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Abstract

PURPOSES: To study the influence of marketing mix, trust, and satisfaction on
purchase decisions of fashion goods online. METHODS: A sample survey research, the
sample of which was 200 online fashion shoppers in Nongkhaem district, Bangkok. The
research tool was a questionnaire. The main statistical analysis used was structural equation
modeling (SEM) using PLS Graph 3.0. RESULTS: The total influence of marketing mix, trust
and satisfaction on purchase decision was 82 percent where as the direct influence of
marketing mix on purchase decision was 0.048 and total effect equaled 0.774. Trust and
satisfaction as the mediators linking between marketing mix and purchase decision on
fashion goods purchasing influenced significantly on the purchase decision. THEORETICAL/
POLICY IMPLICATIONS: Marketing mix, trust and satisfaction have a role to play on

purchase decision.
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TE 0.774 0.381 0.520
AnulIela (T) 0.646 DE 0.803%** 0.000 N/A
IE 0.000 0.000 N/A
TE 0.803 0.000 N/A
ANuRanala (S) 0.653 DE 0.808*** N/A 0.000
IE 0.000 N/A 0.000
TE 0.808 N/A 0.000

vnewe: De=Direct Effect, IE=Indirect Effect, TE=Total Effect, N/A=Not Applicable
** 1889 p-value < 0.01
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1. fhudsiidnalaesiuranisindule
§o (R) nuin druvszaunianisnana (P)
Aulinela (M wazarnudianela () 4
Snsnantensaienisinaulade (R) flan
LN AU 0.048, 0.381%* Wag 0.520%%
AINEIAU wardiuUszaunen1snain (P) &
svEwansdensonisindulade (R) Tnadan
WinAu 0.726

2. rudsisinalpesiuseniuligda
(M) Wyl drudszaunienisnann (P) &
dnSwantamsessemanuliingda (M fen
WiNAU 0.803 ***

M135797 2 agURANTAdRUALNR Y
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ALadssIuI 5 auegluszauuin
waziilefiansansnediufegluszfuuin
Uy §apn5797 2

3. fhulsfidualnesausoruiianela
(S) nuIn drudsgaunisnisnana (P) 4
dnSnantamsesie Adufianala (S) dan
WU 0.808%**

HANSNAFBUANNAFIUNTILATIZIA
wuudvwasuUsAunatsvasmlinlauas
m’mﬁqwa‘[,agiwqaﬂssuﬂﬁié’mﬁuiﬂ%amad
Fuslandudn wuin Avdaszavidumatien
WANANSTY Fams1eTi 2

FUNAFIUNTIAY
(Hypothesis)

duuseans ,
o A1 .
LEHUN9 NAaNs
t-test
(Coef.)

H1  dudszaunienisnaiaiansnanemiuliingda
H2  @ulszauniansnainildnsnanenuiiansla
H3  dhudsvaumanmsmanedisvinasionsindulaiie  0.048* 0.336
He  enulinsletiavisnasonisinaulade
H5  awdflswelefisninasenisinaulade

0.803***  30.139 @UuAyU
0.808** 32342  @vuayy

Tylanduayu
0.381%* 4672  @UuAYU
0.520%* 7376  @vuayy

Mewme:  * Mg p-value < 0.10
** 1311889 p-value < 0.01

nen3197t 2 wansliidiuindiulsyan
NINIAAIAL NS Nan1emssrean1ulingla
wazAauianala aulinngdanagaiuiig
weolail dvsnaninseonisindulado du
USLAUNIINITAAIAL B NTNAN19D BUADNNS
#odnlade

NamFIesIERvSnanunansdadusn
WUsTd A suad U s sE e auys

SaszuaziudsmalaeiifiduusiivhaneSue
SVRNaTNISeN FwansnadeUdYENaTNIS ol
wUTINgFInai 3
NamFIesIERdvSnanunansdadus
wUsTiduasunuduiussenineiauys
SaszuaiulsmulaefidsnusAunanatiun
oS ueBvs A S eu FemansvedeudvSna
maé’amsﬂsﬁﬂgﬁﬂmmﬂ' 3 P57 3 Ha
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N1SVAABUANURFIUNITIATILNBNTNAAIIY
Pslanazauiianelalugiugdulsdu
nasiidenlosiafududszanmanisnann
duanisinduladodudiundufioszuy
ooulat Tnefimnaguuesdulsyaviveuiun
@74 (Boot LLCI) ANy 0.175 wag 0.293

pudify wagdanaguuesdulsydns
YDULUAUY (Boot ULCI) HA1LYINAY 0.505
WAL 0.663 AUEIRU wandlALinI1nIY
TFdlanazanufianela [Wudededunasii
L%auimﬂﬂé’adauﬂizawwmimmmqjma
nsdnauladedudundusessuuesylay

AN5199 3 NAN1SNAEUINTSNAaAUNaNT (Mediation Effect)

AUUAFIUNTITIAY

Boot Boot Boot
SE LLCI ULCI

Effect

He aruilindalugiugiudsdunansd
douloasewinetladudiudszanna
msnanaildviswasienisinaulede

H7 arwitanelalugtugfuusdunansdi
Fouloasewinetladudiulszauna
nMsnanaildviswasonsinaulede

