketing help me decide to buy products or services 0.634 Questionable
easier.




Wo Wilaiporn Kongkaew, Myint Zu Ko Ko, Chompu Nuangjamnong, Kitikorn Dowpiset / AU-HIU e-Journal Vol 3 No 2 (2023) 58-79 67

elSSN 2774-0110 @ 2021

SM2 | I will purchase the product or service that is advertised by famous influencers 0.629 Questionable
or the person | know.

SM3 | Online advertising and marketing always give me enough information about 0.702 Acceptable
products and services.

SM4 | When | see attractive online advertising and marketing, it makes me feel 0.879 Good
interested in the product or service, which often leads me to purchase
intention.

Customer Behavior (CB) 0.775 Acceptable
CB1 | lusually buy products and services through online shopping platforms. 0.746 Acceptable
CB2 | Online shopping made my life easier in terms of time saving. 0.812 Good
CB3 | I like to purchase products and services online rather than the traditional way 0.652 Questionable

of purchasing.
CB4 | Online platforms give more opportunity to choose the product and service. 0.662 Questionable
CB5 | Purchases through online platforms are more convenient than traditional 0.716 Acceptable
shopping.

Product Awareness (PA) 0.78 Acceptable

PA1 | When | need more information about products or services, | usually search by 0.613 Questionable
reading reviews from other customers.
PA2 | | know some new products from social media. 0.653 Questionable
PA3 | | sometimes purchase new products or services that are recommended by 0.809 Good
online influencers on social media. (Online influencers are people who have
built a reputation for their knowledge and expertise on a specific topic.)

Customer Satisfaction (SC) 0.742 Acceptable
SC1 | am satisfied to an overall experience from online shopping 0.638 Questionable
SC2 | When I purchase products and services, | always receive them on time 0.769 Acceptable
SC3 | Online shopping platform meets all my expectations. 0.657 Questionable
SC4 | I would continue purchasing products and services through an online 0.672 Questionable

shopping platform.
Purchase Intention (PA) 0.839 Good
PA1 | | have an intention to purchase a product and service on an online shopping 0.881 Good
platform.

PA2 | I like to purchase items online and will be repurchased again when | need any 0.703 Acceptable
product or service.

PA3 | I am more confident to purchase online because I could get necessary 0.736 Acceptable
information needed before making a purchase.

4. Data Analysis and Discussion of Results
4.1 Reliability Testing

The researchers have decided to re-examine the
questionnaire on a larger scale of respondents to identify
any errors or mistakes in its design. This time, they
collected responses from 390 participants and tested the
reliability using Cronbach's Alpha. The results are
presented in Table 2.

Table 2 displays the reliability results for each item
and variable based on the responses of the 390
participants, using Cronbach's Alpha. The overall values
for all items and variables exceed 0.6, meeting the
requirement of Cronbach's Alpha. Specifically, the
reliability result for online advertising is 0.840 for 4
items, customer behavior is 0.771 for 5 items, product
awareness is 0.806 for 3 items, customer satisfaction is
0.836 for 4 items, and purchase intention is 0.824 for 3
items.

Table 2. The value of reliability test of each item and variable in this study (n=390)

Cronbach’s Strength of
Alpha Association
Online Marketing and Advertising (SM) 0.84 Good
SM1 | Online advertising and marketing help me decide to buy products or services easier. 0.826 Good
SM2 | I will purchase the product or service that is advertised by famous influencers or the 0.763 Acceptable
person | know.
SM3 | Online advertising and marketing always give me enough information about 0.808 Good
products and services.
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SM4 | When | see attractive online advertising and marketing, it makes me feel interested 0.792 Acceptable
in the product or service, which often leads me to purchase intention.

Customer Behavior (CB) 0.771 Acceptable

CB1 | I usually buy products and services through online shopping platforms. 0.734 Acceptable

CB2 | Online shopping made my life easier in terms of time saving. 0.803 Good

CB3 | 1 like to purchase products and services online rather than the traditional way of 0.658 Questionable
purchasing.

CB4 | Online platforms give more opportunity to choose the product and service. 0.672 Questionable

CB5 | Purchases through online platforms are more convenient than traditional shopping. 0.719 Acceptable

Product Awareness (PA) 0.806 Good

PA1 | When I need more information about products or services, | usually search by 0.830 Good
reading reviews from other customers.

PA2 | | know some new products from social media. 0.702 Acceptable

PA3 | | sometimes purchase new products or services that are recommended by online 0.673 Questionable
influencers on social media. (Online influencers are people who have built a
reputation for their knowledge and expertise on a specific topic.)

Customer Satisfaction (SC) 0.836 Good

SC1 | | am satisfied to an overall experience from online shopping 0.810 Good

SC2 | When I purchase products and services, | always receive them on time 0.759 Acceptable

SC3 | Online shopping platform meets all my expectations. 0.812 Good

SC4 | I would continue purchasing products and services through an online shopping 0.788 Acceptable
platform.

Purchase Intention (PA) 0.824 Good

PA1 | I have an intention to purchase a product and service on an online shopping 0.636 Questionable
platform.

PA2 | I like to purchase items online and will be repurchased again when I need any 0.631 Questionable
product or service.

PA3 | | am more confident to purchase online because | could get necessary information 0.891 Good
needed before making a purchase.

4.2 Descriptive Analysis of Demographic Data

Gender: Of the responders, 38.5 percent were male,
while 61.5 percent were female. Specifically, there were
240 female respondents and 150 male respondents.

Age: Nearly half of the respondents fell between the
ages of 21 and 30, accounting for 43.8 percent (171
respondents). The age group of 31-40 represented 19.2
percent, with 73 respondents. The age group of 18-20
comprised 18.7 percent, with 73 respondents. Lastly, the
age group of 41-50 constituted 18.2 percent, with 71
respondents.

Current Monthly Income: 53.3 percent of
respondents earned between 10,001 and 30,000 baht per
month. The income bracket of 50,001 to 100,000 baht
per month accounted for 19 percent of respondents (74
individuals). Additionally, 13.3 percent (52 respondents)
earned between 30,001 and 50,000 baht, and 12.1
percent (47 respondents) earned less than 10,000 baht.
The remaining respondents fell into other income
categories.

Daily Internet Use: The results for daily internet use
were divided into three categories. Among the
respondents, 42.6 percent (166 individuals) spent 4-6
hours per day online, 31.8 percent (124 individuals)

spent 4-6 hours per day, and 25.6 percent (100
individuals) spent 4-6 hours per day.

