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Abstract

This dissertation were to develop 1) a concept of Consumer Brand Engagement and
2) a measurement of Consumer Brand Engagement in Thai context that is reliable, valid and
generalized for marketing communications applications. Depth interviewing with 13 practitioners
and lecturers in marketing communication field were used to develop a conceptual model. Two
survey researches of 400 brand engagement respondents with AIS (service brand) and iPhone
(product brand) and 500 brand engagement respondents with mobile networks respectively were
used to develop a measurement.

Results from Second-order structural equation modeling showed that Consumer
Brand Engagement priority composed of Dedication (Emotional component), Vigor (Behavioral
component) and Absorption (Cognitive component). Consumer brand engagement measurement
(3 components 17 indicators) was reliable, valid and generalized for marketing communications
applications. Findings also indicated Brand involvement and commitment had direct impact on
Consumer Brand Engagement including Brand loyalty and Word of mouth were the consequences

of Consumer Brand Engagement respectively.
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STRATEGIC BRAND ANALYSIS

| Customer Analysis Competitor Analysis
» Trends * Brand imageAdontity * Existing brand image
= Motivation « Strengths, strategies » Brand heritage
* Unmet needs * Vulnerabliitios « Strongths/capabilitios
* Segmentation .

BRAND IDENTITY SYSTEM
BRAND IDENTITY
o( Extended™ _
I | N> /|
Brand as Brand as Brand as Brand as
Product Organization Person Symbol
| 1. Product 7. Organization 9. Personalty 11. Visual
scope attributes (e.g., (e.g9., genuine, imagery
f 1 2. Product innovation, energetic, and
attributes CONSUMer rugged) metaphors
3. Quality/ concam, 10. Brang- 12. Brand
value trustworthiness) customer heritage
4. Uses 8. Local vs. global relatonships
5. Users (e.9., friend,
6. Country aoviser)
of Ornigin
5 .
VALUE PROPOSITION CREDIBILITY
* Functional * Emotional -« Selt-axprassive * Support other brands
benefits banetis benefits
v Y
BRAND-CUSTOMER RELATIONSHIP

BRAND IDENTITY IMPLEMENTATION SYSTEM
BRAND POSITION

i = To be actively communicated
= Providing competitive

MNA 2.5 LHJ‘]JﬁTﬁ@Qﬂﬁ’JNlLNu!’ﬂﬂﬁlﬂHﬂiﬁiW%uﬁW@1mLu’JﬁﬂﬂJ@ﬁ Aaker (2002)

flan: Aaker, D. (2002, p. 79)
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Marketing Buyer Buyer responses:

stimuli characteristics
Product choice

brand choice

. . dealer choice

Other stimuli: Buyer purchase choice
economic, decision- purchase
technological making amount

political process

cultural etc.

MWA 2.6 LUUTIRBINYANTTUALS INA ATNUUIAAYEY Assael (2004)
A: Adapted from Assael, H. (2004, p. 22)
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2.3.2.1 143399419 (Motivation)
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ATTENTION RETENTION ity MOTIVATION
The consumer The consumer T coasister A situation arises
focusesona —»  retainsthis = —» has the ablity — wherein the behavior —
model's behavior in to perom the is useful to the
behavior. memory. P consumer.
OBSERVATIONAL LEARNING
The consumer acquiresand

b |

performs the behavior earlier
demonstrated by a model.
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3 Solomon, M. (2011, p. 130)
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(Assael, 2004; Kotler & Keller, 2009; Solomon, 2011)

CLASSICAL CONDITIONING

>
@

Emphasis: Association through repetition and contiguity

INSTRUMENTAL CONDITIONING

Increase or decrease

Behavior in probability
of response

Reward or
punishment

Emphasis: Reinforcement; dependende of outcome on learner’s actions

COGNITIVE LEARNING THEORY

Goal

GOAL —» |Puposive . jngant achievement

behavior

Emphasis: Problem solving; understanding relationships

d' o =~ 9y Y a
HMNN 2.8 LL‘U‘]J‘ﬂTﬁ'E'J\‘]ﬂ‘ig‘lJ'JUﬂ'lﬁliﬂuqiﬂl@\?If;lj‘]JﬁTﬂﬂ

flan: Assael, H. (2004, p. 22)
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A =) 9 a 1 a a a 7 Y A U a
YuzimsBouiaunufangunganssutiounuuasunsgniseynd e daasy
MSUBRBMNT IFTIUAA N15UIN HIDMTUONVRITNUINM (Positive reinforcement/Reward)
(McDonald & Kolsaker, 2014) Tun1endunu msazfounmuesynananlszaunnuduman
1 " Yq ¥ a Y SA a
A5 T 31z 13018 19as1aum NAD NS5 uI5IN19aY (Assael, 2004; Kotler &
Keller, 2009; Solomon, 2011)
1 ~ Y o a 1 a a Y Y A A
daumsiSeuiriumsdunaauuunanguanuaaiion lagnilszgnaldiiedoas
[l % { a 4 % I a a ]
HIUFERINHDS Inadury (model) FailugldaudvusnmsluanuTavan msisouiriums
o I 1 = 1o & 4 a a g}/
duna JadumsFeuindus Ina bisuludesdidszaumsaiassninmsldausyuinsiu
(Assael, 2004; Solomon, 2011)
2.3.2.4 NAUAA (Attitude)
o A = A A ' 1A 2 &
Weund  Wu1ene msdsziiunnureurse liseuvesyananedeladanil
da o o a 44
(Assael, 2004; Kotler & Keller, 2009) NUanyauzdigue1IuId e1nnezilasunilas (Kotler &
o a I 1 o
Keller, 2009; McDonald & Kolsaker, 2014; Solomon, 2011) Tag#ifiunagniniuegluan1unsad
a Y A o @ KX 1 1a Y A
J2HZY1VDIYANA (Assael, 2004) aFuMNszauanudrTavedumnnuaauA VIS

e laaduanumineiulszaumsaliBeuanligdus Ina (McDonald & Kolsaker, 2014)

HIERARCHIES OF EFFECTS

Standard Learning Hierarchy: h
ng

Low-Involvement Hierarchy:

Cognition o Behavior e ' S

Experiential Hierarchy:

Behavior e Cogniﬁon o

v Y
MNN 2.9 LUVTADIEIAUVUVDINANTZN

fl31: Solomon, M. (20011, p. 130)
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a Y] 1 o 4 1 1% AaA
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A A v & Ay a A A v 7 Y ¥ .
ﬂ??ﬂl%ﬂﬁﬁ@ﬂ?'mgﬂﬂﬁuﬂ‘ﬂE‘!Uﬁiﬂﬂﬂﬁﬂﬂﬁ'lﬁu@]'l 2) ﬂﬂﬂﬂﬁgﬂﬂ‘ﬂﬂ']uﬂ?'mgﬁﬂ (Affective
. = P A Y a a A Y 2 a g
component: Evaluation) ¥u18D4 ﬂ’NﬁJEﬁﬂiuﬂ”lWﬁ'Jll‘ﬂQU?IﬂﬂﬂiZLNHﬁﬁTﬁuﬂW “]5\‘]’0’0!5]_]1!

1 { o o { o a J a . .
muﬁmmy‘ﬁqmm%ﬁuﬂﬁ iuae 3) ENﬂﬂiZ:ﬂ’ﬂ‘]J@%th]GIﬂ‘iiﬂJ (Behavioral component: Intention

o w

= @ A Y a F a a Y Yy KX Aa S dy I
to buy) U103 ﬂ1fl‘1’ia\ﬁ]"lﬂ‘1/]ﬁ‘]_liiﬂﬂllﬂﬂﬁzlllu@]51ﬁuﬂ'll,m') ﬂﬂlﬂﬂﬂ]ﬁﬁ]\ﬂﬂ“ﬁﬁ] Wuaay
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% %

9 t a Y a J a 4 o a 9 ° o v
gaie Nainindnns laesuieesdlsznevvewuiAaiGowiruad Taslduuudiassdiay
Y H
VUVDIHANTENY (Hierarchies of effects) Nsngualu 3 JUuny (Assael, 2004; Solomon,

U dﬂl
2011) AgH

Y
U c%

o 9 . .
1. a mummmiﬁﬂuguuummgm (Standard learning hierarchy)

A A v A A A v a o 1Y Y 9
o ﬂ13ﬂuﬂﬂaﬁﬂﬁu1%“ﬁ@ﬁuﬂ1/ﬂﬁﬂWﬁluaﬂngﬂTﬂ!ﬁ}vtﬂJﬂfyﬁW AIYNIAUNIUDYD

ng 2 o Y A Y a = gj/ Y a a 49’ = g
ﬂTﬂuuﬂQuWﬂl@l}ua‘ﬂllﬂiJ']‘]JﬁgllluWa‘ﬂu’ﬂﬂ“llu@@uq@‘ﬂ’lﬂﬂ@ INANYANTIUNITYD “BQLTJT!E‘II!L‘U‘U
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4 v
A A

a ay A o 9 A a Y Y 1 A
VINHANITTUNTITYDNFUFTOUNTONHANTIUNITHEON ’[’N!Lﬂulsll‘ﬂﬂluﬁ"l’f)ﬂ"lﬂiﬂﬂ LUDIVN

[ v
U3 TnATinuNelgeaens1@Um1 (High-involvement hierarchy) Taglid1aUuU0INnANT T

2. AUVHUDIAINNIINUAN (Low—involvement hierarchy)
{ ] a I a v A ¥ a =
Ao manyana lilananelaluasdud ladlunen Jsdadulagedudyuing

Tudnvauzvesnnuneniudngus Inalidoyasmssinanse luldaazuaramdoya

' A a & a A A ~ A PR a A
VIIFTIWNLAY ﬁ]\?lﬂﬂWﬂﬁﬂﬁiNﬂ’]ﬁ“B@ﬂ@ﬂV]ﬁ]gﬂﬁgluuwa "]NLﬂugﬂl!ﬂﬂﬂl@ﬂWﬂﬂﬂﬁﬁﬂJﬂWﬁ“ﬁﬂ

9
(% v %

A A X Ay v 1 Ao
1MNa ﬁi’t’]Wf]G]ﬂSﬁJﬂ15“])’6'1/lﬁﬂﬂuﬂ”lsllﬂﬂluﬁ1ﬂﬁﬂmﬁ LR IR AL

]
=1

meldmsdagulan
Y
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[

a =1 dy 9 a
NHANTIUANU Y3 adN-AA
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o w o . . .
Mauvuveslszaumsal (Experiential hierarchy)

=

o @

{ a o 1 A t a 2 o o 4
R] ﬂ'ﬁﬁﬂﬂﬂalﬂ@ﬂj'ﬂl@]igﬂuﬂﬁﬂﬁ\?l%}'l G?Q!ﬂﬂﬁuﬂ']ﬂ WANHU NINANH U W%’E_)

9

3.
A
fl

a d’ d‘dl

1 a <3 = @ 9 4 a 9 =< ] 1 ~ @
AurouToens q vwnatuanuineiugsduersuaniaeasiaum e lilsanuneiv
A a Y a A Y A o w g a (2 dy 9= a dy
ninannmslsanuaaionnlayv Tasld1AuvuveInganssuaal 3an-An—yo
233 thisnnammuadeuidinanonganssuius 1na (Environment factors)

o 1Y A ' a Y Aa Y [ Y
uonnfadeszAtyARaNdINanoNgaAnTINAYT Inauad Jatennanniianey

1 @ @ 1] [ <~ (%
Taun Ja38n1930UTI5Y (cultural factors) tazaladen1adanu (social factors) Niiluilade

