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Abstract

Title : The Influence of Brand Tribalism as a Mediating Variable Affecting Brand Loyalty for
Apple Products in Thailand

Author : Miss Sasiwimon Puphoung

Degree : Doctor of Business Administration

Major Field : Business Administration

Academic Year : 2025

Advisors :
Assistant Professor Dr. Watchara Watanarawee Major Advisor
Associate Professor Dr. Komsan Rattanasimakul Co- Advisor
Dr. Suthada Khattiya Co- Advisor

This research has two primary objectives: to analyze and confirm the components of brand
tribalism in the context of Apple product consumers in Thailand, and to examine the model fit of a
causal model analyzing the influence of brand equity on brand loyalty with brand tribalism as a
mediating variable and media exposure as a moderating variable. This quantitative study collected
data from a sample of 600 Apple product users in Thailand who have experience using and
demonstrate preference for Apple products.

The results of the first-order confirmatory factor analysis for brand tribalism revealed that
the variables of shared values and beliefs, community participation, brand advocacy, and behavioral
engagement exhibited standardized regression coefficients (B) ranging from 0.591 to 0.938,
confirming that these indicators can effectively reflect the latent variable. The measurement
instruments demonstrated adequate statistical quality in terms of both internal reliability and
content validity. Furthermore, the second-order confirmatory factor analysis results indicated that
the brand tribalism model comprises these four components, with shared values and beliefs
(B=O.975) having the greatest influence on brand tribalism. The model explained 61.30-95.10% of

the variance and demonstrated acceptable model fit indices, confirming that the brand tribalism



model is consistent with empirical data and can be effectively measured through these four
components.

Regarding the structural equation modeling (SEM) analysis to examine causal
relationships, the four latent variables—brand equity, brand tribalism, media exposure, and brand
loyalty—demonstrated reliability and convergent validity according to established criteria. The
structural model analysis revealed that brand equity has a significant positive direct effect on brand
loyalty (B=0.655). Additionally, brand tribalism serves as a significant mediating variable that
transmits the influence of brand equity to brand loyalty. Importantly, media exposure functions as
a moderating variable that enhances the positive relationship between brand equity and brand
loyalty, with the relationship becoming stronger when consumers have high levels of media
exposure. The developed model achieved a coefficient of determination (R?) for brand loyalty of
0.843, indicating that all variables can explain 84.30% of the variance in brand loyalty.

These research findings help confirm the importance of brand equity, the role of brand
tribalism, and media exposure in creating brand loyalty within the context of Thai consumers. This
is particularly beneficial for marketers, brand managers, and academics in developing effective

marketing strategies for brand building.
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Model 5
Conceptual Diagram
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YUY (BT1) AleuuazAnudosmnu (BT2) myanuayuas1idum (BT3) uag msiidiu
J a a @ yw 2 g J [
FINFINGANTTN (BT4) uazanlsyinduiluasduna (observed indicators) BT - BTS,

a . a % a d

BT21 - BT25, BT31- BT35 1Az BT41- BT44 N30 uuuIaai 1481999 Fanan1siasies

4 Aa A [ I 1 v J a 9 9 a 4 4 Aa A [
paflszneumsBuduvoImsuriugadui Taglensdnizresnlseneumaaudu

o v d' é . = =S o o dy
DUAUNYIUY (First Order) HINYALIDYAAIANTITINLASNIN AN

d' a o Y] 4 " o a 9 1 1Y)
M1319N 4.26 Namiamswzﬂumamsmmszzﬂammgmwu‘gmmum noulsuTuaa

dulsuela - dmlsdann b SE z p R? CR  AVE
BT1 BTI11 0.903 0.964 0.029 33.54 <.001 0.815 0.902 0.776
BT12 0.936 1 0 0.877
BT13 0.851 0.909 0.028 32.242 <.001 0.724
BT14 0.867 0.926 0.03 30.76 <.001 0.752
BT15 0.843 0.901 0.031 29.234 <.001 0.711
BT2 BT21 0.790 091 0.037 24.662 <.001 0.623 0.853 0.672
BT22 0.797 0.918 0.036 25.833 <.001 0.635
BT23 0.872 1.005 0.03 33.206 <.001 0.760
BT24 0.868 1 0 0.753