Frequency of Online Shopping (Average): Out of
the 390 respondents, 59.5 percent (232 individuals)
purchased products and services online 1-5 times per
month. Additionally, 25.4 percent (99 individuals) made
6-10 monthly online purchases, 10.5 percent (41
individuals) made 11-15 monthly purchases, and 18
respondents made 18 monthly purchases.

Spending on Online Purchases (Approximately):
The data indicated that 33.8 percent of respondents (132
individuals) spent between 501 and 1,000 Baht on each
online purchase. Moreover, 30 percent (117 individuals)
spent 1,001 to 3,000 Baht, 24.6 percent (96 individuals)
spent less than 500 Baht, and 34 respondents spent more
than 3,000 Baht.

Online Shopping Platforms: When asked about the
channel or platform they used to buy goods or services,
38.5 percent (150 individuals) mentioned the store's
official website, 27.2 percent (106 individuals) chose
Shopee, 26.7 percent (104 individuals) preferred Lazada,
and 7.7 percent (30 individuals) mentioned other
platforms.
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43 Mean and Standard Deviation for
Descriptive Analysis

The mean score interpretation criteria utilized in this
study are based on the work of Norashmah and Sabariah
(2007) and Norashmah and Salmah (2011). According to
these criteria, a mean score of 1.00 - 2.00 indicates a low
level, 2.01 - 3.00 reflects a moderately low level, 3.01 -
4.00 signifies a moderately high level and 4.01 - 5.00
denotes a high level.

Examining Table 3, it is evident that the statement
"When customers saw an attractive online advertising
and marketing that made them interested in the product
or service" received the highest mean score of 4.24. On
the other hand, the statement "Online advertising and
marketing help customers decide whether to buy or not
buy the product or service" obtained the lowest mean
score of 3.90. Notably, "Customer will purchase
products or services when advertised by famous
influencer" exhibited the highest standard deviation of
0.995, while the lowest score of 0.774 was observed for
"When customers saw an attractive online advertising
and marketing that made them interested in the product
or service."

Analyzing further, Table 3 reveals that "Online
shopping made life easier in terms of time-saving"
garnered the highest mean score for customer behavior
at 4.79. Conversely, "Online platforms give more
opportunity to choose the product and service" received
the lowest mean score of 3.41. Remarkably, "Online
platforms give more opportunity to choose the product
and service" demonstrated the largest standard deviation
of 1.460, while the lowest score of 0.519 was recorded
for "Online shopping saved me time."

Furthermore, in terms of product awareness,
"Customers sometimes purchase new products or

Table 3. The result of Mean and Standard Deviation
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services that are recommended by online influencers on
social media" obtained the highest mean score of 4.22.
Conversely, "Customers know new products from social
media" attained the lowest mean score of 4.06. Notably,
"Customer search for more information and read other
customer reviews" exhibited the highest standard
deviation of 0.959, while the lowest score of 0.827 was
observed for "Customers sometimes purchase new
products or services that are recommended by online
influencers on social media."

Considering customer satisfaction, "Customers
would continue purchasing products and services
through an online shopping platform or channel”
achieved the highest mean score of 4.240. Conversely,
"Satisfied with an overall experience from online
shopping” received the lowest mean score of 3.940.
Notably, "Purchase products and services online, always
receive them on time" exhibited the highest standard
deviation of 0.975, while the lowest score of 0.764 was
recorded for "Would continue purchasing products and
services through an online shopping platform."

Finally, examining purchase intention, the statement
"More confident to purchase online because one could
get the necessary information needed before making a
purchase™ yielded the highest mean score of 4.340. On
the other hand, the lowest mean score of 3.40 was
observed for "Would like to purchase items online and
will be repurchased when needed." Notably, "Would like
to purchase items online and will be repurchased when
needed" displayed the largest standard deviation of
1.460, while the lowest score of 0.824 was recorded for
"More confidence to purchase online because one could
get the necessary information needed before making a
purchase."”

Online Marketing and Advertising (SM) Mean Std. Interpretation
Deviation

SM1: Online advertising and marketing helps me decide to buy products 3.9 0.95 Moderately High

Or services easier.

SM2: I will purchase the product or service that is advertised by famous 4.02 0.995 High

influencers or the person | know.

SM3: Online advertising and marketing always give me enough 4.05 0.95 High

information about products and services.

SM4: When | see attractive online advertising and marketing, it makes 4.24 0.774 High

me feel interested in the product or service which often leads me to

purchase intention.

Customer Behavior (CB)

CB1: | usually buy products and services through online shopping 45 0.648 High

platforms.
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CB2: Online shopping made my life easier in terms of time saving. 4.79 0.519 High
CB3: | like to purchase products and services online rather than the 3.47 1.39 Moderately High
traditional way of purchasing.

CB4: Online platforms give more opportunity to choose the product and 341 1.46 Moderately High
service.

CB5: Purchases through online platforms are more convenient than 431 0.887 High
traditional shopping.

Product Awareness (PA)

PAL: When I need more information about products or services, | 4.08 0.959 High
usually search by reading reviews from other customers.

PA2: | know some new products from social media. 4.06 0.932 High

PA3: | sometimes purchase new products or services that are 4.22 0.827 High
recommended by online influencers on social media. (Online influencers

are people who have built a reputation for their knowledge and expertise

on a specific topic.)

Customer Satisfaction (SC)

SC1: | am satisfied to an overall experience from online shopping 3.94 0.927 Moderately High
SC2: When | purchase products and services, | always receive them on 4.05 0.975 High

time.

SC3: Online shopping platform meets all my expectations. 4.07 0.953 High

SC4: 1 would continue purchasing products and services through an 4.24 0.764 High
online shopping platform.

Purchase Intention (PA)

PI11: I have an intention to purchase a product and service on an online 3.44 1.39 Moderately High
shopping platform.

P12: I like to purchase items online and will be repurchased again when 3.4 1.46 Moderately High
I need any product or service.

P13: I am more confident to purchase online because | could get 4.34 0.824 High
necessary information needed before making a purchase.

4.4 Hypothesis Testing Results
4.4.1 Result of Simple Linear Regression of H1

Hlo: Online advertising and marketing have no
significant impact on customer behavior on online
shopping.

Hla: Online advertising and marketing have a
significant impact on customer behavior on online
shopping.