:,e

v
v A a A 1

' 4 a ' o
1 i‘Uu‘I/]’(?N’é)“I/I‘ﬁ‘l/\lﬁG]’E]ﬂi%ﬂﬂfﬂimﬂii%ﬂﬂgﬂiiﬂﬂmu@ﬂ?ﬂu

E=)l)
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2.3.3.1 1998M9IMUFITY (Cultural factors)
JAUTITU A AHEN (values) AULFD (beliefs) ANNNINDD (preferences) tiay

sANON (tastes) ND1WNOANINTUFTY (Boone & Kurtz, 2001) H30YAV0IA1HEY (values) 71 1451

o o

MIgouTuINdinn Iaes ey a1eneagauFnNiIUNE tasdyanyala1e q Tagimusisy

v

anvar 5 Uszms Ae anwudsdunnmsmeneaduasnu Inisduiuldedieaeiio
@ @ 1 ) o < 2 { o '
185unseensvedisnievneanaundnluday awrsaisoudld vazifuaenililg
v 4 1
WANTTY (Assael, 2004) saiudausssuuuidasoiiuguimuaniudesnsuasngdnssy
YoIyAna 1o TAUTITUNEN (Culture) UseNoUAIGTAUTITNGDE 9 (culture/ subculture) 9T
anyazmmzuazlndniuveInguiosmMaTausIsuitana1nu 1l Fsansuzimwizves
1 % 1 I A dy a A A o w Y] a < I 9
nguatna1NeInduEevo T Mau Wseaurinauanyagngimans udu

(Kotler & Keller, 2009)

Y Y
v @ =2 Y

UONIINU INUTITUIITIDIFUFUNGIAY (Social classes) NAATINMTTANGUN

v

daanveenguanilanyuz@eIny Unisuuaduaiieon anudulataznganssuiaunu
2 o { o Y o @ J @ 1 I g
Tagyurunndsannsuinulasnaly dnldnuaivessieldlunstanis urusuga
Y 3 v J o ), ' Y a 9 g
(ﬂﬂulﬂlﬂﬂ) FUFUNA (im”lﬂﬂmﬂmq) FUFUA (im“lﬂuaﬂ) 1A TABLNDI AT FUFUNI
o Y = 1 A = [ = v = =2 v A (2 A
denu dariunesandanguanilszneuedwludnyaz@ednuy InsANITZAVIAEINY 13D
A 1A (2 s v 9 Yo v o 1 o =
tatsunNdRNIDUReInUAIY Tasyanadz lasunmstadssaimueludiay $aauso
v H 4 v
nasumlasligszaungeiuniomaslananas19®ia (Kotler & Keller, 2009)
1 Y 1 1
inmsaa1adoud 19509 TANET TN TAUTTTNGDY LA FUTUNNTIANNNeITo
H 1] k3
AuNgANT M3 Inalaeaadesnumienanuse lumsidengedud/uinmsvesuaazngw

A U J ] 1 A Y 9 a Y Ao 1
HesvnaIRanensuuaIuaaln msaenaaialvuie msasasaunmniaunilule

q

Y a v U A Y a A Y = a A
Gungmiﬂmmazﬂqu LWfJGlWLﬂ@ﬂﬁﬁ"ﬁ]ﬁﬁ‘ﬂ?dﬂﬁ@a1@1@881\mﬂ‘38ﬁ‘1ﬂ‘ﬁﬂ1w

2.3.3.2 a9en19d9ay (Social factors)

I
a1 A a L\l

< 1Y 9 = J a e Y Aa
HulavsnnannndeudnaIUNAIINTHAAONYANTIUMITOURIHLT 1A 1Ay
Tadenedaanilsznoudie NqusI9Be ATOUATI UNUIN LAZEDTUN NN NTIAN

[ Y a 1 v 1T a A g}l kY
1. NQUBNBN (Reference groups) ﬂiﬂﬂﬁ\? ﬂ'ﬁ:lllc?%\jﬁ\?'ﬂﬂ‘ﬁwaﬂ\11/]’]\1?‘]5\3&&@151/]’]\3@@3J

ApTAUAALAZNOANTTUUBIRUS 1nA (Kotler & Keller, 2009) 13 0nguiyananiinudiaymo

a A 1 A 1 Y a a o Aa
MIdsziiuaan o nduanulsisouiazne lMinanganisu (Solomon, 2011) MNAIUEI

v
S 1A a

[ 1 1 9 Aa K 9 1 é ] 9 I ]
ANNAII ﬂqu’f]’lﬂ’f]ﬂﬂﬁﬂi%ﬂ@ﬂﬂ?ﬂﬂtjll FIONTNA lAEN19AT G]f\?ﬁnJTiﬂ!l‘Uﬂul@lﬂu 2N

a

Y 1 U . A 1 A @ YA ya [] 1 A
ulﬂl!ﬂ naudaugi (Primary groups) f® ﬂ@uuﬂﬂammmﬁuwuﬂﬂaw TN RT,

q a9 QU
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U

@

A J A~ @ o J I A Ao J 1 A
(Secondary groups) A9 NgUYARANLANNANNUTHULITUN M IHazTdunusapiiieg
Woon1 15U NGUOITW NGUANIANATN 7 (Assael, 2004; Kotler & Keller, 2009; Solomon, 2011)
1 1 a {1 a a % 1 I a 1 1 I
Wz Nngudsseandioninalaeniedon Fus1luldidluamnlungu nusldilu
oA ' L =2 g oA v 9 1 Y
2 ngu Ao NgUUI130U (Aspiration groups) FUVUNGNNLTIADINITNITIN taz TUNIIATININ
oA 1R 4 . .. I VoA a L= A a ]
ﬂquﬂvlllWQﬂizﬁﬂﬂ (Dissociation groups) L‘lJ‘LJﬂq3J‘V]LﬁﬂQLE‘T‘EﬂWufJiJﬂiE]Wi]G]ﬂﬁiJ"UENﬂpr
(X)) 9 A:; 9 ] 9 9 KX Aa a a 1 = 1 d‘
vag ludesmadn llineardes inmsaaradoudilansdoninavesaundnlungu viongua

Y a Y 1 A = AR ' Aa a
I?;IJL]Jjjﬂﬂﬂi']iﬂu’lgﬂglm’]jjuﬂjﬂﬂaﬂwu %QﬁﬂWﬁﬁ@WQﬁﬂiiMﬂﬁUiiﬂﬂ Kotler t1ag Keller

A 1 1 9 a Aa a 1 Y a o Y A J 1 o A 1
(2009) ®5U18121 ﬂqummwa‘w‘ﬁwamwuﬂﬂﬂclumﬂnwmmﬂuummu BFIUWNAND

U

a 0o A AAa Y v Y a KR Aa A 1 o a a
quﬁmgazgﬂuuﬂumammumﬁiwm@uﬂﬂﬂ FIANNUDINTNANDNAUAALLASLLUINA

{ o Y a ¥ o A Y9y a
MINUAUIBY (Self concept) V0IHVT 1aa Tasaiuanunaduneyalaligus Inaudas

1 U = 1

a FY A 9 a g = =
NHANTINAADYIATNNQN @‘Lli]$3JWaﬁ@ﬂWﬁLaﬂﬂi%@ﬁWﬁuﬂ’liu%q@ VYULN Solomon (2011)

a [ 1 Y A Aaa A 1 Y Aa 9y A Y o o 9
RANINEON ﬂ'q3J@'N't’)\ﬁJ’E]‘VITJW'ﬁﬁ@@jﬂiiﬂﬂiuﬂ’lillﬁ?qrﬁ'lﬂlﬂyjﬁWﬁﬂiﬂﬂ“!u$u1 ﬂ']iﬂlalf
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4 a 4 ) a y : I {aa A 1
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A a k) . A a 1R 1 o Y [ Aa
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Gﬁ’@yja (Perception) WIULLKANET (sources of information) mmﬂuuﬂﬂmmxﬁamﬁ S ANUU
9 v
wilsziiudoyarliosduluanunsedriszez du (Short-term memory) TnoAnansounwizdoya
Ao o w = d' 9 1Y a vy < FY °
nuANNEINY L!ﬁ%llﬂ'ﬂlllﬂEl'J"ll'fJ\‘]ﬂﬂﬁi'lﬁuﬂ']!,ﬂﬂll’lﬁluﬂ'JTNWi\ﬁnigEJ$EJ'I'J (Long—term
A 9 a a a FY . = 9 = o a Y
memory) lN@@UiIﬂﬂﬂi%lNuﬁﬁ’]ﬁuﬂW (Brand evaluation) ﬂ$@ﬂﬂlﬂ§g’ﬁlﬂﬂﬁﬂﬂﬁ51ﬁuﬂ1%1ﬂ

AUNTIT5Zoze1) MInunTanudINdeyaniied luisaneaenisaaduls usInnee

U

WA OYAINULAY (additional information search) laatlitod Az msvilaidinanc

¥ { v a A a : 2 SoeA
nszpaumstine anudsslumsdaduladodum (Perceived risk) ¥andus Inatsziiiun
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9
%

~ A A a 9 ¥ 5 % A a ' A 9 &
UANUFYINNNITHEDAUATUUNIN ﬂ%gllﬁj\iﬁqmﬂyalWNLﬁﬂ ﬂ@u%ﬁ]glt’ll'lqelIUWﬂl‘lﬂ'ﬁ"]j@

Fum (purchase and consumption) AWNINN 2.10

MW 2.10 nszvIuMsszuanateyavodys Inn muLUIAAYEY Assacl (2004)
fan: Assael, H. (2004, p. 185)

9 Y a g’/ I A ] dyﬁ [ A )
ﬂiz“l_lilumiﬂizilj’dwmjﬁ]iql‘aﬂjmEJI‘]JSIﬂﬂuulﬂua’ﬂUQ%N‘J%@Uﬂ’JWLﬂﬂ?WHﬂJ@Q

Y a a o = v o '
‘]J‘Jiﬂﬂ Iﬂﬂﬂ’ﬂlllﬂﬂ’)"l/‘lﬂ (Involvement) HU1O mmmrwuﬁmmuﬂﬂammﬂmum1

Al
9

a a o ' . 4 .

ﬁuﬁﬁ/’mmi Uuﬁugmﬂjmﬂ’ammlﬂu ﬂmﬂ1ua$ﬂ’31mﬁu% (Mitchell, 1979 as cited in

Solomon, 2011; Zaichkowsky, 1985) 1193 110331013 ludenganssudus Ina laWmuing g

Ao Y o A A a o a Y Aa 1 Y a =\
W%U“ﬁﬂu%TuﬁuﬁJ1ﬂlWﬂTl‘U$f]‘ﬁU1EJ!Lﬁ$VI']H18Wi]ﬁﬂﬁ‘illﬂ‘ﬂiiﬂﬂ Taoduen @Uiiﬂﬂllﬂ'ﬂll

A

A 9 9 a A 1 ] < v A g
ﬂim’aiaauiummmammauﬂa“lumiwmimmmaaﬂmq g f]ElNlliﬂimil mmﬂﬁu“lwa

a a o w g 1o & v A { o
duiludiadszdrivveusnivlisuiludedddnszuriumsandulandodoueaue 11
a { o v A <
(Zaichkowsky, 1985) ¥1InNHU3 InAlinwMeINUgInUFUM (High involvement) NIZHAIM1
a ¢’y 1 A Ay ) ' Y a = = o o
nazdinzidoyasdlanszaosoduuinain lidre uanindus InalinuReawued (Low
v 1 1 a a 1o a

involvement) 119z5040yalaglilaldala vieervnanganssulaglusuiludesilsziiu

1A Y

a 9 = I S a A A a :&l A a g 1
AU GING'FI]HJ‘L!Nﬁi]'lﬂﬂi%ﬁ‘Uﬂ'liiu!ﬂﬂ‘ﬂN@]’ﬂﬁuﬂ'Iﬂi@‘Wi]ﬁﬂiiﬂJﬂ'li“]f@‘VIlﬂﬂ"lJu’ﬂﬂ'N
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o I a o dy Y a a Y tg a Y S = A o
ainavovuids wonanil ﬂWﬂﬂ‘UiIﬂ‘ﬂﬂﬁgmulmTﬂ NITHEDAUATUU €] UANULTYIAN

