NIV IFUNAGIUTING (JISB) T 1 217U7 1 160w AaAN-FudAl 2558 Wil 6

a A a (=3 a a { ¢ A 1
a‘nﬁwawaammammwwﬂmu‘lmmu%mtazmaauuuﬁaaaﬂa%ﬁﬁuama
1 Y a A & &
ﬂ'J'lN%’lL%BﬁE]‘Il?.l\‘i‘iJ"(lﬂ’)’l&lﬂ’li’)ﬁ]'ﬁma%ﬁ'lLlazﬂﬁ'l&l(ﬂ\‘i‘l‘iﬂ%ﬂ'li%a:
~ o o o A < a W
n‘smﬁ'nmwaamuﬂ‘smnumwwa&m‘l%mﬂa%m

Aa ® {
LLa$ﬂ13llﬁﬂ0ﬂ')1&ﬂﬂtﬂ%ﬂ%§aE]E]%v[a‘li

a ¢ A
FINIA L‘saaqa*

DHL Thailand Express Co.. Ltd
Wokswe U

fVITINMINNA AW TTLENFATUAZNIVYT INIINLRLTIINATAT

*Correspondence: pop_1111@hotmail.com

UNAnea
luﬂagﬂ‘uvlei”ﬁmiﬁ'lLauaU‘nmwumﬁma‘rﬁmﬂQ’u'%Inﬂﬁmuﬂszaummimﬂﬁ’ﬁuﬁwLLa:ﬁ"uu'%miuu?}a
sanladasnsunsnans dsluiniiveiulodnioudansinan wddufisunsouaasdainludouinuasdoay
mn@’u’ﬂmﬁlﬁﬁmLLmdmﬁagavl@T TagganNuNIsUEAIANNAARK a9nsnUszneunuanu T uluaT e
“uaa§u@i”1ﬁgrmﬁmﬁaluuﬂmmmﬁaﬁrﬁﬁu g andusmdmanlunslduinliifamadfouudasiauad 1
aNIRINAAINNNTL T a0V IUNANUNITIN T LLa:miﬁwiagamWﬂi:ﬂaumiéfﬂﬁuh%aﬁuﬁwa\‘lﬁuﬂnﬂvlﬁ
muﬁﬁbﬁnﬂumﬁﬁ'ﬂL%aﬂ%mmlugﬂLLuummmﬁaTm%wmm MIULUULNBINTNAR BT BT T2LAN One-
Shot Case Study lazaziiminiuquinwinuazansmesaitonnusainuaainNufaArluduInuazgIay
LL@:'«J:WLLUUM}UQWLﬂum%adﬁalumilﬁmamwﬁaga %d@ﬁ?ﬁ'ﬂﬁlﬁaﬂmjuﬁaashaLﬂuﬁfﬂﬁﬂmlm:ﬁuﬂ%yiyﬁ
@%ﬁﬁ“ﬁaamqi:m'}d 18-23 1 LLa:Lf]u;é'l"ﬁ”ﬁuma’iﬁ@]mUiuLﬂJmﬂgaLﬂwuwwuﬂsﬁﬂuau 160 A T@ﬂiﬂga‘ﬁ'vlﬁazgﬂ
N NATTAMURRNFDAITNMTIATIEADAN 0L BILFULAL (Simple Linear Regression Analysis) Lazn133LAT1ZH
nand8NH (Multiple Regression Analysis)
waﬁnﬂmﬁﬁ‘ﬁwu:i']mi%’ufmmmL%aﬁamammm'lMmﬁmmﬁuﬁ’muéaaau”laﬁua:m’mL%au‘”'usl,umw
?mﬁwaaﬁuﬁﬂﬁgrmdwaﬁﬂuuwmmmﬁmmﬁfu 9 ﬁ]:daNa@iamm”@ﬁu%%amaa@uﬁm Baugaslhidiuds
mmﬁwéﬁymaqgﬂLmu?%miﬁwLauaumamLLa:mmL%au‘"ﬂumwﬁuﬁw ﬁﬁuwmwém”zymaﬁ’mmmmmﬂu
281911 Immaww:azmﬁm”mm@luﬁagﬁuﬁﬁmﬂﬁuﬁwm 9 AaduuNnung RoT095UNTABLEUEIAINY

@aIN1IVDY gﬁTu’%Imiugﬂ WU 9

Aaa: MIugasauAanuuFaaanlal anuBauwluadus anuaslade



MINTIVUNIFUNAGIUDING (JISB) T 1 217UM 1 160w aaau-Fudal 2558 wil 7

The Influence of Valance of Online Comment Impact to the Perceived
Trustworthiness of Online Review and the Purchase Intention:
the Case Study of Brand Trust and Valance of

Online Comment Moderator
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DHL Thailand Express Co.. Ltd
Pattana Boonchoo

Department of Marketing, Thammasat Business School, Thammasat University

*Correspondence: pop_1111@hotmail.com

Abstract

At present, the online review of using products and services posted on the social networking sites was
widespread. The spaces on websites or blogs provide a lot of information which is both positive and negative
comments from the customers to consider. Many feedbacks and brand trust of the products given have an impact
on the perceived trustworthiness of online review and intention to purchase the products.

This study was the experimental research (One-shot Case Study) which controlled the amount and the
characteristic of the positive and negative comments. The questionnaire was employed as a tool to collect the
data. The participants of this study were the 160 university students aged 18-23 who used the internet in
Bangkok. The data were analyzed by using Simple Linear Regression Analysis and Multiple Regression Analysis
methods.

The findings of this study revealed that the perceived trustworthiness of online review and brand trust of the
products posted on the Internet had effects on the customers’ intention to purchase the products. It was evident
that the way to present the online review mentioning brand trust played a vital role in the marketing world which

provided a variety of products to support the customers’ needs.

Keywords: Valence of Online Comment, Brand Trust, Purchase Intention
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