Table 4 reports that simple linear regression was
used to examine whether online advertising and
marketing (H1) had a significant impact on customer

behavior. The result from hypothesis 1 shows that the
significant level was 0.209, which is greater than 0.05
and the null hypothesis recorded as failing to reject.
Therefore, the result can be concluded that customer
behavior has no impact on online advertising and
marketing. The result of regression showed that the
model explained 0.4% of the variance and that the model
was not significant, p < 0.05. The R-square was 0.004,
which suggests that online advertising and marketing has
(B =-0.064, p > 0.05) no significant impact on customer
behavior.

Table 4. Simple Linear Regression Analysis Summary for Hypotheses 1

Variables B SEB

B t Sig. VIF Decision

Online Marketing and Advertising -0.064

0.051

-0.064 -1.260 0.209 1.000 | Fail to reject

Ho

Noted. R?2 = 0.004, Adjusted R2 = 0.001, *p < 0.05. Dependent Variable = Customer behavior
B = Unstandardized coefficients B; SE B = The standard error for the under standardized beta; p = The standardized beta; t = T-value; Sig = P-

value; VIF = Variance Inflation Factor
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4.4.2 Result of Simple Linear Regression of H2

H20: Online advertising and marketing have no
significant impact on product awareness on online
shopping.

H2a: Online advertising and marketing have a
significant impact on product awareness on online
shopping.

Table 5 reports that simple linear regression was
used to examine whether online advertising and
marketing (H2) had a significant impact on product
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awareness. The result from hypothesis 2 shows that the
significant level was 0.011, which is less than 0.05. The
null hypothesis is recorded as rejected. Therefore, the
result can be concluded that product awareness has an
impact on online advertising and marketing. The result
of regression showed that the model explained 1.7% of
the variance and that the model was significant, p < 0.05.
The R-square was 0.017, which suggests that online
advertising and marketing has (B = 0.129, p < 0.05)
significant impact on product awareness.

Table 5. Simple Linear Regression Analysis Summary for Hypotheses 2

Variables B SEB

VIF Decision

B t Sig.

Online Marketing and Advertising 0.131 0.051

0.129 2.560 0.011* | 1.000 Reject Ho

Noted. R2 = 0.017, Adjusted R2 = 0.014, *p < 0.05. Dependent Variable = Product awareness
B = Unstandardized coefficients B; SE B = The standard error for the under standardized beta; p = The standardized beta; t = T-value; Sig = P-

value; VIF = Variance Inflation Factor

4.4.3 Result of Simple Linear Regression of H3

H3o: Online advertising and marketing have no
significant impact on customer satisfaction on online
shopping.

H3a: Online advertising and marketing have a
significant impact on customer satisfaction on online
shopping.

Table 6 reports that simple linear regression was
used to examine whether online advertising and
marketing (H3) had a significant impact on customer

satisfaction. The result from hypothesis 3 shows that the
significant level was <0.001, which is less than 0.05. The
null hypothesis is recorded as rejected. Therefore, the
result can be concluded that customer satisfaction has an
impact on online advertising and marketing. The result
of regression showed that the model explained 67.2% of
the variance and that the model was significant, p < 0.05.
The adjusted R-square was 0.671, which suggests that
online advertising and marketing has (B = 0.820, p <
0.05) significant impact on customer satisfaction.

Table 6. Simple Linear Regression Analysis Summary for Hypotheses 3

Variables B SEB

B t Sig. VIF Decision

Online Marketing and Advertising 0.805 0.029

0.820 28.200 | <.001* | 1.000 Reject Ho

Noted. R?2 = 0.672, Adjusted R2 = 0.671, *p < 0.05. Dependent Variable = Customer satisfaction
B = Unstandardized coefficients B; SE B = The standard error for the under standardized beta; p = The standardized beta; t = T-value; Sig = P-

value; VIF = Variance Inflation Factor

4.4.4 Result of Multiple Linear Regression of H4, H5,
H6

Ho: Customer behavior (H4), product awareness
(H5), and customer satisfaction (H6) has no significant
impact on purchase intention on online shopping.

Ha: Customer behavior (H4), product awareness
(H5), and customer satisfaction (H6) has a significant
impact on purchase intention on online shopping.

Table 7 reports that multiple linear regression was
used to determine whether customer behavior (H4),
product awareness (H5), and customer satisfaction (H6)

had a significant impact on purchase intention through
online shopping. The significant value of all hypotheses
was greater than 0.05. Thus, the null hypothesis fails to
reject. On the other hand, R-square value was 0.006
indicating independent variables (customer behavior,
product awareness, and customer satisfaction) and
recorded as 0.6%. According to the result, it can be
indicate that customer behavior (B = 0.099, p-value =
0.174), product awareness (B = -0.028, p-value 0.699),
and customer satisfaction (B = -0.020, p-value 0.786)
which do not have a significant impact to purchase
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in customer behavior, 1.020 in product awareness, and
1.030 in customer satisfaction.

Table 7. Multiple Linear Regression Analysis Summary for Hypotheses 4, 5, and 6

Variables B SEB B t Sig. VIF Decision
Customer Behavior 0.099 0.072 0.069 1.363 0.174 1.010 Fail to reject
Product Awareness -0.028 0.072 -0.020 -0.386 0.699 1.020 e
Customer Satisfaction -0.020 0.075 -0.014 -0.272 0.786 1.030

Noted. R?2 = 0.006, Adjusted R2 = -0.002, *p < 0.05. Dependent Variable = Purchase intention
B = Unstandardized coefficients B; SE B = The standard error for the under standardized beta; § = The standardized beta; t = T-value; Sig = P-

value; VIF = Variance Inflation Factor

Figure 2. The result of structural model in this research
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5. Conclusion and Recommendations

5.1 Summary of the study

The purpose of this research is to study online
advertising and marketing affect customer behavior,
product awareness and customer satisfaction to impact
purchase intention in online shopping. Thus, the research
objectives and questions examine how online advertising
and marketing affect consumer behavior, product
awareness, and customer satisfaction toward online
shopping purchase intention. Since COVID-19,
information technology and corporate digitalization have
changed rapidly. Thus, the researchers sought to update
the marketing and online purchasing business with this
research's findings. Six research questions guided the
study.
- Does online advertising and marketing have an

impact on customer behavior?

- Does online advertising and marketing have an
impact on product awareness?

- Does online advertising and marketing have an
impact on customer satisfaction?

- Does product awareness have an impact on purchase
intention?

- Does customer behavior have an impact on purchase
intention?

- Does customer satisfaction have an impact on
purchase intention?