BT25 0.766  0.883 0.04 21.857 <001  0.587
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dulsuels - dmlsdann B b SE z P R? CR  AVE
BT3 BT31 0.821 1 0 0.674 0.753 478
BT32 0.465 0.566 0.072 7.870 <.001 0.216
BT33 0.773 0.942 0.048 19.561 <.001 0.597
BT34 0.636 0.775 0.053 14.499 <.001 0.404
BT35 0.706 0.86 0.048 17.83 <.001 0.499
BT4 BT41 0.629 0.714 0.063 11.312 <.001 0.775 0.785 0.616
BT42 0.744 0.845 0.053 15.893 <.001 0.396
BT43 0.859 0.976 0.06 16.166 <.001 0.554
BT44 0.889 1 0 0.738

BT4

BTN

BT12

BT13

BT14

BT15

BT21

BT22

BT23

BT24

BT25

BT31

BT32

BT33

BT34

BT35

BT41

BT42

BT43

BT44

d' [ 4 [ 4 a 9 v [y
MNN 4.1 IJJLﬂﬁﬂTi'Jﬂi’)\‘]ﬂﬂigﬂﬂﬂﬂlﬂMWTWH‘ﬁ@ﬁTﬁuﬂT noullsuluea
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4

{ a 4 a @ Y A ) v W 1w
11NM15 197 4.26 HAMIAATIEHIARUTZNOLIFIOUGU ATIN | dmSudlswiiug
A318UAM (Brand Tribe) Minaswdn Ingjazdouguanvuzvesdnisuda1d Taewua nqu
= 1 =Nl % a Qe‘ 1 1
usnmstidausnluguau BT Iamduilszans () voa BTI1-BT1S oglusia .843-.936
v 1 2’, ; [ aa 1 @ % 4
FIGINITUNUNTUA .50 4agNNTONAIMIADA 2> 1131, p<.001 HAAINAVIUTUNUT
1 % g U 3 U S o o % aa . 1 a
319N USRIl AYN 19T DA (Hair et al., 2010) A19T VI8R5
(R?) ¥04 BT1 l@5¢1319300ay 71.10- 87.70 A1 Composite Reliability (CR) N153AA214
doananinioluvesyademoiwnldiadndsudenils q veuwanoonsula: CR = 0.70
1 dy 1 4 = oA A [ I v o W Y
19 1gaenlszneulinnuunienog 0.902 awsasaunuiuariadindsuda1aa A
Average Variance Extracted (AVE) myiadaaiuanuusdsiusuindsunaesunelann
Y o 2’, =\ ] JREPN Y A Y o ~ o
YoM IWNIMUA 1NeUNUANNUTUTIUANANNTOAANAIAYDITDAIN N VO UIVATNIONTY
o 1 R a 4
18 AVE 2 0.50 daulsdian 0.776 nlandwalsudeesuisanunilsdsiuvesesslsznonla
vy =2 A 1A A a & = C g
MINNN3 088 50 WD NVANVNSUFTUUONIAND (convergent validity)
Tunqu BT2 BT21-BT25 in1 B 531119.766-.872 uag Aesuneanuuislsiu (R?)
1 9 o 9 1 A d'd 1 Y dyo/ U
321919 $08ag 58.70 -76.0 NNBAUTLNDUATIIANNIINNONATENINAITIAUaz A1
1 & < a <
Tagianiy BT22 11ag BT24 NA4A1 Estimate = 1.00 1119081999 naaan1uauudqves
Tasaasranielu (internal structure) CRRYRNE] @:’f‘i 1 Composite Reliability (CR) =.853 t1a e
) ]
Average Variance Extracted (AVE) = .672 HHONINTDAIMUATUA (CR = .70; AVE = .50)
(Fornell & Larcker, 1981) Tungu BT4 BT41-BT44 §if1 3 551319 .629-.880 Tag BT43 g9
N1gn 859 1Az BT41-BT44 95110 A105u1ea1umls1sau (R?) szninedesay 39.60 —77.50
o q ¥ &2 3 o
1 CR = 785 uaz AVE = .616 Fuilu llaunusinaigiu
] < 1 4 Y 1 A Y ~ a1
9819 l3nam lunqu BT3 eeailsznou BT32 azougasouitaudaminiga lasiia
B 1iiea 465, SE =072, z=7.87, p < .001 uan10sueaANuulssau (R?) duileadesaz 21.60
' : o ' 3 o '
A1 CR =753 ¥ AVE = 478 %3 AVE @1n31tnaal AVE = .50 1an1100 Wunu1oa2117
BT32 o3 u1eanuuisisauvesdaulsuds BT3 18 lidisane deiimsiSuilyeda BT32 lu