=

< 1 o A Aa
(Low perceived risk) ﬂ”laJﬁﬂ7n3JfﬂmJu‘nﬂzﬁ’mumqmﬁﬁ’@yjmwumu%ﬂ (Assael, 2004)

M3199 2.1 ANUIANAIIVRIANWNBINUGATANWNEINUEN

[

ANUINGINUGA ANUNEINUA

Y Y A A v v YY 1 A A Y
NITLHANHIVDYAAIIANIUNTSADIDAU miﬁugmauazmu“luﬂimmaau

U

I¥nsdsziinasaduaiun l¥n3dsziivasauaiiosnn

FoUNIUA 1T oY ANUIAN lisoumsuaremdoyanuan
a v A Jd Aa v A

lFvoyaaumlumsdaguls l¥1lszaumsatanlumsaaguls

U

Nan: Assael, H. (2004, p. 22)

k2
23.5 n3zvaumsaaduladeuesdus 1nn (Decision process)
v Aa 9 Yy Y o v Aa dy Y a
nImnssiumsaaia laasaunusiaesnszuiumsaadulagouesdus Inn
A a J o 1 L] g‘/ 1 [V dy v 9
ioeBuelsingmaainana Tasansoutaiuduaeuais q agil 1) mssudaamidym
= 9 a = a dy a [ dy

2) msfinpdeya 3) Msdszlumaion 4) WnANIIUNIYO LAYS) NHANTIUNEINITHD
(Assael, 2004; Kotler & Keller, 2009; McDonald & Kolsaker, 2014; Solomon, 2011) Tasusay
ZIJ =\ = % % dsl
Tuneuiiseazidon lasduvll aall

1. M35uiayn1 (Problem recognition) U3 Inaldduduimsivend lulamn
a 2 4 a @ 4 ] @ 1 { < a
AU o YARAINTYNUADIUNITIANN TAugan Uz 912N uD5 (Actual  state)
[ a . A a A Y
AUAN1IN5150U7 (Desired state) Tagyanarzweremun wilainwsyie 1Hussganing
v Y
Aau1/515011 (Solomon, 2011) TassinmsaaialalFuuysiassnnudesmsuuuiviiula

a 4 4 [
(Hierarchy of needs) Y04 Maslow 52194u1aai309m3 1952 Teminazms 1dsuanuiie-
Jya ) a e . . A a = .

wolavnmsl¥aunusms (utilitarian vs. hedonic needs) IW00TLU18D9 10N (opportunity)
Nasauma 9 szsreud o Idnudyus Tna (Assacl, 2004; Duncan, 2008)

2. M3uaHITeYa (Information search) NMeWaIINAYS Inamanssp Ty lu

g Yy v

a < A Y ~ v a Y a ~ dy A Y
VUABDULINLAT E‘JILUiiﬂ‘ﬂﬂﬂ$L'illllﬁ'ﬂﬂﬂ’]"UfJHaLﬂﬂ'}ﬂﬂﬁuﬂ1/ﬂ5ﬂ1§ﬂﬂ$cﬁ@LW@!Lﬂ1mﬂﬂJﬁ1

[ U

o ' 9 Yy 9 ~ < ° ]
PNNA IﬂﬂﬂlﬂuﬁﬂﬂﬂaT}ﬂiZﬂfJ‘Uﬂ’JEJGU’E'J?J”aﬂWEJGlHVIQﬂLﬂUUl{ﬂHﬂ'ﬂiJVI‘NﬂW uazmaway’a

U

a o

INNYUDN BIN ﬂmuzﬁwmuﬂﬂaﬁu 5] (personal sources) ﬂﬁ’mgmmuﬁdﬁmmimzmq H
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(public sources) M3 INHUWALMTTOFITNIAAIANIUTOA ) (commercial sources) 5IND4
L4 a a
Uszaumsaingannms lFaua/usms (experiential sources) (Belch & Belch, 2004; Duncan,

= Y A = v v . &
2008) YN Solomon (2011) "1@aﬁmﬂmgﬂLm‘umﬁﬂumm@ymmu Ongoing Search %#INQN

J v A 9

Y a A d 1 o zg a Y . = A o ] a
E‘!Uﬁjﬂﬂﬂlﬂuﬂﬁjuuﬂ%@ﬁuﬂW (Shopaholics) 1Jﬂ’JHJLﬂﬂ?WH@ﬂWQQQﬂ@@?ﬁMﬂW/UﬁﬂTi

=t a 4 Y 9 Aq ¥ = o 3
‘Uﬂﬂal‘ﬁa']lnmglﬂﬂﬂﬁgﬁﬂﬂ']'iﬂ!ﬂ'JUJﬁuﬂcluﬂ']iﬂuﬁﬂlsllayjaﬂﬂlsmlﬁﬂ\iﬂql@ﬂaﬂyﬂlﬂl@\iﬁumq

E] q

9 Y
[ 9 [ '

Wwalltoyadananvzgninu 1319 ueuinn Taslildgnldiiouansdansudludaymid
Y

U

- X A Y A 99 a

Ay Tﬂﬂmﬂfﬂl{juﬁﬂWHﬂ?iﬂi“ﬁ@ﬁﬂﬂ?ﬂi@i%ﬂiﬂ1i
A . . i 9 a Yo 9 { o

3. ﬂ'lﬁﬂﬁglllu‘ﬂNlﬁ’E]ﬂ (Evaluation of alternatives) Lﬁ@@ﬂﬁiﬂﬂllﬂiﬂﬂlﬂyjalﬁﬂﬂﬂﬂ
& 9 o a ~ v Yy Xy a < P v 0 g
AUAVUVINITNYIINDLLAD ELuﬂJuuQUiIﬂﬂﬂﬂgi%ﬂ@Hﬁﬂ')'lquﬁj‘ﬂLﬂ“UulﬁuﬂTliJTﬁ\W'l FIUMN
9 ~ 9 ] o I d o [ a g ) [ dy
GU@‘JJﬁ‘ﬂL!,’ﬁ'NW'liﬂhlﬂinﬂl,l,ﬁﬁiﬂ'lﬁlif!@ﬂ ﬂ?'ﬂuﬂlﬂu!ﬂmcﬂ’ﬁ'lﬁiﬂﬂi$L3Ju6lluﬁ'l1/iillﬂ'li"‘]f’f]

a Y a a = a A 9 1
dUNVVINT I@]EJ Duncan (2008) 'E]TJ'U18ﬂ\1llu’31/]'l\‘1ﬂ'liﬂ5$LiJu‘V]'Nm'E]ﬂ 3 HUINN Vlﬂllﬂ

Y
Y

dal < dal Y .. A A Y a2 =
UHININDITEDUUVULTN Lﬂummamﬂmqwa (Cognltlve path) IﬂﬂﬂﬁUﬂW/Uiﬂﬁ Uy

[

! o ’ . . Y a Y 9 4 Y { o
ﬂ’JWiJ!ﬁfJ’JWHE]EJN’gQ (ngh involvement) @uﬂmﬁmmmsmayjmﬁaﬂmm‘hﬁmmﬁm J
i A dy A < dy J . dy
ﬂigﬁﬂﬂg VUENUHUINWNNITBEBUUUNT O Lﬂumwammmmm (Emotional path) LUHININU

Y A a [ = v W &l 1 a3 v A 9 d A
uvzinanluanvaz@eInunumsyouuunsn uaunsaadule Iaglyersualvse

v & o & . . . . ' Y1 A Y =
ANusaniluvan ¥4 Pine 1ag Gilmore (as cited in Duncan, 2008) ﬂan"bm gIgnNAIY

U

o W a 1 A @ @ v o a
ﬂ’JﬁJEJﬂWHﬂUGIﬁ’dUﬁH (engage) lﬂﬂﬁ/ﬂl‘lj W’Jﬂlﬂﬂ‘ﬂ%tiNgsl}uua$iﬂ‘H1ﬂ’NiJET3JWH‘ﬁﬂ‘]JG]§Tduﬁ}1

2 2 v 2 T A o a A . e o o ]
MTﬂﬂQﬁuLﬂ’]uu llagiﬂfJLﬂW1$f)fﬂ\jﬂ\iﬂl]ﬁﬁﬂﬂﬂ’]ﬁlﬁﬂ'ﬁ é]ﬁ);\iﬂﬁgﬁﬂﬂ'ﬁmﬁﬂ'nn’fﬂﬂiyﬁﬂﬂi']

a 9 ]

dy Y A dy I A o A ya F) a Aa
FUABYWUIN LASHUININNTEDUUUFTANIY AD m'iﬁmnJuuﬁ&m@mﬂ%ﬁum/mmiLmJ

e

' '
o =2

I~ [ a ¢ %’ [ 1 a
41 9] (habit/repeat path) Fuduuimannelinamsdesazaduanusnanensdum

a e . a A Y 9 a v
4. NOANTIUNITED (Purchase) m&maamﬂmiﬂizmumua’anum @‘Uiiﬂﬂ‘ﬂiﬂll
d' A dy a kY a dy wdd‘ d‘ ! Y a dy G ldy é a
NILAIUDEDAUAV/UVINT Gll.lﬂ’ig‘ﬂ’)ufﬂ‘iu ENllNﬁ)uhl"llﬂi]%ﬂf)iﬂlﬂ@ﬂ?i“ﬁ@‘l’i‘i@hlllcﬁ@ FILN A
Yy Y A o Y a ' A& A X 9 o
mmmmmamwminmm YU dDIUNED Nau”lsuﬁlumicm uagmmwmaflumim

U

o v I Y
U 1D AU

9 1 9
5. WOANIINHAINITFO (Postpurchase behavior) N18MAININNRYS 1 lado

a 9 a Y A a da! v A dy o I Yo = A [ Y a
FuMaismsuda wanmavuanmsaaaulageoini i lasuanuinans lansesnsin ldina
A2 TuWane 19 (consumer satisfaction/dissatisfaction) Tunsain lasuanuiawsla 1iiosan
A J a 9 @ A = =< o 1 tﬂy g
an1giiuese aeaadesnuaniziinelsisour eervvzih ldgnszuiunssod
' o Y Y a a =R 1= A SAY Yo
ualunnasenudu gus Innernszinanuian hifanela iesnindszavnisainlasy

[} 9 v A A o = ] ' o a A a a A J a Y 9
"lﬂﬁﬂﬂﬂaﬂﬂﬂﬂﬁQ%ﬂWﬂW?Q GNE’J"H]H"IIITJQVWM?W] ‘Vii’f)Wi]@]ﬂiSNL%Qaﬂ%ﬁQNﬂﬁﬂ@iTﬁuﬂ11ﬂ
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9y A Y

v Y 1
(Kotler & Keller, 2009) 33%5\1W‘U3Iﬂﬂfﬂ%LﬂﬂWE]G]ﬂ'ﬁ3JJﬁ!ﬂﬂ%ulﬁ@ﬁﬂﬂ’)']iJﬂ\i’JacluﬂTiﬁJi