This study used quantitative methods. Bangkok
residents who had shopped online in the past two months
were studied. The population was estimated using
worldpopulationreview.com (2023) statistics. Thus,
using Krejcie and Morgan's (1970) sample size table, the
researchers chose 390 respondents. 390 respondents
qualified for data analysis. Structured questionnaires use
closed-ended questions. Before disseminating the
questionnaire, researchers assessed question validity and
reliability using the 10C and Cronbach alpha reliability
tests. 15 of the 25 questions were greater than 0.5, and
the rest and validated the meaning before re-editing to 19
items of each variable. The Cronbach alpha was over
0.74, indicating significant connections and consistency
between questions and variables. This study tested
hypotheses using inferential regressions and frequency,
mean, and standard deviation. According to 390
respondents, the majority were female (240, 61.5%), age
group between 21 and 30 (171, 43.8%), monthly income
between 10,001 and 30,000 Baht (208, 53.3%), 4-6
hours spent on the internet per day (166, 42.6%), 1-5
times of online purchase per month (232, 59.5%), 501—
1,000 Bath spending on each purchase (132, 33.8%), and
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store official website that use to purchase online (150,
38.5%).From the survey, the mean and standard
deviation of each custom variable to online shopping
purchase intention. Product awareness had the highest
mean (X = 4.12 SD = 0.771), followed by customer
behavior, customer satisfaction, online advertising and
marketing, and purchase intention. This study tested
assumptions using simple and multivariate linear
regression. Hypotheses 1-3 were tested using simple

Table 8. Summary of the hypotheses testing results
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linear regression. Hypotheses 4-6 were tested using
multiple linear regression. The results testing hypotheses
using SLR and MLR show that online advertising and
marketing have an impact on product awareness and
customer satisfaction but do not have an impact on
customer behavior. Moreover, product awareness,
customer behavior and customer satisfaction do not have
impact on purchase intention. Hypothesis outcomes are
in Table 8.

Statement of Hypothesis P-Value Decision Result
H1o: Online advertising and marketing has no significantly impact on customer behavior 0.209 Failed to reject Ho
H20: Online advertising and marketing has no significantly impact on product awareness | 0.011* Rejected Ho
H3o0: Online advertising and marketing has no significant impact on customer satisfaction | <0.001* Rejected Ho
H4o: Product awareness has no significantly impact on purchase intention. 0.174 Failed to reject Ho
H50: Customer behavior has no significantly impact on purchase intention 0.699 Failed to reject Ho
H60: Customer satisfaction has no significantly impact on purchase intention 0.786 Failed to reject Ho

* p-value < .05

5.2 Discussion and Conclusion

5.2.1 Online advertising and marketing, customer
behavior, customer satisfaction, and product
awareness

H3o in this study reveals that online advertising and
marketing significantly impact customer satisfaction in
online shopping (H30). The statistical analysis yielded a
significant value of <0.001%*, indicating that the impact
of online advertising and marketing on customer
satisfaction is highly significant (Almousa & Kurt, 2020;
Ding, 2022). The standardized beta coefficient for this
relationship is 0.820, indicating a strong influence of
online advertising and marketing on client satisfaction in
internet shopping. Furthermore, the study demonstrates
that online advertising and marketing play a role in
increasing product awareness. The P-value for the
impact of online advertising and marketing on product
awareness is 0.011, and the standardized beta coefficient
is 0.129. This finding aligns with previous research
indicating that product awareness and social media
promotions are effective in reaching buyers (Ganesha &
Ganapati, 2019; Tritama et al., 2016). The researcher
suggests that online advertising and marketing
contribute to product recall and familiarity among

customers. However, the study does not find a significant
effect of online advertising and marketing on customer
behavior, as evidenced by a P-value of 0.209, which is
greater than the threshold of 0.05. Overall, the findings
emphasize the significant impact of online advertising
and marketing on customer satisfaction and product
awareness in online shopping.

5.2.2 Customer behavior and purchase intention

Regarding H50, the findings of the study indicate
that customer behavior does not significantly influence
their intention to purchase products or services on online
platforms. The p-value for H50 is 0.699, which is notably
higher than the threshold of 0.05. This suggests that
customer behavior does not have a substantial impact on
their purchase intentions.

In terms of the descriptive reliability analysis of
customer behavior, it was derived from five items in the
questionnaire collected by the researcher. The analysis
reveals that the mean score for customer behavior is
4.10, indicating a moderate level of agreement among
respondents. Among the individual questionnaire items,
the statement "Online platforms give more opportunity
to choose the product and service" received the lowest
mean score of 3.41. On the other hand, this statement
also has the highest standard deviation of 1.46, indicating
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the highest level of variability in responses. As a result,
the organization responsible for the product or service in
question should pay closer attention to and conduct
further research on customer behavior. This will help
improve the brand's ability to meet the specific
requirements and needs of customers.

5.2.3 Product awareness and purchase intention

Based on the study's findings, H4o0 indicates that
product awareness does not significantly influence
purchase decisions. Both product awareness and
purchase value were found to contribute to a significance
value of 0.174, which exceeds the threshold of 0.05. A
previous study by Chowtanapanich and Chaipoopirutana
(2014) supports these findings, emphasizing the greater
significance of customers' knowledge about a product or
service. To assess product awareness, a descriptive
reliability study was conducted using three questions
from the questionnaire. The statistical data reveals that
the mean level of product awareness is 4.12, despite the
limited number of questions used in its calculation.
Among the individual questions, the statement "l know
some new products from social media" received the
lowest average score of 4.06. Conversely, the question
"When | need more information about products or
services, | usually search by reading reviews from other
customers” had the highest standard deviation of 0.959.
This suggests that customers place greater trust in their
own knowledge than in their awareness of specific
brands. Therefore, brands involved in online shopping
should focus on providing customers  with
comprehensive information about the product or service
they are purchasing, rather than solely relying on
marketing and advertising efforts. By doing so, brands
can enhance customer familiarity with the product or
service and foster trust among customers.

5.2.4 Customer satisfaction and purchase
intention

According to H60, customer satisfaction does not
significantly impact purchase intention. The significance
value of the relationship between customer satisfaction
and purchase intention was 0.786, which exceeds the
threshold of 0.05. Putera et al. (2022) also support these
findings by highlighting that service quality does not
significantly affect customer satisfaction. However, they
mention that the price of the product or service plays a
significant role in customer satisfaction and influences
their purchase decisions. The descriptive reliability
analysis of customer satisfaction, based on four
questions in the questionnaire, yielded a mean score of
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4.08. Among the individual questions, the lowest mean
score was observed for the statement "SC1: | am satisfied
with the overall experience from online shopping,”
which resulted in a score of 3.94. Additionally, the
question "When | purchase products and services, |
always receive them on time" had the highest standard
deviation of 0.975. This indicates a greater level of
variability in responses for this particular question.
Therefore, companies selling products or services
through online channels should prioritize factors that
contribute to customer satisfaction before they make
purchase decisions. By addressing these factors,
companies can better meet customer expectations and
enhance their overall satisfaction, potentially influencing
their intention to make a purchase.

