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ABSTRACT

The objectives of this research were 1) to study the level of factors Integrated
Marketing Communication, Soft Power, Brand Equity, Customer Behaviour, and Purchase
Intention 2) Soft Power, Brand Equity, and Customer Behaviour as an Intermediate Variable
that connects the Integrated Marketing Communication to Purchase Intention. The tool used
in this research was a questionnaire to collect data with people who watched series Y within
around Bangkok 500 persons. The statistics used in the research were frequency, percentage,
mean, standard deviation, coefficient of variation and structural equation model (SEM) analysis
by using ADANCO 2.3 program.

The results of the research showed that 1) the factors Integrated Marketing
Communication, Soft Power, Brand Equity, Customer Behaviour, and Purchase Intention were
at a high level with an average value of 3.77, 3.86, 3.56, 3.89 and 3.81 respectively, and
standard deviation; .716, .706, .866, .837 and .830 respectively. 2) Soft Power, Brand Equity,
and Customer Behaviour as an Intermediate Variable that connects the Integrated Marketing
Communication to Purchase Intention. By sorting the values according to the total influence,
Integrated Marketing Communication (TE=0.713), Soft Power (TE=0.438), Brand Equity
(TE=0.284), and Customer Behaviour have a combined influence on Purchase Intention
(TE=0.344). It was shown that the Integrated Marketing Communication Influences Purchase

Intention more than Soft Power, Brand Equity, and Customer Behaviour.

Keywords: Integrated Marketing Communication, Soft power, Brand Equity, Customer

Behaviour
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wazgaAN1IIBS (SP) UBNSWAN1INTWOAMAINTIFUAT (BE) HA1LVNAU 0.412%*, 0.410%** uaz
nsdeanIMsAIALULYsANMS (IMC) fiBvsnamadeusionmuensdudi (BE) fewinfu 0.337

4. Yadeiiinalnosausovevliniines (SP) nuin msdeansnsaaauuuysanns (IMC)
avEnaMenseriareinied (SP) AWy 0.820%

nan1snaaeudnswadenadiiiududsAunaradudsuauduiudvesiiuysdasy
wazsuUsay Tngldduushunanaimnedunedvdnamsden damansmaaeuaiansnosunglafs
997 3

ANS99 3 NANISNA@RUINTWAAUNANT (Mediation Effect)

Boot Boot Boot

AUNAFIUNTIIRY (Hypothesis) Effect
SE LLCI  ULCI

HiL gendnnaneslugiugduusdunatsiidenleanis
f0AnININIMANALUUYSAINTEARIAIRS AU 3340 0412 2549 4162
H12 gavldnnies AuAmI AU WasngAnssuguslan
Tugnugiudshunansiidenloanisdoaisnisnain
wuuysannsgnisdndulausing 3897 0374 3146 4609
H13 gaWdn1osuarAuAIns1duAlug1uedIuYs
Aunanafifealeen1sdeansnisnaauuysanIgg

woAnIIURUSIAA 6697 .0435 5855 7570
H14 auAns1EuAlugueiuUsAUNaeu leaa
WIIBIENYANTIULUILAA 3760 0388  .2949  .4477

H15 aauAmIdudanginssuguilaalugiugdiuls
Aunansiifeuloswendnanesgnsdnaulovilan 3817 0361 3165 4596
H16 ngAnssufuilaalugiuzduusdunarsiidonles
AuAnIIdUAgNMIindulaulng 3335 0430 2465 4163
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NPT 3 HANTMAFUBYENARUNATS WUT

1. gevlimnneslugiusmiuusiunarsiideslonisdeasmansnaauuuysannsgaam
ns1aud Tnggaavesarudesiulingu 0 fduuszAnsveudns (Boot LLC) uagwauLunuy (Boot
ULCI) 0gffl 2549 uag 4162 wansi1 sendnanesiidninanunaisiensidoulesnisdeaisnig
NIAAALUUY T INTEAMAIRNTIEUA

2. govldmniiies aurns1dudi uazwgdnssuguslaalugiugiuusdunansiidoulosnis
domsnisnarauuuysannmsgnmsdadulauilan Tnstsesarudesiulingu 0 fdulssansvey
a9 (Boot LLCI) uazveulumu (Boot ULCI) gl 3146 waz 4609 uanain wevdniines aamins
dud uaznndnssufuslaniidvinanunansiensidoulesnisdearsnisnaiauuuysannsgnis
anaulauslon

3. goyldinnanesiarquinsaudlugiugduusfunaniidenlenisdoasnsaainiuy
ysunsgnginssuguilae Tnorasvesnundesiuliagy 0 fduuszansveudns (Boot LLC) uaz
YoULIAUY (Boot ULCI) ag#l 5855 waz 7570 uansin weslinniiesuasnunsdudiianinase
M3@ealeansdoansnisnainuuuysannsguaanssuguslan

4. aurasdudlugusfudsdunansiidouseininesgnainssuiuilan Tnedisves
anuidesiuliingu 0 fduUsEAniveuas (Boot LLC) wagyeulvau (Boot ULCH) ogi .2949 way
4477 uanain auenAurniiBvswasonsdesloswerldnninesgnginssuiuilaa

5. guAmsEuALazngAnssufulanlugusfuusAunarsiidenloswenininesgns
dadulauilae lnsgasesninudeiuliagu 0 fduuszavduouans (Boot LLC) uazreuiunuy
(Boot ULCI) 8¢l 3165 uag .4596 wanain auAmduduazngdnssuguilnaidninasenis
Foulsswensnninesgnisdndulavilaa
6. nAnssufuslanlugrusiuusdunarsiidenlosnuiinsdudgnisinaulauilan Tnediaves
mmﬁaﬁ’uhiﬂqm 0 fduUszAnduouans (Boot LLCH uazvaulwAuY (Boot ULCH) aaﬂiﬁl 2465 U@y
4163 uanai nginssufuslaaidvinademsidenlosnuinidudgnisdndulauilaa