U U

H 4
FoyameInuauAVUTMs MendInsFeFUA/UTNT (Cognitive dissonance) 141 M3FAONTU

a/d'lagj

Aa a a a 3
LﬂWTz%@Nﬁaiut%ﬂU')ﬂﬂlﬂﬂﬁlllfglj'l/ﬂﬁf]"ﬁ ﬂ%@ﬂ?ﬁaﬂﬂj']llﬂ'lﬂw Qﬂﬁﬁ@ﬁuﬂ1/ﬂﬁﬂ13 Lﬂuﬁlu

a g Y Aa
2.3.6 JUHUVNOANITUNMIFDVOINT 1an

Y Aa

Y 9
wonnnnszuIumsaadulievesdus Inauda Tuureass gusIaaaunsona

U

a f 1o & 1 v Aa ¥ g I a
wpanssumsae 1d Taglusuiudesiunszuumsdadulagenniuaou mszidlududy

a g Y 1 o A 1 1A a v A X @
Usmsnlgeatuilsza NiWﬂWllll!,L‘W\i LL’dSﬁLL‘V]‘Ui]85lliJiJﬂ’JHJ!.f’fENiuﬂ"l'i@ﬂﬁu%]“]fﬂ UNNITAAIA

a
Y
a A

[ 4 J 4 a FY § : o ° .
FENANBAUZNOANTITUMIFOUUUHUI MIFOTUMNUAMUNGINUA  (Low  involvement

Y o X v

A Y  a A Y a o & 9 Y ] A
purchase) 93 30IWAVNMIFOTUA/VINMINAVT Inaduiludealgnardumdeyanin 1i1o39n
I &J A = v A dy =~ o o =~ A I a 9 1R 9
Aumssenuanuasslumsaagulage Yanudiay U5awne nsouau il 39do9
9 2 2
Wioyanazlsziiuedsouaounounsaaauls wganssumsyeluanvmeilisondl nsde
a uﬂWﬁﬁﬂDWMLﬁﬂﬁﬁuq 1 (High involvement purchase) (Assael, 2004; Kotler, 2003; McDonald
Y
& Kolsaker, 2014; Solomon, 2011) 91ndn¥azaINg11 Wamnsoagllaeail
9 ]
1. Wi]@]ﬂiimmi‘%@ﬁ‘ﬁm@fi)@u (Complex decision making)
o A A Ao v v 9 ~ = A
A3zUIUMIAAAUIFONF VLD (A1UFIWVUUDINNA 2.11) WUATZUIUMIA

Y Aa a a Y 9 A A =2 @ A 1
U5 lnnvzlsziliuasi@ua HENWIUBYAULWDWIITUIDIAUANHUSUASAUAINLANAN

[
= o w v Aa

W
1 Aa a = & dy Y Aa a
NOUNICINANGANTTY G]f\?!ﬂullﬂ@]'lma'lﬂﬂmﬂ\iﬂiguquﬂ'ﬁﬁﬂﬁuigﬂcﬁﬂﬂlaqF;Ij‘UiIflﬂ NHANITU

X Aa X A X o Y A = o . . v &
MIFoUVULIRATTI9INNIFoAUMNLAUNEINUGA (High involvement) 141 N15%0
a { a Ay o f <3| o 2 { { { o 9 2
auminiisiags dumn luldgeldilulszsmsedumniianu@saninmsseauaiiu o
(Assael, 2004; Kotler, 2003; McDonald & Kolsaker, 2014)

£ v
2. WOANTIUMIFONES 1NANUANAADATIAUAT (Brand loyalty)

S 9 o

da’ = a Y 9 9 1 - I a
NTEDNATNANUANANADATITUA (ATUF YA INUDININN 2.11) !‘]Ju‘Wi]G]ﬂiﬁll

=S

tﬂy Y Aa d'dy a Y a %‘ d' = d‘d 1 a 9 a
MIToUDIRUT InANFoduauaus  iesananuianelalueaaniineasd@ua nganssu

tﬂy dya ds! A Y a = ~ o v a Y A 9 a 9 A
MIFouUUINAYILEIINGUT InatianuneiugIron I aum wie lFanauduionaad
= o k4 Y a ' a Yy 1y Y ~ "o
D910NANHAIYDIAUIO (Assacl, 2004) MINHLS Inanu AT du I ladaunmiinanaieiu

Y 4

ADNFOTUANINTIANHIBANINALAIN LATAIHAINNNTFBLUAD DIVUNANTLUIUATAAAIN
Jaudannnu liassesvesnd1uAa (Dissonance-reducing buying behavior) A28M5LABNAAATY

mwwﬁ’ayjaﬂinmiﬁﬁﬁuwumﬁﬁﬂauiwamum (Kotler, 2003; McDonald & Kolsaker, 2014)
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A '
3. wganssumsyemelamsdadulensing (Limited decision making)

dy 9 v A Ao w 9 ~ I A

msyemelansaaaulanding @uvnuuvesnni 2.11) Wunszuiumsin
Y a a a (=) o 9 9 a a FY o
Aus Inamanganssy Taelilianuduiludesarvndoyauazondseiiuandudinends

a a A 3 dy a 9 A a v o . = I
NNAANYANTTH UMM UNTFOFUMNUANWNSINUA (Low involvement) F101913 U

a Y oA a a A . . .
Fum vl HToNaNgANTTUNTFOLVVUTNHIANUKWAINYAY (Variety—seeking  buying

. A a Y 1 v R A a ~ Y A a F
behavior) 119491NATIAUMTANUUANANNY JUNANHANTTUNADIMTIAsUATIAUMDY 9
Mzeenasals Inansduar v q Taegliinerdeeruany lunanelaluddud (Assael,
2004; Kotler, 2003; McDonald & Kolsaker, 2014)
- A 44 _
4. WOANTTUMIFONIN0H (Inertia)

A A4 Y ' ~ 3 A A A Y a A
MIFONRDYY (AMUVNA1VRINING 2.11) Wunganssunmieurdys Inaazll
= a Y 1 Y a Y < v A A . Y a A
ANUANAABATITUM Ll TABNII3 91a7 1T UAUANANEN (Spurious loyalty) UYBIHLT 1nAN

a Y a

¥ Y 4 ) v a 4 a a
Foaunuana 9 1tee91n ludesnisdadule (Assael, 2004) wieolorus InaNITAIAT

9 1

a [l 1 @ 13 a { { o a o
duara lufianuuanaienu 3ea1usaFeniuilu nganssunisdeniiluiide (Habitual

buying behavior) (Kotler, 2003; McDonald & Kolsaker, 2014)

Low
~—  INVOLVEMENT

v Y
MW 211 NOANTTUMIIFOVOIFLS 1nA 4 GAUUL MWLUIAAYDY Assael (2004)

flan: Assael, H. (2004, p. 100)
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Y Y
uoNINi JUUUUNYANTTUMITOAUAVLIMIVOIRUS Ina deamisanasanla
o A o & ) ¥ A = )
mﬂﬁm‘ummf’f"lﬁuﬂﬂgmmﬂmmmmwu ﬂ\‘lll@lﬂ']ﬁclflfﬂ’J']iJWﬂ?ﬂ?ﬂﬂﬂﬂﬂ@ﬂﬂﬂﬂ\‘lﬂ'ﬁiﬁb’ﬂ'ﬂu
{ . ] I
wmmuumﬁqa Faenusoualéily 3 gﬂLL‘U‘U (Howard, 1969 as cited in Boone and Kurtz,
2001; Solomon, 2011)

Y
1. NHANTINNIT Foauilna (Routinized Response Behavior)

I a g a a { g aa o J I o a

WungAnssumsvedusvuimsniluilnddide mszeilulszd saudeadum
= A A = v o Y a = To & £ Y 9 Y v a X
131190 WINANWNEIN U AUT Inaae lusuiludesnumdeyaunas 19nardaaulase

U u

9 o Y v Aa Y a ] 1A
BYUIN Lw*ng%ﬂuazﬂumElmmum/‘u*jmiumﬂuamm

e =D

a { dg g ' - .
2. Wi]GIﬂi‘jllﬂﬁ%ﬁ]ﬁﬁﬁ]ﬂuﬂﬁiyﬂﬁJNﬂﬂN (Limited Problem Solving)

I Aa dy a Y a A a ds! A Y Aa dy a 9
Lﬂqumﬂiimm‘jclf’aﬁum/umﬁ‘vnﬂmlucluﬁmumimw@uﬂﬂﬂcmaum/

€

a 1A 1Y A A = o o 2 v A dy 9 Yy A = A
Uiﬂ'lfichiJ‘ﬂ]liJg N UIDUANUINYINUA ﬁ'JiJﬂQﬂ'liﬁﬂﬁuiFﬂclfﬂsluﬁWUﬂW NvIIVLIATNID
=< al o A Y A A ~ < Y a A A '
ﬁ]\?@]@\‘]Lﬂﬂiﬂﬂﬁ@ﬁ'ﬁlﬂy”(ﬁlw%mulwﬂﬁlaﬂu’ﬁ]ﬂ uazﬂizmumﬂﬂmaeﬂﬂ‘uag

4 v
3. ‘Wt;mﬂiimm*s%ﬁﬁ’muﬁ’ﬁmﬂmmamﬂ (Extended Problem Solving)

o &

I a dy a 9 a A o v Y =< a ds! A Y
LﬂuWﬂ@]ﬂi‘ilJﬂ15“]5'0ﬁuﬂ1/ﬂ'§ﬂ'l‘§‘1/]llﬂ’ﬂllﬁﬁ‘UG]ﬂJGIf@‘L! FUNAVULNDNBDAD

Aa % ﬁ’ a Y A A =) 9 = A A A o KX o I Y
LWGIfflJumJﬂ”li“lf@ﬁl!ﬂ"l/ﬂﬁﬂ”li“l/lllﬂﬂﬂ’Nllﬂu!,ﬂﬂ HIANWUN UTDNANUENYINUG DRSS GN

9 H Y
uaideyananinaelutazurastoyaneuen vazldnamnneunvzinangAnssude
d‘ d' d' a zg a &I dyd a v A &'
NOAAAINNLTYIGINNAVY Wi]ﬂﬂﬁﬁ11fﬂi“D"f)LL‘U”]JL!fl]\1LﬂﬂﬁﬁJﬂi%U’Juﬂ"lﬁﬁﬂﬁuGlﬂ“]fﬂsU@\i

9
AU InAnsUNNTUADY

ROUTINE RESPONSE BEHAVIOR —>  LIMITED PROBLEM SOLVING ——>  EXTENSIVE PROBLEM SOLVING

Low-Cost Products More Expensive Products

Frequent Purchasing Infrequent Purchasing

Low Consumer Involvement High Consumer Involvement
Familiar Product Class and Brands Unfamiliar Product Class and Brands
Little Thought, Search, or Extensive Thought, Search, and Time
Time Given to Purchase Given to Purchase

4 a g a a
ﬂTINﬁ 2.12 Wi]ﬁﬂiﬁﬂﬂﬁcﬁﬂmﬂﬁéjﬂiiﬂﬂ AULUINAVUDY Howard (1969)

3 Solomon, M. (20011, p. 335)
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2.3.7 M3dannuiNeMuvedys Ina
a dﬁl a F) a I A ] dyd [ A o Y Aa =
WOANIIUMIFDAUAVVIM IV UTINFDITTAVANUNGINUYRIADT InA 1IN
= d' % v A 2 d[ Y o YR o o a a td‘
mNaNneIiunualadaia sz anuaula Sugdennudidyuazinangdnssun
1 a A A & g’/ = a Y a A v A
uanaa londy Tasdaladaniiaivenaueds ms Tavan audyuims vsemsaadule
Y
H¥oAUA (Zaichkowsky, 1986)

Michaelideo 118 Dibb (2008) WUIANMASINU 3 1luun Ae 1) ANuReRUN
AnbuzAINY (Enduring involvement) lagyanaszdaaanudumluszezeny uaziingdnssy
pEemANLinefuFUM vz 2) AnuneaRua A un1al (Situational involvement)
< Y 4 o ¥ ¢ v s &

Wl lumeasenudi Aedluanuneiiussezdudiuersuainigldaaumsainiia q uag

g . _ < 4 - : .
3) ANUINEITUABUAUBI (Response involvement) 1HUANMNINUAIUNGANTTY NNBITOIN
msuaiveyatazmsanauly