5.3 Recommendations

The conclusion of this study highlights the
correlations between independent variables, such as
online advertising and marketing, and dependent
variables like customer satisfaction and product
awareness in the context of online shopping. The
findings demonstrate that these relationships exist and
have a significant impact on online shopping outcomes.
Importantly, customer satisfaction is found to be more
influential than product awareness in relation to online
advertising and marketing. The study reveals that
investing in online advertising and marketing positively
affects customer satisfaction levels and enhances
product awareness. For instance, by allocating an
additional 1% of their budget to internet advertising and
marketing, companies can potentially achieve an 82%
level of customer satisfaction. Therefore, prioritizing
online advertising and marketing is an effective strategy
for increasing consumer satisfaction in online
businesses. Furthermore, the study emphasizes the link
between online advertising and marketing and product
awareness. While these factors are interconnected, the
researchers advise online stores to allocate resources to
online advertising and marketing to enhance customers'
knowledge about their products. It is important for
brands to carefully consider how they convey
information about their products or services to
customers. However, other hypotheses tested in the
study indicate no significant relationship between online
advertising and marketing and customer behavior.
Contrary to previous research findings, this study does
not find connections between customer behavior,
product awareness, customer satisfaction, and customers'
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purchase intentions in online shopping. As a result, the
researchers suggest that marketers should allocate a
budget to other relevant variables to mitigate potential
losses in business.

5.4 Limitations of the Study

This research has some limitations, primarily
stemming from time and budget constraints. These
limitations affected the researchers' ability to include a
comprehensive set of variables in the framework.
Consequently, the study focused on five key variables:
online advertising and marketing, customer behavior,
product awareness, customer satisfaction, and purchase
intention. While these variables provide valuable
insights, the exclusion of other potential factors may
limit the comprehensiveness of the findings.
Additionally, the study was conducted exclusively in
Bangkok, with data collected from a sample size of 390
respondents. While this sample size was suitable for the
purposes of the study, it may not fully represent the
entire population of Bangkok, let alone the broader
population of Thailand. Therefore, caution should be
exercised when generalizing the findings beyond the
specific context of Bangkok. Furthermore, the study's
findings may be influenced by the specific period in
which the research was conducted. Market dynamics,
consumer behaviors, and online shopping trends are
subject to change over time. Thus, the generalizability of
the findings to different periods should be approached
with caution. Lastly, the study's limitations extend to
geographical considerations. The findings are primarily
applicable to the specific context of Bangkok and may
not necessarily reflect the online shopping behaviors and
preferences of individuals in different locations or
regions within Thailand. It is important to acknowledge
these limitations when interpreting the study's results.
Future research efforts should aim to address these
limitations by expanding the scope of variables,
including a more diverse sample population, and
considering different geographical areas and timeframes.

5.5 Further Study

For future research, it is recommended to expand the
scope by including additional variables that influence
purchase intention in online shopping. This will provide
a more comprehensive understanding of the factors at
play. Furthermore, conducting the study in different
geographical areas will allow for comparisons and
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identification of similarities and differences in the
results, contributing to a broader understanding of online
shopping behavior. Moreover, it is essential to increase
the sample size in future studies to enhance the reliability
and credibility of the research findings. A larger sample
size can provide more representative data and improve
the generalizability of the results. This will strengthen
the validity of the conclusions drawn from the study.
Additionally, conducting the same study framework in a
different country can offer valuable insights into cross-
cultural variations in online shopping behavior and
purchase intention. By comparing the results from
different countries, researchers can identify cultural
influences and their impact on consumer decision-
making processes. Furthermore, it would be intriguing to
conduct further research using the same conceptual
framework but in a different geographical area or with
an increased sample size within the same area. This
would present a challenge as it contradicts previous
studies where customer behavior, product awareness,
and customer satisfaction were found to impact purchase
intention in online shopping. Exploring these variables
in different contexts can provide valuable insights and
contribute to the existing body of knowledge. In
summary, the current research opens up new
opportunities for future studies to investigate variables
that have an impact on purchase intention in the online
shopping domain. By considering additional variables,
expanding the sample size, exploring different
geographical areas, and comparing results across
cultures, researchers can deepen their understanding and
provide valuable insights for online shopping businesses.

REFERENCES

A. Al- Jabari, M., Norezam Othman, S., & Kamariah Nik Mat,
N. (2012). Actual online shopping behavior among
Jordanian customers. American Journal of Economics,
2(4), 125-129.
https://doi.org/10.5923/j.economics.20120001.28

Abumalloh*, R. A, Ibrahim, O. B., Nilashi, M., & Abu-Ulbeh,
W. (2018). A literature review on purchase intention
factors in e-commerce. The European Proceedings of
Social and Behavioural Sciences.
https://doi.org/10.15405/epsbs.2018.05.31

Ahmad, M., Davood, A., Babak, K., Navid, S. B., Farzad, M.,
Nabiollah, K., & Hamid, N. (2012). The Impact
Assessment of the Quality Factors of Different Brands of
Machine-made Carpet in Increasing Costumer’s
Satisfaction (A case study: machine —made carpet



76

Wo Wilaiporn Kongkaew, Myint Zu Ko Ko, Chompu Nuangjamnong, Kitikorn Dowpiset / AU-HIU e-Journal Vol 3 No 2(2023) 58-79

produced in Boukan). TextRoad Publication. Retrieved
April 30, 2023, from
https://www.textroad.com/pdf/JIBASR/J.%20Basic.%20
Appl.%20Sci.%20Res.,%202(6)6128-6132,%202012.pdf

Almousa and Kurt, (2020, September). The Impact of Social
Media Marketing on Customer Satisfaction through
Brand Image. International Research Journal of
Modernization in Engineering Technology and Science.
https://orcid.org/0000-0002-0223-1203

Arunprakash, N., Aswin Kanna, G. S., Vasudevan, R., &
Aravindh Raj, G. (2021, May 10). A Comparative Study
On Digital Marketing Over Traditional Marketing. View
of a comparative study on digital marketing over
traditional marketing. Retrieved April 30, 2023, from
https://www.turcomat.org/index.php/turkbilmat/article/vi
ew/7055/5743

Axelrod, J. N. (1968). Attitude measures that predict
purchase. Journal of Advertising Research, 8(1), 3-17.