5. d5U 2AUT K uazUalauauuL

5.1 d3U uazanusiena

MMmanTnTgideyaanninefuneramsideuasdeyarg q 1§ feil

MsfnmaAteiieatunsieansnisnaiauuuysaunsitavsnasesendnIes A1
aaud waAnssuifuslaa waznsdadulauilan nanlein mshnsdeansnsaianuuysans
memsairnuduendnualvesdideuindureninines msldauansaudliduiauls
vesnguigisdneegiauaiielifuilaafinngfinssudennuaulauazdean1ssuva aenndesiv
uATevee Sawaftah (2020) éAnw 13 UszAMBAmMY0In15ADNITAAIALUUYTUINITN
Sidnnsefindfidsmaronnusitlatovesgnérainglivinisiiede: fefuusdunatsesiladoay
Wlagnén nanain msvhasdeansynanismainuuuysannsuuudidnnsednd (E-IMC) dsuasionns
Faaulagestadifeddymeadaisziv 01 Tnodunamanesinslald E-MIC arnnsvinlawan
uarUszuduiug aunmuesaiednsdn nsdeliiuisnnuddysdonisldauiunsideles
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LUUYIINTT wagngAnssumstedudioauladlunaiaseuau na1ai1 esdnsldlduimuon vie
PayaussAvslugurduddaniaiensiinisdeasnismaiauuysannis lgnisindulatoves
Fuilaavniseunus il snginssuguilaaegafideddymeaiafisziv 01 Feaonadasiiy
$MA¥8983 Theodora (2021) l9fnw1Fes AudufUSTEHINsNsADaNTNTAANALUTYTINNSIAY
AATATIAUAT Navi MsfanInismatakuyIans IMC Tussdussneuvianun danudiniudse
AT Aufegdlianmsansnaenntuld nansideiiuandvidiuin yauisnusnannisada
nsdeansnisnaiaids mevhaudndudivesesdnsliudusadiieduiiugiureanisdediiuly
naraneludulaiii@eegsonsoly aenndeasiuiuideved Anani-Bossman and Mudzanani (2021)
I¢fnwi5es MmsliasesiBvisnavesnsUsyaduiuslunsyuiunismsieansnsnaALuUY a3
WannsAnwIMUdn nsAeasnienismatn (MO Hretlugnisadiaweniniiges Munisii
Usgrrduiuyanisnann (PR) auviliAnnsdnduladeduivesgaululssimanun Tneserldn
nestunummanagnsainnsisenduiusaanduendnual iaussisge Wegnndnaznsiu
suihgnuastuniglulssme uaziieuddyedanndniulsnaassgiafalvl esdnsansld
IMC onanliAndundinusou (gerdnnaned) filiyarainnuadosnu vadva uasie
aurlaglidadldmnungrgnuniunisnaialusunisan wan wan wou
miﬂﬂmmmwwLﬂmﬂUﬁzjanwnnaimm/mwamaﬂmmmwaum WOANITUFUILAA Uag
nsandulauilaa na1aladn Audasne g3ny mLaiumimwamiaﬁﬂ’muaﬂmuamﬂummm e
mslaauilderhiimuduendnvallumsmiaude: uAnngAinssumunsELaviaaieIny
seu@3dluiTesficnevih aenndosiuauideres Chung (2019) WAnwiiTes detuislusiuzaend
w13 nsdAnwdetuifianmaldlunmdmile nd12i1 nMsnszanedeveanivaldlususens
wnesdmasglusziusndensindulauslnadovesdaulunmdmileriuulovesswsemeaiih
Thnanmawmiedianudesnisiretugiumdunmaldosiunn sesaun fe duades 910013
Wasuulasluvesgiaulunmaldndnsiaundestndivgails dwalifaumanimamiedesmsidn
unlenaluanufinvihinnitegussmaiies uagsuimusssufidnaiiosiign 1ilewnain
inmialdazinvamiefiauadieadstuvesiausssy egnsdiduddgmeaiafisedu 01 aonadeq
fuauAdeues Kang and Lee (2016) l¢fnunides msfnwiSouiisunansenuvesdvdnainmauas
Arufuliaveusodinuvasamdlalunstevesssrus i nadiAnuneime unn wasveila
pyfuoonuasUszmeiy nandn e3ulley Tuoonlunama Halyu dnduladonansusiainyseme
NMALALUSEAUEY U1AINMTYIINEIDRUVBITHUTTTUNME UazA1luunITALanuleI8e19RY09Y17
WAL Anainmsvindleunganussmaiurerldnnefuesiguiainmaldfindndunisdeeen
wanAslyilugseiunuUsema egrslilfoddgmeadianissiu 01 Tnsvelinminesdeddlian
aurnduilusunmdnvalvesnmalifideindlenanisduiledudmilsnelunmald axind
Ussmeinvidegaiveulaglideddaunensmmenislavanuenna
MsfnAdBREAuRuA M AuTBvEwadengAnssuguilan wazmsdndulauilan
nalén fiam fadanunsadieventdnuandlugiugdunislunuansaumonsilfannm
1 Welaiinanisiazasiladmiduiesiaiseied ededldviui uazduslnaiiniudusey 1An
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o
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