. J a § { o Y Aa 1
Zaichkowsky (1986) 321)731 UHIAAGIANUNEINUYBIRS InATiANULANAI

WARNVUALNITIANE FIFIHAADNTANKINUANAIINU 15U A1FIVIANUAEINUUD

EEQ

©

U3 Inanoau Taban Taeldnasia s 5e@y (Wright, 1974 as cited in Zaichkowsky, 1986)

&=

YuzNNI AU UYDIRLS Inanodum 19n159A0UAD (Sheth & Venkatesen, 1968 as
cited in Zaichkowsky, 1986) qhmqmﬁwﬁ’aﬂm?mﬁ”wia%% 8 52A1 (Hupfer & Gardner, 1971 as
cited in Zaichkowsky, 1986) mmﬁwﬁ’mmmw%uﬁ’w (Cohen & Goldberg, 1970 as cited in
Zaichkowsky, 1986) wiomslduiasiannusen (Lastovicka & Gardner, 1978; Traylor, 1981 as
cited in Zaichkowsky, 1986) HAZNTVUUAANULANATINIATHA (Osgood, Suci, & Tannenbuam,
9 H ] v
1957 as cited in Zaichkowsky, 1986) ‘Ll@ﬂi]'lﬂﬁ ﬁ%%ﬂﬁngﬂﬂﬁ%LMﬂ@NﬂH ﬁ\iﬁ!iﬁJﬂ'ﬂll
{ o P 1 o [l 1 o { v A 1 [ Z’,
L?]EJ'JWU UAZADIUNITUNUANANNNU ﬂgﬁﬂwa@ﬂi$ﬂﬂﬂ31ﬂlﬁﬂﬂwuﬂllﬁﬂ@']\?ﬂu W%’aummua
[ d‘ @ Y a =\ g}z 9 J a 9 A
uwamalumsiannuneniuvesdus Tan Taell 7 suaou laun 1) mstiowIasead9ueds
1 [ 4 A A @ 1
ﬁﬁlmm‘i’mwa 2) ﬂ’lﬁigﬂqfl\?ﬂﬂﬁgﬂﬂﬂm@ﬂﬁﬂﬂﬁ@ﬁﬂWi?ﬂWﬁ 3) ﬂ’]ic‘]iﬂﬂﬁ@ﬂﬂﬂﬁ\ll‘ﬁﬂﬁﬁiﬂ
Y 1] ]
ﬁjmlﬁamﬁummmm 4) mimnﬁa‘ummt%auumﬂiuiﬂNﬁ%}N 5) NITATIVFADUAIY
A 4 P y A ~ v A o Aa
L"]f’f]lluﬂ'lflcluiﬂﬁﬂﬁi'm ATIN 2 6) NITATIVADUANUNYIATIAUIUDNIVUDINUINTIANUNT
v o Y A 4 A a 9
ﬂﬂﬂmu‘ﬂ‘mm 7) NITATIVEDUAIUNYINTIATULNUN Llagﬂ')’]lll‘ﬂf]\iﬁi\?ﬁ]ﬁiﬂﬁ\‘]ﬁiWﬁ LLae
8) NSNATOUNINTIA

v
Aav o (J ] =~

Laurent 11az Kapferer (1985) lavhmsasenunguinithu $1uiu 414 @ee1e fll

(2 a 1

d' v Y T A 9 1 d‘d 1 1 d‘ v AA
ANUNYINUNY 14 NYNTUA mea;ﬂwmw TNV AIHAADANUNEINULONTHaNDAIN

a Y o

MeIuYeIdus Taa osninanumeraiuaeduddngnionsauiisaaszauvesnw
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A o . n ya = A1 Y a

1INYINY (consumer's level of involvement) Tﬂﬂ‘lu‘lﬂwmﬁmmmmumimﬂﬂaiﬁmﬂmm
a v Zf, ' v Y= o a Y v YK ' A v YR A =
INYINUUU ) YU ﬂﬁi‘]JgﬂQﬂ’]HJﬁ1ﬂﬂﬁJ@iﬁLlﬂ1 ﬂﬁiﬂgi‘lﬂﬂﬂlﬂW Wif]ﬂﬁiﬂgﬂﬂﬂ’ﬂm!ﬁﬂ\‘l SN

msnnsuuamzannuneiu iawnsoldlumsdnnenganssuvesdys Inaldediuitaia

2.4 WIAAIINNURITUVIRUS1NA
2.4.1 ANUNVGUBIANNKANY
a A o Yo = ' 9
HUIAAIGIANNHNNY (Engagement) Iasuanuauladnyiedraniieneluy
vainnatemaasmudaaninet 019 S3mani deauine IaIner M3An1 MIUIMS
I 9 = (= 1 v A (% KR v A = a 1
msaaa ifudu a9 hiifeawamniziininns uadisindainindulumaiegineaig

! 9

1 a [ < { 1 o
TaguaazuuInAA RN NI AT UNLANAINY (Brodie, Hollebeck, Juric & Ilic, 2011;
Vivek, 2009) 910A3ANEIITTUNTIN WU WA Isnany1 1u5e989na12 (Brodie, et al.,
2011; Patterson, Yu & de Ruyter, 2006; Saks, 2006; Schaufeli, Salanova, Gonzalez-Roma &
Bakker, 2002; Vivek, 2009; Vivek, Beatty & Morgan, 2012;) 819990401570 B3 09ANUHNAY
1 I = 2 A o A o 9y A = a
Y94 Kahn (1990) Tag321)21 Huaudnusuusnningoannupn W lsesuiesdangans sy
o { J 4 @

YOININIUNTIADDIANT (Employee engagement) 1ABAMUHNIY HU1H1 N13NTZAUNTI
NuuazmMsuaateenvesyananinuiane lvlunganssumsihau Fuaasiiunune
Y= A Ay A o I} <3 a A Y v
ANVFAN HAZANUNIEADIOTUNILINNUBI AN TZANTAIN TAsANURNWUYBRINIINIIY

A 4 13 Y] A 1

NiAvoAnTvzIURIAUANINNIIAINET 3 U533 Taun 1) Meaningfulness HRN8D9 N15UBY
L= LY 4 d' 1 g’z

AUIBINTAMAINUBIANST 2) Psychological Safety Mu18A1 ANNFANANLTAIDONIIYARATY

[ v A ~ 1 @ J
ﬂ‘ﬂ’f”ﬁ]1ﬂﬂ')'lllﬂﬁ'JNﬂﬁW‘ﬁL‘Biﬁﬂﬂﬁ@@ﬂ'lwaﬂﬂmﬂlﬂ\?ﬁul@ﬁ ADIUNIN W%’E]f]'l%”l/‘lﬂ'lﬁ\ﬂu Iag

Y
Y Y

3) Availability #3189 mmw%’amamﬂﬂaﬁ’wniwmﬂ %@Glmmzmmﬁ@ﬁ@n nyanalY
AN (Saks, 2006; Vivek, 2009)

Schaufeli azAE (2002) 1A919DIA1TANYIVDY Maslach lazAE (Maslach, 1993;
Maslach & Jackson, 1981; Maslach & Leiter, 1997; Maslach, Schaufeli & Leiter, 2001) ‘ﬁﬁﬂ‘m
394A MU 081U 19RBA1TH197 (Burnout) c?'iagﬂﬁzu'juﬂuﬁmwma%’mfTumeﬂﬁ’u
ABNITIU (Job engagement) 1ASAMNMHNWY HRI8D9 12211990 T0IFa09N fugaada
anundenlumsinau Uszneudednuay 3 UYszms fe anvnsziunszmalunsmau
(Vigor) nMygnaaulun1s1191u (Dedication) agMIUTLITIATOADNITNINU (Absorption)
(Saks, 2006; Schaufeli, et al., 2001) TagANUNTZAUNTINITUMTHINIU (Vigor) AiD MTNUN

usamoeuselalumslfiaau udvzdoundynunuerndruin vaginisgiaauluns
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o . . A YR A o v A A Yy A o a
191U (Dedication) A8 ANVUITNUANNTAY ANNATEABTBAYN Hisaiuaial niagile
9 A U A A Y] 1 A a oA = a
wagmmeg niena1n lagea gl Ao ANINEINU (Involvement) ABNUNURIA tagmslamns
Y 9
1A99ABNIT1IIY (Absorption) A NFUANNFY HAZNTIATVOENANTFIADMTTINUIY
A v Y = A Y] Y] A
Yz Saks (2006) laldnnuauloaz@nyisesnnugniuvesminauiiine
4 é Yo 1 = a ] 9 (= = a
p4An3 Falasunisnandlumaiegsneediandieene nninisanr lunaaradsnnis
(Tagmmizluaenistans/minain) od1910a Tage1dsTINGIUHUIAAGDIANUHNTUYD
1y A s = ' 9 Y] = a o .
WinuNldesIAnINMsAnIne U tazlengumsuanlasuniadany (Social
Exchange Theory) 100511871 tW512119 lauaazyanadeaussneuasanugniuluszay
d‘ [ [ gl.: dy Y a Y 1 = 9 d’d [
NuAnAINNY N1l Saks (2006) 1A0FUIWANUENNLI vlede Taseaduilidnsuzmme
é Y a 4 a d’ A:; 9J (% a a a oA
¥91l5znouale ANWAR B13NA LazNganTsuNNeITRINUszanTa I lumsdiinauves
1 1 A y 1 o o { 1 4 1
uARzYANA 1A8T21YNTINAIHAADANURNNUVOINITNIUNTADDIANT (antecedents) TALLA
v o 4
ANBULUDINU (Job characteristics) NITAUVAYUIINDIANT (Perceived organization and
Supervisor support) mslisadasazmsseusvunLIM (Rewards and Recognition) Lan13

1 a

a a oA A v
“]Ji3IJJ‘LlNaﬂ’]‘iﬂaﬂﬁﬁ’]u@ﬂ’lﬁﬂﬁﬁiiu (Distributive and Procedural justice) VUSNHAANDITN

Q

v

J

% % == 9 1 = 1 a oA
ATTUANWUYDINUNITUNUABDDIANT (consequences) hlﬂllﬂ ﬂ'J']iJWQW@Gl%@'I@ﬂ']T]JQUﬁN']H (Job
9 1 @ a 4 a
satisfaction) ANUHNWUADNUTNIVDIDIANT (Organization commitment) WHANTIUIINNIT
<3| ' & J . . 4. . . 2 a1 ]
WuaIuriaueI09ans (Organization citizenship behavior) saupeliaiuaanuaslalums
7190N91N31U (Intention to quit)
9 E4 Y
‘VNﬁ NNUUIAAVDY Kahn (1990) LA Schaufeli tlagade (2001) ‘UQ%'N?"I'N?JE!ﬂWU
Y n) Y=t J P! Jd = 1a ¥ A’ a .
ﬂl@ﬁwuﬂ\i'lull‘ll"lﬂll@fiﬂﬂﬁgﬂﬂULWﬂQ@Qﬂﬂizﬂ@ULﬂﬂj Lmumﬁjumﬂummﬂﬂ (Cognltlve)
4 . A a o A a K 4 9
Hazd1Iu  (Affective) VUSNUUIAAUDY Saks (2006) fJ\‘]LWiJW]?JﬂQ@Qﬂﬂﬁgﬂ’t]‘]J‘VI'NﬂTL!
WHAN55U (Behavior) A28
242 HWIAAGEIANNHNILABATIAUM VRIS 1nA
HUIARITBIANENHUADATITUA1Y0I]US 1A (Consumer Brand Engagement)

a

Vl@afgﬂﬂ’ﬂllﬂuclﬂ%1ﬂ!,!,’3@’3\1‘ﬁiﬂm!ﬁ%llﬁﬂﬁﬂam1ﬂ1i®d1ﬁﬂ’3}1ﬂﬂl’ﬂ\‘] Ulii@hx‘]iﬂﬂl!l!’)ﬁ@ﬁﬂﬂ

a
Y
1 J g X

' FY
mmz«lﬂwummwummﬁﬁmmﬂm MU mﬂmﬁmnmamgﬂwumaqwummuu"ln"lﬁ'
o w oA v w JAA J v 2 X% = v w JAA A J
mﬂmgumwﬂdmmzmwu‘ﬁwmamﬂﬂimmu UAYITINNANUANUNUITNUADINDUTINIIU