Bandara, D. M. (2020). Impact of social media advertising on
consumer buying behavior: With special reference to Fast
Fashion Industry. SSRN Electronic Journal, 476-491.
https://doi.org/10.2139/ssrn.3862941

Bangkok population 2023. (2023). Retrieved May 1, 2023,
from https://worldpopulationreview.com/world-
cities/bangkok-population

Bisen, A., & Nuangjamnong, C. (2021). An Investigation on
the Influence of Advertising on Consumer Based Brand
Loyalty. A Case Study on Sport Shoe Business. AU-GSB
e-Journal, 14(1), 26-36.
https://doi.org/10.14456/augsbejr.2021.3

Blackshaw, P. (2004). Consumer-generated media (CGM) 101
: Word-of-mouth in the age of the web-fortified consumer.
Semantic Scholar. Retrieved April 30, 2023, from
https://www.semanticscholar.org/paper/Consumer-
Generated-Media-(CGM)-101-%3A-Word-of-mouth-
Blackshaw/596da0237a279flec6c65ab06ba351767699a
194

Changchit, C., Klaus, T., & Lonkani, R. (2020). Online
reviews: What drives consumers to use them. Journal of
Computer Information  Systems, 62(2), 227-236.
https://doi.org/10.1080/08874417.2020.1779149

Chatterjee, Patrali (2001), “Online Reviews — Do Consumers
Use Them?" ACR 2001 Proceedings, eds. M. C. Gilly
and J. Myers-Levy, Provo, UT: Association for
Consumer Research, 129-134

Chen, T. C. (2021). The influence of social media advertising
on purchase behaviour towards fast-moving consumer
goods: A literature review.
https://doi.org/10.31219/osf.io/5eujk

Chi, H. K., Yeh, H. R., & Yang, Y. T. (2009). The impact of
brand awareness on consumer purchase intention: The
mediating effect of perceived quality and brand
loyalty. The journal of international management
studies, 4(1), 135-144.

elSSN 2774-0110 @ 2021

Chornyy, P. author B. A. Article by:CEO Andrew
ChornyyCEOQ Plerdy — expert in SEO&CRO with over
11 years of experience., & *, N. (2022, September 30).
Why consumer behavior is so important in marketing?

Plerdy. Retrieved ~ April 30, 2023, from
https://www.plerdy.com/blog/consumer-behavior-
marketing/

Cronin, J. J., Jr., & Taylor, S. A. (1992). Measuring Service
Quality: A Reexamination and Extension, Journal of
Marketing, 56 (July), p.59.Retrieve from
https://aujm.au.edu/index.php/aujm/article/view/111

Cronbach, L. J. (1951). Coefficient alpha and the internal
structure of tests. Psychometrika, 16(3).
https://doi.org/10.1007/BF02310555

Dash, G., Kiefer, K., & Paul, J. (2021). Marketing-to-
millennials: Marketing 4.0, Customer Satisfaction and
purchase intention. Journal of Business Research, 122,
608-620. https://doi.org/10.1016/j.jbusres.2020.10.016

Deeananlarp, Y., Nuangjamnong, C., & Dowpiset, K. (2020).
Factors Impacting the Continued Use of Social Media : A
Case Study of Senior Citizens in Bangkok. Au Virtual
International Conference 2020: Entrepreneurship and
Sustainability in the Digital Era.

Ding, Y. (2022). The Impact of Social Media Marketing on
Customer Satisfaction at Hermes in China. BCP Business
& Management, 20, 797-802.
https://doi.org/10.54691/bcpbm.v20i.1065

Dummanonda, T., & Nuangjamnong, C. (2021, June 24). The
influence of social media advertising value on consumer
behavior in renting apartment rooms in Bangkok,
Thailand. International Research E-Journal on Business
and Economics. Retrieved April 30, 2023, from
http://www.assumptionjournal.au.edu/index.php/aumitjo
urnal/article/view/5316

Eksangkul, N., & Nuangjamnong, C. (2022). The Factors
affecting Customer  Satisfaction and Repurchase
Intention: A Case Study of Bubble Tea in Bangkok,
Thailand. AU-HIU International Multidisciplinary
Journal, 2(2), 8-20.
http://www.assumptionjournal.au.edu/index.php/auhiu/ar
ticle/view/6258

Elsya, P., & Indriyani, R. (2020). The impact of product
knowledge and product involvement to repurchase
intention for Tupperware products among housewives in
Surabaya, Indonesia. SHS Web of Conferences, 76.
https://doi.org/10.1051/shsconf/20207601037

Franklin, A. (2023, April 12). What is customer satisfaction?
definition + importance. Zendesk. Retrieved April 30,
2023, from https://www.zendesk.com/th/blog/3-steps-
achieving-customer-satisfaction-loyalty/

Gu, B., Park, J.,, & Konana, P. (2012). Research note—the
impact of external word-of-mouth sources on retailer sales
of high-involvement products. Information Systems



https://worldpopulationreview.com/world-cities/bangkok-population
https://worldpopulationreview.com/world-cities/bangkok-population
https://aujm.au.edu/index.php/aujm/article/view/111

Wo Wilaiporn Kongkaew, Myint Zu Ko Ko, Chompu Nuangjamnong, Kitikorn Dowpiset / AU-HIU e-Journal Vol 3 No 2 (2023) 58-79

elSSN 2774-0110 @ 2021

Research, 23(1),
https://doi.org/10.1287/isre.1100.0343

Hanaysha, J. R. (2017). Impact of social media marketing,
Price Promotion, and corporate social responsibility on
customer satisfaction. Jindal Journal of Business
Research, 6(2), 132-145.
https://doi.org/10.1177/2278682117715359

Helling, B. (2023, March 30). What is an online platform?
definition, types & best to try. Gigworker.com. Retrieved
April 30, 2023, from https://gigworker.com/online-
platform/

Hj Othman, N., & Ishak, S. (2011). Kecenderungan Terhadap
pemilihan Kerjaya Keusahawanan mengikut persepsi
peserta skim usahawan siswa. Jurnal Teknologi, 47-63.
https://doi.org/10.11113/jt.v56.59