0.344  0.084 0.175 0.505

0.464 0.093 0.293 0.663

dyUuazanUnenan1sIY
1. AU UTU89dUUTEaNN1INITRATN
NNANITITYNUN
1) d@uUszaun1InITNaIALenNsna
mMansesenuliingdae favdu 0.803 7
syfutiedfyneadai 0.10
2) @UUTEAUNINNITNANALBNENE
Mansesepuiienela Savinfu 0.808 7
sedutiedfynneadai 0.10
3) @uUsEaun19NISAaINLBNsNa
anssensinaulade fiAvindu 0.048 7
sedutiedfyneadai 0.10
FedonndeafuiIudsuves
Suwantara (2017) Anw3es “Jasedau
Uszauvnansnaniifnanennuiienelaly
ns1denTeLn3esd1e19nsaudlneve

AUSLAATULYANTUNNUMIUAT Y WUIEIU
Uszaumanismanndidinasoanuiienslagnn
‘171&1@ Ao AUNENSUY TaganIzAIuAMNIN
uazmsiantuiideldsaniusesnunimn
AR
2. mndsvesnnulingda wuin

1) AnulinladdnSnanimsese
nsfnaulade fAvify 0.381 Aszdu
Toddaymeadnfi 0.10

2) aubinsladusiuusdunansd
FouleeszninediudssaunianIsnalnLa s
nsinaulede fladuuszandvouiandns
WinAU 0.175 Lagvauluauuinu 0.505

Feaonadaefuauise Chanwan

(2016) Wa@nwdes “Uasefifidninanans
Fnauladeduinndey MuniaLeUnaiady
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5uamLmimaa;ﬁu‘%hmzé’u%uﬁaauﬁnm
Tulwangannumuas” wuinauliiielad
snswaronisinauladonisueUnaLady
BUANLNTY
3. dauUsvesmituianela 31n

NAN1TIVENUI

1) anufaneladidnsnaniensne
nsinaulede fa1vfu 0.520 fiszdu
uddyeadafi 0.10

2) mfeneladusuusdunansdl
WouleasEniedIuUsEaNn19NITNaIA LAY
nsinaulede fdaduuszandvouiandns
WiINAU 0.293 LazYaULIAUUYINNAY 0.663

Fedonnanaiu Pamee (2015) ¢
Anwdes “Yedefidansnanonufianele
Tumsiodudesulatiussialawesingife

References

45

(Hypermarket) vaaUsyanslungamnumuAs
IINAINENWANTIFUAT warFULUUNIS
ALTUTINURIUTEYINTIUNTUNNUIUAT AD
anufianelalunisdodudosulaiugsia
laweasunsiin

YaLEUDLUY

31nNanIsANEIRITedUssiay
Forauauuziiiomsiduadarelusiel

1. msidendarelumsiiludneniu
AudUszanay q vanessuuseulavuay
neszuvealal

2. MsisuadssoluasinluAneniu
nsdedudunTuiiesruueeulailuyn
Suiadfiolsouiiounadilasy

Chaianun, S. (1997). Farmer’s satisfaction toward contract farming under tomato extension

project in Lampang province [Unpublished master of agricultural extension thesis].

Chiang Mai University.

Chanwan, K. (2016). Factors influencing the decision to buy ¢ift shop products via the

application Instagram of high school consumers in Bangkok [Unpublished

independent study]. Rajamangala University of Technology Rattanakosin.
Freud, S. (1989). The Freud reader. W W Norton & Co.
Fox, A. (1974). Beyond contract: Work, power and trust relations. Faber and Faber.
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. (2006). Multivariate

data analysis. Uppersaddle River.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM. European Business Review, 31(1), 2-24.
Kotler, P. (2000). Marketing management (the millennium edition). Upper Saddle River,

Prentice Hall.




Kasem Bundit Journal Vol. 24 No. 1 (January - June 2023)

Kotler, P., Armstrong, G., Saunders, J., & Wong, V. (2002). Principles of marketing (3rd ed.).
Prentice Hall Europe.

Likert, R. (1932). A technique for the measurement of attitudes. Archives of Psychology,
22(140), 1-55.

Maslow, A. H. (1954). Motivation and personality. Harpers

Mullins, L. T. (1985). Management and organisational behaviour. Pitman.

Ndubisi, N. O. (2007). Relationship between marketing and customer loyalty. Marketing
Intelligence & Planning, 25(1), 98-106.

Pamee, N. (2015). Factors influencing satisfaction in online shopping with hypermarket
businesses (hypermarket) of the population in Bangkok. [Unpublished independent
study]. Bangkok University.

Phutachote, N. (2015). Oreanization behavior (1st ed.). Chulalongkorn University Printing
House

Quirk, R. (1987). Longman dictionary of contemporary English. Richard Clay.

Schiffman, L. G., & Kanuk, L. L. (1994). Consumer behavior (5th ed.). Prentice-Hall.

Sereerat, S. (2003). Marketing management. Dharmasarn.

Sereerat, S. at al. (2009). Consumer behavior. A. R. Business.

Sirichotpundit, P. (2005). Marketing for service businesses. Sat Four Printing.

Soonarongk, S. (1997). The Relationship between the District Superintendents effectiveness
in performing the duties of the office and the level of satisfaction of the officials of the
District Office of the Superintendent of Education, Region 7. [Unpublished master of
education administration thesis]. Sukhothai Thammathirat Open University.

Stern, S. (1997). Approximate solutions to stochastic dynamic programs. Cambridge University.

Suwantara, N. (2017). Study of marketing mix factors affecting consumers' satisfaction in
purchasing Thai brand cosmetics in the Bangkok area. [Unpublished independent study].
Bangkok Suvarnabhumi University.

Thailand Textile Institute. (2019). Trend of the expansion of textiles.
http://www.boi.go.th/ upload/content/Textile 5a3b8121275a0.pdf.

Wallerstein, H. A. (1971). Dictionary of psychology. Penguin Books.

Wongmontha, S. (1999). Integrated marketing communication. Visit Pattana.