A ' A 2 s v & =y ya
HIDNQNUANADU °I/Nﬂ']Elillllﬁ%ﬂ'lﬂu’f]ﬂﬂﬂﬂﬂiﬂjﬁl (Patterson et al., 2006) AU U i]\‘illﬂllfﬂi

=

J a 4 @ @ a A o @ 4
UszgnauurAaizosnnurniuyesninauinldludidoaismsaain Tasdmanildie

Y a

A = o A v Y a ad Yo 1 o
ﬂ'@’ﬁ']'ifl\iﬂﬁ?ﬂJ@ﬂWUﬂﬂﬂﬁ?ﬁUﬂﬁl@\iEjf]JiIﬂﬂ INans 1¥A1 ﬂ??ﬂﬁﬂwuﬂlﬂﬂﬂﬂiiﬂﬂ
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(Customer/Consumer engagement) (Brodie et al., 2011; Hollebeek, 2013; Malciute, 2012; Sprott,
Czellar & Spangenberg, 2009) W3AMNENHUVDIAUS InANTADN1T TMYT (Advertising
@ Y a d‘d 1 d‘ .
engagement) (Wang, 2006) mmgﬂwumamminﬂmm’aﬁa (Media engagement) (Calder &
Malthouse, 2008; Kilger & Romer, 2007; Wang & Calder, 2007) I,Lazﬂﬂm‘{ﬂﬁuﬂlmﬁi‘ifﬂﬂﬂ
] 8 a I < .
FUTDDUINDIITIA (Online engagement) (Calder, Malthouse & Schaedel, 2009; Mollen &
Wilson, 20010) Tag1in391n 131213 mFNN1aN1saa1n52Yy3  ANNRNHUYEIRUS 1na
1 [ o 4 Aa o Y4
Lﬁm%aﬂumm@ﬂwuwNmium (Emotional engagement) ﬂgauwuﬁ (Active interaction) N9
4 J 1 ] [
L%aﬂmmmmuazmawa (Emotional and rational bond) M3N@IUIINDEIININ (Participation
intensity) WUBRQY1 (Commitment) AI1MIABINY (Involvement) ANNANA (Loyalty) (Alloza,
2008; Kerr, 2009; Kumar et al., 2010; McEwen, 2004; Sawhney et al., 2005; Wagner &
Majchrzak, 2007; Welfald & Downey, 2009 as cited in Schultz and Peltier, 2013)
A v A = Y [ a ] A Y
vurNInINFnaIumsaatanasns lavan lulsamaansgowsn arGuld
] | o 1 a 9 Y a I 1 A °
anwaulanuuuIAAEoIRNNENHUABATIAUAVDIRUT Tnal) e 191N 1189918 11IN1g
d‘ 1 A Y a 9 d‘ ] A Y a 1 @
nsaaaiagegluliovesdndn Tanldsuuegluiioveadus Inaninda1nnisuyadung
A 1 Y a 9 1 9 . Y a
MINAANFUNII danalinan12zns 19 Tuyaed19aunaIn (Commercial clutter) IUAVS 10N
NAANUFUAULAZINANYANT TN aVIaeaMTITaTuwu Ty (Advertising  avoidance) 1A%
Wannmsveanalulad Anelminangdelnannizaed (Media fragmentation) LALATVEY
HUIAAITINITAAIAANNTUWUT (Relationship marketing) 1A81¥DINVLEINNTONAUILIUIAA
o 1 A I = & A o @ 4 =R a A
aana1 audnritamadenlumanmuadagilszaen uazminianisaindlszansne
A D] = Y a . X A
N1IN1IAAIA UONIHHDINMT 1FANNNIND 190 AU InA (Customer  satisfaction) 139
MINTU1INE0AN U TUOAATNHIUNT (Bowden, 2009; Brodie et al., 2011; Calder et al.,
3’4 dy Y a Aa @ =) o Yy a
2013; Patterson et al., 2006) N34 {U3 InanNaNuENWUIzIUNUIMAIAY UN391999 tag
puzihdua U3ns waz/mMiensduaIaedou iunanssunemsaala (1w 195a) (Brodie
o : A 2 ° ) < s ¥ o A P
et al., 2011) W llgmsmuauvessmudiinunaziu lad uazadwanunnanoandum
(Reitz, 2012)
v & a A o 1 a 9 Y A =< A g v a
ALY IUIAAGTBIANNUNHUABAIITUAIVBIALS TnATIGTUANINI NI TN Y

wangineineemihanuanly Idmtdomuazadauuifadina 019 vsEnIseuaz 19

MUTNBINIEIND Gallup  UszmaauSgomwin TaeTuiedn anugniu Uszneudie

Y

'
o a =

v A ' =~ =2 A t4 dy =Y 1 v A
AITUANADYINULYAND LASNITIAHYININDITHU UBNIINU SIUATDTUIINUANANNUDN

Flusunnn danaaalunsnan 2.2 (Brodie et al., 2011; Vivek et al., 2012)
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M990 2.2 ANUHINEANUENUABATIAUMVOIRS Ina TuyuueavenindmTw

9= Y 9 ° v o A 9
AANEN ANUHUY/VDAUNL mnan/alsnnerios
9 v A 1A = .
Appelbaum ﬂi%ﬂ@‘]JﬂﬂEJﬂ’JWﬂﬂﬂE]EJN?JL‘HE}Wﬁ (459 - Rational Loyalty
- - Lo 4 X ¥ e
(2001) sauneanunanela msaslanvzdeduay (overall satisfaction, intent to
o Y =~ 4 .
uuzmé’ﬁu} uazmi%mummqmmm repurchase, intent to recommend)
(@952009a035u 1 Aude ATy | - Emotional Attachment
Y
wazauls1seun luasiduaniv 91) (Confidence, belief, pride, passion)
» 3 - A . .
Peppers Glgﬂmagauazmmamﬂaaumammumma Information and Financial
1 v
and Rogers | ugam 19naU5 inuazgnm Transaction/Value
(2005)
ARF HANTZNUNINNITARIA/ATITUAT NINTTY | - Sales
A a 9 A .
(2006) : nuanisaedisnisluinlavesdusing | - Margin
Blair w911 1agn15v1e soav1e drunUIN19 | - Market Share
N15AA1A AUAINIINITAAIA LAZIVNITSUE | - Market Value
{udn - Cash flow
J0a 4 v = 3 "
Foly (2006) | #13AA1509n151%01 Te9v09A T T1aAN | - Cognitive
) s Y .
Usgnovuntevarenanllsenoy N9AI1U | - Emotional
ANNAA, NYANTTY, 0151 - Behavioral
- Aspirational
. o Y a A4 9 A Y . . !
Ghuneim mimwagmiﬂﬂ mﬂm&umﬂgauwmﬂ‘u Interaction with brand/media
a Y G d’
(2006) ATITUANIDTD
. a A 4 J . g .
Harris uurnaNlszneun18via1e99Al 32 N0 U | - Multidimensional Concept
(2006) ANUANNTAVBINTIFUANIIFOUABBE19T | - Connect meaningfully
ANuINenuRLs Tnn
ARF nsiannudulivesdusInaniinonis | Attention
(2006) : dods
Hamill
s a a o . . .
ARF WavUeIUsaUMIUNIADUUIAAINEINUATT | - Brand idea/media experience
a Y a A = F o
(20006) : FUA/VTUNVIFD ¥aa319A18529u19 | - Consumer Involve
Plummer aoasdumluFanin - Positive brand impression
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AN AN/ ToAUNL Sndnausiinedos
ARF WiruaREwInveeys Tnn Fauiluwaainms | - Positive consumer attitude
(2006) : For13n AU vnanyaudusns/ou o | - Behavior
Laborie MUFDIN19NI F0A1T/AA19 9 Raamane

MINANYANTTY
Riegerand | m3i¥ouneduesual szninu3iniugnd | - Connection (emotional)
Kamins
(2006)
Pasikoff | uunTiuwazmsmamsaiifnuang@nssy | - Cognitive
(2006) NWNITA[N - Emotional
- Loyalty—based customer
Harris 35‘vmmmmmmzﬁamﬂgmawmgﬂﬁﬁ - Active consumer
(2006)
Heath Tassadiensensuallusedudalddriings | Subconscious feeling
(2007) Aaramdaniu ife 18 uauTaman
Campanelli miﬁ;au@iaﬁ’mm‘mﬁuazé’mmmm - Cognitive
(2007) Wi}‘]ﬁiﬂﬂ - Emotional
- Behavioral
- Social
Haven szneuaIY mwmﬁ'mﬁ’u, M3TURduWUT | | - Involvement
(2007) Au1lndFa 1azn15UaNITNAvVeIAT1AUAT | - Interaction
AvYAAA - Intimacy
- Influence
Shevlin ﬂijﬁu wu ﬁﬁﬁ%Nﬂ?ﬁJﬁﬁW@i%Llﬁg 1N sﬁu - Repeated and satisfying interaction
(2007) #1 9 RAaWand1uTUTUABNITIHOUARDNI | - Emotional connection with brand

J Y A ' a Yy Aa Y 2
EﬂﬁJ‘mﬂl@ﬂ@ﬂiiﬂﬂ@]Bﬂi?ﬁﬂﬂ?/ﬁﬂﬂ?/‘ﬂi‘ﬂ‘ﬂ
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92 Y 9 o v W a4 9
HANHY ANUNVY/VDAUNL mvian/aaulsninerves
Owyang FEAUUDIAMNGINY, AMATNTY, NMIYAA | - Attention
& Y] A Y3 = .
(2007) AU 1azmM s uves mmﬂﬂwmummm - Interaction
' J o 4 .
aulvedraausa (eoulai) - Velocity
- Authority
- Relevant Attributes
@ a o o A
Peterson izﬂmmgmmﬁﬂmmﬂgauwu‘ﬁ‘nmmzm Degree and depth of visitor
< ¢ o { . .

(2007) 139130 led Tagda'ldainnaud s2ezia1 | interaction measured by frequency
4 v o A 4 v ..
NANATILD szoza lumsmensuiudy recency length of visit purchase

4
ﬂii%ﬂﬁuﬁﬁ HAZAUANADATINYIAUDN | lifetime value
qna1 (CLV)
@ Ay o o
Narayen miﬁ%}Nﬂ’JmmﬂﬂuaﬁﬂB1ﬂ§]ﬁJJWLl‘ﬁ - Behavioral
(2007)
a o o A a dy 2 A 1 Yy Y 1 .