Hsu, C.-L., Chang, K.-C., & Chen, M.-C. (2011). The impact
of website quality on customer satisfaction and purchase
intention: Perceived playfulness and perceived flow as
mediators.  Information  Systems and e-Business
Management, 10(4), 549-570.
https://doi.org/10.1007/s10257-011-0181-5

Huang, C. C., Huang, N., Zhang, S., & Nuangjamnong, C.
(2022). Customer Satisfaction in Post COVID-19 : A Case
Study of Chinese Restaurants in Ratchada Phitset District.
In Graduate School of Business and Advanced
Technology Management (Ed.), AU Virtual International
Conference 2022 on “Entrepreneurship & Sustainability
in Digital Era: Challenges of Organizational & Business
Management in Dynamic Digital Dimension” (pp. 1-9).
Assumption University of Thailand.
www.auconference.au.edu

Jara, A. J., Parra, M. C., & Skarmeta, A. F. (2013).
Participative Marketing: Extending social media
marketing through the identification and interaction
capabilities from the internet of things. Personal and
Ubiquitous Computing, 18(4), 997-1011.
https://doi.org/10.1007/s00779-013-0714-7

Jayachandran, S., Hewett, K., & Kaufman, P. (2004). Customer
response capability in a sense-and-respond era: The role
of Customer Knowledge process. Journal of the Academy
of Marketing Science, 32(3), 219-233.
https://doi.org/10.1177/0092070304263334

Khanijoh, C., Nuangjamnong, C., & Dowpiset, K. (2020). The
Impact of Consumers’ Satisfaction and Repurchase
Intention on Ecommerce Platform: A Case Study of the
Top Three E-commerce in Bangkok. Entrepreneurship
and Sustainability in the Digital Era, Au Virtual.

Knoll, J. (2015). Advertising in social media: A review of
empirical evidence. International Journal of Advertising,
35(2), 266-300.
https://doi.org/10.1080/02650487.2015.1021898

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample
size  for research  activities. Educational  and

182-196.

77

Psychological Measurement, 30(3), 607-610.
https://doi.org/10.1177/001316447003000308

Ks, G. (2019). Significance of Social Media Marketing in
Brand Awareness and Product Reach. International
Journal of Management and Economics.

Kwan, I.S. Y., Fong, J., & Wong, H. K. (2005). An E-customer
behavior model with online analytical mining for Internet
Marketing Planning. Decision Support Systems, 41(1),
189-204. https://doi.org/10.1016/j.dss.2004.11.012

Lin, L.Y., & Chen, C. S. (2006). The influence of the country-
of- origin image, product knowledge and product
involvement on consumer purchase decisions: An
empirical study of insurance and catering services in
Taiwan. Journal of Consumer Marketing, 23(5), 248-265.
https://doi.org/10.1108/07363760610681655

Li, Y., & Nuangjamnong, C. (2022). Exploring the Impact of
Social Media Marketing , Customer Attitude , and
Engagement within the Quality of Review and Review
Valence on Customer Purchase Intention in Green
Cosmetic Product in Chengdu , China. International
Journal of Social Sciences and Humanities Invention,
9(12), 7523-7546.
https://doi.org/10.18535/ijsshi/v9i012.06

Mahesh, V. J., & Thanushree, H. (2020). Impact of social
media advertisement on consumer purchasing behaviour.
Journal of Contemporary Issues in Business and
Government, 26(02).
https://doi.org/10.47750/cibg.2020.26.02.087

Mahujchariyawong, V., & Nuangjamnong, C. (2022). The
Effect of Japanese-Style Advertising on Purchase
Intention through Advertising Attitude and Consumer
Perception. International Research E-Journal on
Business and Economics, 6(2 (December 2021-May
2022)), 17-33.
http://www.assumptionjournal.au.edu/index.php/aumitjo
urnal/article/view/5862

Majhi, R. (2020). Impact of Social Media Marketing on Brand
Awareness. INDIAN INSTITUTE OF MANAGEMENT
KOZHIKODE.

Malik, M. E., Ghafoor, M. M., Igbal, H. K., Riaz, U., Hassan,
N., Mustafa, M., & Shahbaz, S. (2013). Importance of
brand awareness and brand loyalty in assessing purchase
intentions of consumer. International Journal of business
and social science, 4(5), 167-171.

McCumber, A. (2023, April 3). Marketing vs. advertising:
What's the difference? CSP Global. Retrieved April 30,
2023, from
https://online.csp.edu/resources/article/marketing-vs-
advertising/

Mcfee, A. (n.d.). Understanding consumer behavior: How to
influence the decision-making process? Hospitality
Resources by EHL. Retrieved May 1, 2023, from
https://resources.ehl.edu/resources/understanding-
consumer-behavior-infographic



https://doi.org/10.18535/ijsshi/v9i012.06

78

Wo Wilaiporn Kongkaew, Myint Zu Ko Ko, Chompu Nuangjamnong, Kitikorn Dowpiset / AU-HIU e-Journal Vol 3 No 2(2023) 58-79

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A
Study of Factors Affecting on Customers Purchase
Intention: Case Study: The Agencies of Bono Brand Tile
in Tehran. A Study of Factors Affecting on Customers
Purchase Intention Case Study: the Agencies of Bono
Brand Tile in Tehran, 2(1), 267-273. Retrieved April 30,
2023, from https://www.jmest.org/wp-
content/uploads/JMESTN42350395.pdf.

Mitchell , C. (2023, April 10). What is online consumer
behavior? Smart Capital Mind. Retrieved April 30, 2023,
from https://www.smartcapitalmind.com/what-is-online-
consumer-behavior.htm

Mohammad, F. K., & Anisa, J. (2015). Social Media and Social
Media Marketing: A Literature Review, 17(11), 12-15.
https://doi.org/10.9790/487X-171111215

Nadaraja, R., & Yazdanifard, R. (2013). Social media
marketing: advantages and disadvantages. Researchgate.

Nguyen, C. (2020). A study of factors affecting brand
awareness in the context of viral marketing in Vietnam.
SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.3930643

Othman, N. H., & Harun, H. (2007). Tahap tingkah laku
kognitif keusahawanan di kalangan pelajar danremaja. In
Keusahawanan Remaja Malaysia (pp. 78-102). essay,
Penerbit Universiti Putra Malaysia.

Papasolomou, 1., & Melanthiou, Y. (2012). Social Media:
Marketing Public Relations’ new best friend. Journal of
Promotion Management, 18(3), 319-328.
https://doi.org/10.1080/10496491.2012.696458

Park, C. W., & Lessig, V. P. (1977). Students and housewives:
Differences in susceptibility to reference group influence.
Journal of Consumer Research, 4(2), 102-110.
https://doi.org/10.1086/208685

Pefia-Garcia, N., Gil-Saura, I., Rodriguez-Orejuela, A., &
Siqueira-Junior, J. R. (2020). Purchase intention and
purchase behavior online: A cross-cultural approach.
Heliyon, 6(6).
https://doi.org/10.1016/j.heliyon.2020.e04284

Perumal, P., & Archchana, Y. (2018, July). Influence of social
media marketing on consumer buying decision making
process. Retrieved April 30, 2023, from
https://www.researchgate.net/profile/Prasath-
Perumal/publication/326294733_INFLUENCE_OF_SO
CIAL_MEDIA_MARKETING_ON_CONSUMER_BU
YING_DECISION_MAKING_PROCESS/links/5b447¢c
67a6fdcc661914415¢/INFLUENCE-OF-SOCIAL-
MEDIA-MARKETING-ON-CONSUMER-BUYING-
DECISION-MAKING-PROCESS.pdf

Peterson, S. (2022, April 12). Customer purchase intention:
Definition, why (+ how) to measure & convert. Namogoo.
Retrieved May 1, 2023, from
https://www.namogoo.com/blog/consumer-behavior-
psychology/customer-purchase-intention/

elSSN 2774-0110 @ 2021

Product awareness. Cambridge Dictionary. (n.d.). Retrieved
April 30, 2023, from
https://dictionary.cambridge.org/dictionary/english/produ
ct-awareness

Published by Statista Research Department, & 1, M. (2023,
March 1). Thailand: E-commerce market value 2017-
2021. Statista. Retrieved April 30, 2023, from
https://www.statista.com/statistics/1115125/thailand-e-
commerce-market-value/

Punyatoya, P. (2019). Effects of cognitive and Affective Trust
on Online Customer Behavior. Marketing Intelligence &
Planning, 37(1), 80-96. https://doi.org/10.1108/mip-02-
2018-0058

Rachmawati, E. (2018). Product knowledge review on the
purchase decision. Advances in Social Sciences and
Humanities Research, 231, 338-340.
https://doi.org/10.2991/amca-18.2018.92

Rehmani,, M., & Ishfag, M. (2011). The impact of e-media on
customer purchase intention. International Journal of
Advanced Computer Science and Applications, 2(3).
https://doi.org/10.14569/ijacsa.2011.020317

Ruslim, T. S., & Andrew, R. (2012). PENGARUH BRAND
IMAGE DAN PRODUCT KNOWLEDGE TERHADAP
PURCHASE INTENTION (KASUS : KOSMETIK MERK
“X”). UNTAR Respository. Retrieved May 1, 2023, from
http://repository.untar.ac.id/289/1/2058-4494-1-SM.pdf

Satornsantikul, A., & Nuangjamnong, C. (2022). The Impact
of Brand Image and Brand Loyalty on Customer
Satisfaction: A case study of Luxury Brand in Thailand.
The Journal of Social Sciences Studies and Research,
2(4), 133-155.
http://tjsssr.com/index.php/tjsssr/article/view/51

Schivinski, B., & Dabrowski, D. (2014). The effect of social
media communication on consumer perceptions of
brands. Journal of Marketing Communications, 22(2),
189-214. https://doi.org/10.1080/13527266.2013.871323

Shah, H. S. et al. (2012). The impact of brands on Consumer
Purchase Intentions. Researchegate. Retrieved May 1,
2023, from
https://www.researchgate.net/publication/311962961 Th
e_impact_of_brands_on_consumer_purchase_intentions

Shahid, Z., Hussain, T., & Zafar, F. (2017). The impact of
Brand Awareness on the consumers’ purchase intention.
Journal of Accounting & Marketing, 06(01).
https://doi.org/10.4172/2168-9601.1000223

StarPlatform. (n.d.). What is an online platform? Retrieved
April 30, 2023, from https://start-platform.com/what-is-
an-online-platform

Sumarwan et al., (2011). Consumer behavior: Theory and its
application in marketing. Bogor: PT. Ghalia Indonesia
http://publikasi.mb.ipb.ac.id/?p=73

Su, X., & Zhang, F. (2008). Strategic customer behavior,
commitment, and Supply Chain  Performance.



Wo Wilaiporn Kongkaew, Myint Zu Ko Ko, Chompu Nuangjamnong, Kitikorn Dowpiset / AU-HIU e-Journal Vol 3 No 2 (2023) 58-79

elSSN 2774-0110 @ 2021

Management Science, 54(10), 1759-1773.
https://doi.org/10.1287/mnsc.1080.0886

Tritama, H. B., & Tarigan, R. E. (2016). The effect of social
media to the brand awareness of a product of a company.
CommIT (Communication and Information Technology)
Journal, 10(2), 9-14.
https://doi.org/10.21512/commit.v10i1.1667

Wang, G., & Nuangjamnong, C. (2023). The Influence of
Online Shopping Platform on Customer Satisfaction and
Trust toward Customer Loyalty : A Case Study of JD E-
commerce Platform in China. International Journal of
Social Sciences and Humanities, 10(01), 7623-7649.
https://doi.org/10.18535/ijsshi/v10i01.08

Weinberg, T. (2009). The new community rules: Marketing on
the social web. CA: O'Reilly Media, Inc.

What is consumer behavior? mastering the arts. Maryville
Online. (n.d.). Retrieved April 30, 2023, from
https://online.maryville.edu/online-bachelors-
degrees/marketing/resources/what-is-consumer-behavior/

79

Wibowo, A., Chen, S.-C., Wiangin, U, Ma, Y., &
Ruangkanjanases, A. (2020). Customer behavior as an
outcome of social media marketing: The role of social
media marketing activity and customer experience.
Sustainability, 13(1), 189.
https://doi.org/10.3390/5u13010189

Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the
Factors Affecting Customer Purchase Intention. Global
Journals Inc. (USA), 15(2).

Zhang, N., Yu, P, Li, Y., & Gao, W. (2022). Research on the
evolution of consumers’ purchase intention based on
online reviews and opinion dynamics. Sustainability,
14(24), 16510. https://doi.org/10.3390/su142416510

Zhou, Q., Xia, R., & Zhang, C. (2016). Online shopping
behavior study based on multi-granularity opinion
mining: China Versus America. Cognitive Computation,
8(4), 587-602. https://doi.org/10.1007/s12559-016-9384-
X