Sedley ‘L];]ﬁiJW‘l!‘ﬁTlLﬂﬂﬂlM%V]T]ﬁQNaE]EINLGUiJ*U‘L!G]’E) - Affective

(2008) 1518l annialy w30519Meveafui Inah | - Behavioral
= J a Y
UHAADATIT UM

. A 1 Y a v Y a A

Smithand | MTIFBUABVOIRUT IAAAUAUIT INADUY | Brand Loyalty

Wallace | 8903 uazas1dum mihlganusnade

(2010) ATIEUM

People Uszneualenisaai ATUYATIME  N1T | Retention Effort Advocacy Passion

Metrics aduayuazANulIITou

(2010)

L ERLINOR ﬂ%ﬂﬂ? 3970 “Customer Engagement: Conceptual domain, Fundamental propositions,
and Impliations for Research,” by R. J. Brodie, et al., (2011). Journal of Service Research. 14(3).
pp- 266 - 267. 11ag “Customer Engagement: Exploring customer relationships beyond purchase,” by

S. D. Vivek, et al., (2012). Journal of Marketing Theory and Practices. 20(2). pp. 144 - 145.
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9 ] dy 0o w A Y Y I 1 a A o 1 a 9 Y Aa
TorrdAyNasiou IR UNUUIAAGTBIANUHNHUADATITUAIVOIHUT 1nA
185uanuanleed1au1na1nIA1955nY ADA1TN Advertising Research Foundation (ARF)

5IUNY American Association of Advertising Agencies (4As) L9 Association of National

Y]

. o = Y v = &
Advertisers (ANA) alUﬂi%mﬁﬁﬂiﬂﬂmﬁﬂW llﬂ‘lJi$ﬂ"lﬁluu!Lu’J‘VINﬂﬁﬁﬂHWLi@Qﬂ?WNQﬂWN

=

(Brand Engagement) Tunisdaaiuduuuniiol) 2006 Tagldsiemanugniiudl vuneds

9 YA 1 I Y Y a a 9 a a A 3’1 2K A
M3NIZAUANAIAITUGNAIAIBUNIAAYEIAUAYLTNT TAgUTUNTOV ) ToUY TINDIN
A1300NONE13 Measure of Engagement White paper 31424 2 211 Tudla.e. 2006-2007 &4i]

k4 H v
1o 1NedInUMITaNanNURNWLAILYoANUNTE15ATITAUAT USUN HIBUUIAAAI 9
A v o a o A A o A o A o I

Tasu3ENANUITY 019 UIHN Gallup U3HN Millward Brown tag UTHN Neilsen 1udu

(Sashi, 2012)

[

! . . . o a {q ¥
I¥UIABINY Marketing  Science Institute  (MSI)  Uszimeaavisgosn ald

o @ aow A Y Yy a < o v Y ' 1 =
ﬂ'J’lll’ﬁ’lﬂﬂJﬂ‘]Jﬂ’li’)i]ﬂﬁﬂ\?ﬂ')?llQﬂwumﬂﬂaﬂiiﬂﬂlﬂua']ﬂﬂﬁu 9 1”%3\1531’731\1ﬂﬂ.ﬁ.

5

2006-2008 tazila.f. 2010-2012 (Brodie et al., 2011; Vivek et al., 2012) 59399 Economist

% I [l a o a a
Intelligence Unit H1U111891UAATIZHATHFNY 1UATOUASETT The Economist Tullszine

a

o Y o o ) e ¥ o & vy , o
DINHH llﬂvnmim\lmymWU‘JWWﬂNUi‘HWHHNWﬂﬁﬂLtazllﬂm@ﬁgﬂmﬂjmgﬂwuﬂlm

U

Y Aa

[ v J { a o 1] a 4 a
HU3 Tna nuneds aAnudunusndunee1iuuvesdyus Ina uazdmsuludnagniniegine

@ = 9 s dy Y a 9 a o o IR dal =
ATTUANNU TNIDN ﬂ1§ﬁ§Nﬂ33@"].]ﬂTiﬂlV]L@@iﬁLﬂﬂﬂTiﬁiNﬂ{]ﬁﬂ‘wu‘ﬁ‘ﬂﬁﬂ‘ﬁN YUY

YA A 1

S 1 ~ 9
pg1aNeioIazdIdusyriveAnILazanAIMI RN aIUNeITeIN1BUDN  UBNIINY

U

Ao A (R a [ a Y o YA A
Forrester UﬁHVIVIﬂﬁﬂETVIWQ‘EiﬂﬂsllﬂQﬂiglﬂﬁﬁﬁ3;‘1}@L3J5ﬂ1 llﬂﬁTi'JﬂﬂVliJ‘lJVl‘]JTﬂiu

msaadulangsnavesusinna landuau 200 uis wag Idtomanugnwuvesdus Tna

Y
=2 KX o

= 9 @ o oA 1 Y a A o A ) dy A A v 14
NeDe MsaINaNUFLUTNanGIweR Vs InanTumasumsaaaulase muldunus
HagMINAIUIINBYAADAIIAT (Sashi, 2012)

1 a d' o J a 9 Y a
minnan lagagil lunimsimveaunfaEeanNupn a1 dUAIveIRDT 1nA
a o i a o @ 1% 1 a
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2.43 MIIANUYNNUVOIRUS 1nA

@

1INMITNUNIUITIUNTTULAZIIUITONNEIVOINVANNHNNUADATIAUR VDS
Y a 1w A s A g Y
QU?Tﬂﬂ (Customer Brand Engagement) wmmmmmﬂumﬁmmﬂmmm"lmﬁuaummn
Mo ianuRNUYeIdUS 1na T Vivek (2009) WAILIUUIAAIGDIAUHNWUVOIALS 10A
Tago1denn¥YN15U5 InARMAT (Theory of Consumption Value) FIMDIMUIAADY ) N
@ Yy A @ a A Y Y a = Y Y a =2
anvaz InaNeanuUIAATeIANUEANUYIRLT INA FIANUENWUVDIRUT 1N Hu18D9
1 9
MIVAIUTINVDIYAAADEIILTINGT LA FOUADAUTDITUBHI BN INTTUUBIBIANT LUIAAT
=2 Y J Y 1 A A g . o 2 =
9U5¢nounie 3 0eAdseney 1AUA AUNTLADT0AY (Enthusiasm) AI5ATEHINDINITH
[ 1 . . . Aa o v o . . Y =2
TIUIIN (Participation) uazﬂgﬁuwuﬁmqmm (Social) Tae  Vivek (2009) lgn1sAny
a 4 a ] 4 a o 1
BN IHD A3 9NTOULUIAA AIeMIFUNBAIFUTMITTIUAY 18 AU LAZMTAUNUINGY
o a ] a < a J
AUALSTAA 2 Ngu (9 AU Az 11 AY) MSANEINNMILAAIANUAMAUNIDUMDS A
MIFUNANYANTTUANNENTUYEIAUS TnA 3 n3diAnk azmsdunpaliFalsingmsaiine
AUNGUAIDENTIUIY 13 AU 1AZNITIVOTIF1TINUNGNAI0619 T1uIU 178 AU tiield
o o a 4 1 [ a @
Ao JNNHANINATIZH WUIIANUENTUYEIAUS Tna Usznoudle AnwAsE N
A A 9 . A Ay o J . a ..
(Awareness) ANUNIZADIOAU (Enthusiasm) m’mﬂgﬁ WWUTD (Interaction) NINTIN (Activity)
dAa [ & A [
wae Yseaumsal Ay (Extra-ordinary experience) lazdunseriioa31auasianuuuinig
U9 Gerbing 148¢ Anderson (1988) Churchill (1979) 48 Nunnally (1978) Taguasia
Y 9 9 ] ]
Usgneudls 37 Myia 1INITUIE159NUNAUAIBENTIUIU 3 AFT 1HDATINADUAINTODD
A A ' o Y a 9 A Ay
HazANUNEINTI A uNga WU ANURNIUVBIRUT 1nn Usznouals Aunschosoduy
U 1 ] Aaa A o v [
(Enthusiasm) MINFAINTINOENINUD (Conscious Participation) LLﬁzmiﬁﬂ;]ﬁiJWLl‘ﬁ‘ﬂN’dﬂﬂM
(Social Interaction)
@911 Vivek, Beatty 11az Morgan (2012) @At uagiannuuifauazuiniinises
@ a a 4 v g J . .
ANUYNAUYBIAUS TR A28N159818LUIARAITOINITAIANIINTNWUT (Relationship
Marketing) Tuyuueuesdus Ina Tage1doiuIfAaniun15u3n15 (Service—dominant  logic)
tal a o g}/ dy aAav a
uazlszaunsaisanaing (Cocreation experiences) 1A@N13390A39% 140151001 FIAUATIN
o d a Q Aawv Aa o o g .
AwMsFUNEANTIANAUTT tazldmadtesed15999 11U 2 A9 Vivek nazame (2012)
NeWANUYINUUBIRLS TnATMUNEDY MITAIUTINYDYAATDLI1TINAT LaZMTIFOUNY
9 A A s = Y A Ay . ..
VOLAUDNTONINTTUVDIBIANT FIU52NOVAIY ANNNITZADT0aY (Enthusiasm: Cognitive—

o U 1 Aa o 4
Affective) NM3ATEHINDINIUTINIIN (Conscious participation: Behavioral) uazﬂgﬁuwuﬁ

N1NFIAN (Social interaction: social) #4111 llﬂf;j ﬁ]mﬂ'm' ® I’éjﬂgiﬂﬂ (Intrinsic and Extrinsic Value)
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Taetidualsdu 18un ANNeU (Involvement) agMINAINTIN (Customer Participation)
YU NHAV0IANENTUYEIRLS 1na 1Aun aaa (Value) a21m1321910 (Trust) Wusdgyan
a o 1 o

1899154 (Affective Commitment) NFUDNHND (Word of mouth) ANUANA (Loyalty) ttae

MSNEIMUNURUBUATITUA (Brand Community Involvement)

Pa:
- Value

Involvement
P3

Affective
Commitment

Customer
Engagement

Word of Mouth

Customer
Participation

Brand Community

Involvement

MWA 2.13 1UUTIAeIANNENINLYEIRS 1A AWLUIAAYDY Vivek et al. (2012)
An: Vivek, Beatty, and Morgan, (2012, p. 135)

Hollebeek Hazaaz (2014) mMsAnyInNuEnnlaeasdudvesdus Inaniiae

a I

1 ' v
ﬁ@ﬁﬁﬂhﬂﬁﬂ@ﬂm%}ﬂiﬂ15lﬂuﬂ°'lu7]u1ﬂﬂ NN Facebook Twitter L% LinkedIn Iﬂﬂufﬂllﬂ’ﬂil

u

o Y a Aa a Y oA s v a . .
QﬂWH"U?NQ‘U’iiﬂﬂ“ﬂllﬁ’t]ﬁﬁﬁuﬂTﬂ Ao 09AYIZNOUAIUAIINAA (Cognitive  processing)

4

9= . a . . 9 a AA (Ao 1 a Y
ANNF TN (Affection) UAZNOANTIY (Activation) NIVINVBIALT InaNTUQduiUTABATIAUA

Y]

TagiladeNdananon U (antecedents) IakA AINNEINUVOIALT 1A (Consumer

A v JA a ds! o Y a o 1
Involvement) GumwNaawwmmumﬂmm@ﬂwumawjuﬂm (consequences) iwm'lﬂq

Y A

@ v Jd o a @ = .
ﬂ’ﬂi]ﬁ'ﬂJWLl‘ﬁﬂUﬂiTﬁuﬂTﬂ!Lﬁﬂ\W]’Jﬁu"U@\iélﬂiiﬂﬂ (Self-brand connection) LLALIIAUIUD

v 2

Y a A 9 a . [ A
U3 InAN1299 1903 18UAIY ¢ (Brand usage intent) Aduand1ua13199 2.4
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4 J o 1 a 2 { a
M1 2.4 eentlsznouanugNuAAsIAURIYEdYS Inallinedodeny muuuIAaved

Hollebeek et al. (2014)

Construct Source [ CR  Item Item description Mean SD
1. Consumer involvement (INV.) Zaichkowsky (1994) 938 .896 INVI Unimportant—-important 43 1.4
INV2  Boring-interesting 45 1.3
INV3  Irrelevant-relevant 49 1.3
INV4  Unexciting-exciting 4.1 1.3
INV5  Means nothing—means a lot to me 43 1.2
INV6  Unappealing—appealing 45 1.3
INV7  Mundane—fascinating 42 1.2
INV8  Worthless—valuable 49 1.2
INV9  Uninvolving—involving 45 1.3
INV10 Not needed—needed
2. CBE ‘cognitive processing’ Newly developed 878 .781 CPI Using LinkedIn.com gets me to think about LinkedIn.com. (*) 4.1 1.4
factor (COG. PROC.)
CP2 I think about LinkedIn.com a lot when I'm using it. (¥*) 3.8 1.4
CP3 Using LinkedIn.com stimulates my interest to leam more about 4.0 1.4
LinkedIn.com. (*)
3. CBE ‘affection’ factor (AFFEC.) Newly developed 928 .873 AFI I feel very positive when I use LinkedIn.com. (*) 43 1.4
AF2 Using LinkedIn.com makes me happy. (*) 3.9 1.3
AF3 I feel good when I use LinkedIn.com. (*) 4.0 1.3
AF4 I'm proud to use LinkedIn.com. (*) 43 1.3
4. CBE ‘activation’ factor (ACTIV.)  Newly developed 857 713 ACI1 I spend a lot of time using LinkedIn.com, compared to other 3.8 17
professional social networking sites. (*)
AC2 Whenever I'm using professional social networking sites, 438 L5
I usually use LinkedIn.com. (¥)
AC3 LinkedIn.com is one of the brands I usually use when [ use 4.8 1:5
professional social networking sites. (*)
5. Self-brand connection (SBC) Escalas (2004) 926 .869 SBC1 LinkedIn.com reflects who I am. (¥) 39 1.4
SBC2 I can identify with LinkedIn.com. (*) 42 1.3
SBC3 I feel a personal connection to LinkedIn.com. (*) 33 1.4
SBC4 I use LinkedIn.com to communicate who I am to other people. 44 1.4
SBC5 I think LinkedIn.com (could) help(s) me become the type of 3.7 1.6
person I want to be.
SBC6 I consider LinkedIn.com to be ‘me’ (It reflects who I consider 3.7 1.6
myself to be or the way that I want to present myself to other(s)).
SBC7 LinkedIn.com suits me well. (*) 43 1.4
6. Brand usage intent (BUI) Yoo and Donthu (2001) 926 .884 BUII It makes sense to use LinkedIn.com instead of any other brand, 44 1.3
even if they are the same. (*)
BUI2 Even if another brand has the same features as LinkedIn.com, 4.5 1.3
I would prefer to use LinkedIn.com. (*)
BUI3  If there is another brand as good as LinkedIn.com, 44 13
I prefer to use LinkedIn.com. (*)
BUI4  Ifanother brand is not different from LinkedIn.com in any 4.6 1.3

way, it seems smarter to use LinkedIn.com. (*)

Notes—n = 556; a: Cronbach’s alpha; CR: Construct reliability; Items marked with asterisk (*): Employed in structural equation modeling analyses (based on CFA results
undertaken for individual constructs; cf. Preliminary Results sub-section, study 3); BUI scale drawn from Yoo and Donthu’s (2001) ‘overall brand equity’ measurement
instrument; Items measured on 7-point Likert scales (except INV: 7-point semantic-differential scale); The higher the rating, the more favorable; SD: Standard deviation;

(Overall CBE scale) = .943.

An: Hollebeek, D. L., Glynn, S. M., and Brodie, J. R. (2014, p.158)

NANSANYIVD Hollebeek LAz (2014) NUN 1) ANMUNYIN (Involvement)

a A ' J Y a .. . . . J Y
NONINaNNUINARIALIZNOUAIUANINAR (Cognitive processing dimension) p3AlszNoUATUY

o . . . J a . . . . J
913U (Affection dimension) uaxmﬂﬂszﬂauﬁ’quwmm (Activation dimension) 2) 93f-

a 4
UszapuMuaINAa (Cognitive processing dimension) p3A15EnaUAIUDIT U] (Affection

. . s a . . . . 1 a A 1
dimension) uazmﬂﬂisﬂeuﬁ'qumﬁu (Activation dimension) WIDNTNANINUINAD

ANuduRuSiuas 1 duMNIaaIdIauuefus 1nA (Self-brand connection) 1az 3) 83ALIZNOY

o k4 a 1
A1U015Ul (Affection dimension) 1AZOIALTLADUAIUNGANTIY (Activation dimension) &4
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H v v
dninanauInAeAuIUeIRUS InaN1z19as 13U 11U 9 (Brand usage intent) Ymizh
2471/52ABUAUANUAA (Cognitive processing dimension) MIAIBNTNANIIVINABIAUIVDS

1 Y
AU3 Tnawzal¥as1@uaA iy 9 (Brand usage intent)
d’ 4 Y @ v a Y Y a Aa 1l A o 4
ms1en 25 osfmlsznouTnssaiuanugnituseasdudvesdus Inaiilidededenneou lad

AULUINAVDY Malciute (2012)

Construct _ Np. of Item loading Corpp?§ite AVE
indicators range reliability
Dimensions of customer brand relationship related antecedents
1. Involvement 4 0.72 > 0.92 0.91 0.71
2. Satisfaction 3 0.83 2 0.88 0.90 0.74
3. Commitment 5 0.77 = 0.81 0.89 0.63
4. Trust 4 0.70 > 0.91 0.88 0.66
Dimensions of online social media platform related antecedents
5. Involvement 4 0.85 > 0.92 0.93 0.77
6. Participation 3 0.82 2 0.92 0.89 0.74
7. Ease of use 6 0.79 > 0.88 0.93 0.68
8. Telepresence - 0.81 2> 0.88 0.92 0.74
9. Emotional engagement 6 0.73 > 0.88 0.92 0.66
10.Behavioral engagement 8 0.64 > 0.81 091 0.57
11.Cognitive engagement 6 0.73 = 0.88 0.93 0.69
12.Bcehavioral brand loyalty 2 0.75 2 0.92 0.83 0.71
13. Word-of-mouth 3 0.86 2 0.93 0.93 0.81

flan: Malciute, J. (2012, p.33)

. Y o =2 o 1 a Y Y a AT A o
Malciute (2012) ll@‘Vl'lﬂ'liﬁﬂ‘hﬂ ‘ﬂ'NiJ@ﬂWH@@@iWaUﬂWJ@Qﬁﬂiiﬂﬂﬂﬂﬁﬂﬁﬂﬁﬂﬂﬂ\l

4 < a o 1 @ v J
poulai Tagmsnudoyaing 1903015 Facebook $1UIU 419 AU WUANNTUHUTVD

e

v a

13 Inantaensnaua Usznoudie AN Wy (Involvement) AUNIND 19 (Satisfaction)

=

o A

WUsd QY (Commitment) 1agA14' 1319 (Trust ) sudennuduiutitidedodanueonla
AINAADTZAUANUYNHUADATIAUAIVEIRUS TnA ﬁ%mmmﬁuﬁ’mmmﬁﬂ (Cognitive
engagement) ATWENHUAIUANUFAN (Emotional engagement) HAZANUHNHUATUNGANTTY
(Behavioral engagement) i’mﬁﬂ’c"N8‘1/]%Wadﬂizﬁlﬂwqaﬂﬁuﬂﬂuﬁﬂa (Behavioral loyalty)

HAZMTUNINTZIBUNIAITAWMNTUONAD (Word-of-mouth communication)
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Dwivedi (2015) I@Waiumuusiassnnugniuaeasdudivesdus Ina d1607 2

1 @ 1 a Y Yy a = 9y J ¥ o Yy 1
TagszyNanupniiuaoaduf1vesdus Ina awnsodny ldninesdlsznouns 3 a2 1dun
1) M3Tau159a790 (Absorption) 2) N15gNAAY (Dedication) Az 3) ANUNTZAUNTLIN

. = 1 o 1 a 9 Y Aa I A a dy A Y] 1
(Vigor) $IDe U071 ANNNNUARAT 1@ UAUeIRYS Inallunafiinaiunnanune1wuse
9
UY52ANUBINTIFUM (Product category involvement) taz3zzIalumslFasduaIiy o

(Brand usage duration) ¥ ‘thllﬂiif ANuAnaluasiau (Loyalty intention)

Y J o ' a a a
M 26 ovAdsznoulnseadennurniuaons1dud1veadus Ina muuulAaue

Dwivedi (2015)

First-order constructs and items Standardized loading (sig.) Cronbach's alpha Composite reliability AVE
Vigor 0.87 0.88 0.54
I feel strong and vigorous when using my brand of mobile phone 0.85™ - - -

1 am passionate about using my brand of mobile phone 0.84* - - -
When interacting with my brand, I feel full of energy 0.75** - - -

I can continue using my brand for very long periods 0.75* - - -

I would like to stick with my brand despite some problems with it 0.63**

When I get up in the morning, | feel like using my mobile 0.56**

Dedication 0.88 0.88 0.60
I feel enthusiastic when interacting with my brand of phone 0.82** - - -
I'am proud of my brand of mobile phone 0.80** - - -
My brand of mobile phone inspires me 0.78™ - - -
My brand of mobile phone gives me meaning and purpose 0.77*

1 use my brand of mobile phone with complete dedication 0.70™ - - -
Absorption 0.89 0.90 0.59
I get carried away when I interact with my brand of mobile phone 0.84* - - -

I am usually absorbed when using my brand of mobile phone 0.80** - - -
When | am using my mobile phone, I forget everything else 0.79" - - -

It is difficult to detach myself when I am using my mobile phone 0.77* - - -

I feel happy when I am interacting with my mobile phone 0.70"™

Time flies when | am interacting with my mobile phone 0.70**

Product category involvement 0.88 0.88 0.66
Mobile phones interest me a lot 0.86™ - - -
Mobile phones matter a lot to me 0.81** - - -

I attach great importance to mobile phones 0.80** - - -

I am fascinated by mobile phones 077 - - -
Perceived quality 0.86 0.86 0.61
My brand of mobile phone is of high quality 0.79™ - - -
My brand of mobile phone has excellent features 0.79** - - -
My brand of mobile phone is very reliable 0.78** - - -
My brand of mobile phone provides consistent quality 0.77** - - -
Perceived value 0.81 0.81 0.52
My brand of mobile phone provides me good value 0.85** - -

My brand provides a good deal relative to others 025> - - -
My brand offers good quality for a reasonable price 0.69™* - - -
My brand of mobile phone is competitively priced 0.56"* - - -
Satisfaction 0.86 0.87 0.63
1 did the right thing when I bought this brand 0.83* - - -

I am satisfied with my brand 0.82** - - -
My brand meets my expectations 0.80™ - - -
My choice is a wise one 0.71** - - -
Loyalty intentions 0.87 0.87 0.63
I would recommend this brand to friends 0.87** - - -

I will buy my chosen brand again 0.84** - - -

I will not buy another brand if this is present in the store 0.79** - - -
If 1 got any mobile for free, I will choose my brand 0.67** - - -

Note: AVE refers to average variance extracted.
** Significance level p <0.01.

l31: Dwivedi, A. (2015, p. 105)
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' oA Y ~ . . A 2K
HazMIArAINaeAndeAlTauney (Comparative  Fit Index: CFI) 4f1.98 $IUD3A
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Viga6 1.000

Viga5 541 1.000
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Viga3 .545 558 51317/ 1.000

Viga2 .540 .562 522 .553 1.000
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Deda5 529 .530 530 577 552 466 1.000

Deda4 502 .526 486 .582 .547 469 .665 1.000
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Absa5 499 .548 499 .562 .559 458 611 .585 .504 535 .543 .589 1.000
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Absa3 420 .526 406 465 .504 421 516 518 482 460 478 466 558 528 1.000

Absa2 429 466 373 407 410 417 429 485 437 479 412 464 .530 462 551 1.000
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** p <.005, Kaiser — Meyer - Olkin (KMO) = .97; Bartlett’s Test of Spericity = 3875.17 (p = .00)
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Chi square = 150.197, Chi square/df = 1.341, df =112, p =.009
GFI =.958, CFl = .990, RMR = .019, RMSEA = .029
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