a o’g'/ [ 1% FY 9 A [ [
msamswmumllﬂ wazdsuTuaalvigeanasaaznaunauny AN
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A a P2 o P Vo @ A v v (w
M319N 4.27 wammmswﬂumamsmmmhzﬂammgmwu‘qmmum ﬁﬁﬂﬂiﬂillma

aaudsuls  dadsduna
b SE z p R? CR  AVE
(Latent) (Observed)
BT1 BT12 0.938 1 0 0.881
BT11 0.910 0.97 0.03 32.54 <.001 0.828
BT13 0.858 0915 0.028 32.713 <.001 0.736 0.902 0.774
BT14 0.864 0.92 0.032 28.541 <.001 0.746
BT15 0.825 0.88 0.033 26.98 <.001 0.681
BT2 BT23 0.846 1 0 0.716
BT24 0.837 0.99 0.043 23.011 <.001 0.701
BT21 0.739 0.874 0.045 19.542 <.001 0.546 0.853 0.614
BT22 0.765 0.904 0.047 19.359 <.001 0.585
BT25 0.723 0.855 0.051 16.799 <.001 0.523
BT3 BT31 0.800 1 0 0.64
BT33 0.734 0917 0.049 18.884 <.001 0.538
0.77 0.501
BT34 0.591 0.739 0.058 12.843 <.001 0.350
BT35 0.69 0.862 0.048 17.873 <.001 0.476
BT4 BT44 0.890 1 0 0.793
BT41 0.601 0.675 0.064 10.608 <.001 0.361
0.785 0.611
BT42 0.749 0.841 0.053 15.762 <.001 0.561
BT43 0.854 0.959 0.06 15.961 <.001 0.730
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BTN

BT12
BT13
BT14

BT15

BT21
BT22
BT23
BT24

BT25

BT31
BT33
BT34

BT35

BT41

BT42

BT43

BT4 T

BT44

a o ¢ Vw2 A 9 v ([
NNN 4.2 Illl,ﬂﬁfﬂi'Jﬂi’Nﬂﬂi%ﬂf’]ﬂﬂlﬂﬁlﬂ?WH‘ﬁﬁﬁWﬁUﬂ? ﬁﬁ\iﬂﬁ‘ﬂjlllﬂa

1INANTN 4.27 vidsnga BT32 eonliuda nazimsinsgvesddsznemFatud
wie ¥ Tumalinnuaeandenasnaunduiuoya namshanziuaaslfifiun quamves
Tmﬂaﬁaﬁuafiwﬁ'mﬂﬂunﬂﬁammﬁ’mﬂnmﬁuﬁmﬁuﬁﬁ (BT) éué’uwimjuﬁ’a%i’ﬂ BT1 &4
Usznouaie BT12 (B =.938,p<.001), BT11 (§ = .910, z=32.54, p <.001), BT13 ([3 = .858,
z=32.71,p<.001), BT14 (3 = .864, z=28.54, p < .001) tiaz BT15 ([3 =825, z=26.98,p <
.001) winuatidesuieanuualailiou (R?) 521214 .681-.881 uﬁm:iﬁa%i’mzjuﬁa%ma
aruussauvesdanlsude1§%eeaz 68.10 §9 82.80 1iiof 9150411 Composite Reliability
(CR = .902) 1A% Average Variance Extracted (AVE = .774) $g4n 1 unaiainasg i uaadiam

J a A < A a & L4
29Ads2ney BT1 ummwauumﬂﬂluuazmmmmwamamﬁuy’im
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Tunqu BT2 asfsznon BT23 (3 = 846, p<.001) 52y BT24 (3 = 837, 2=23.01,
p<.001), BT21 (§ =.739, z=19.54, p < .001), BT22 ([} = .765, z = 19.36, p < .001) 11a g BT25
(B =.723,2=16.80, p < .001) AoFuea LTI (R?) 531319 .523-.716 uaasiiadia
osunoanmilsisauves BT2 18%euaz 5230 74 71.60 A1 CR = .853 iag AVE = 614 F4q4
nunasinasgn eglunasisensuivesiu g

@30 BT3 $9aa01n 5 0amlsenotinie 4 eemlsznoundada BT32 000 Wi
BT31 ([3 = .800, p <.001), BT33 ([3 = .734, z = 18.88, p <.001), BT34 (3 = 591, 2= 12.84, p <
001) 1az BT35 (3 =.690, z = 17.87, p <.001) o5 11eA1mnal51/59u (R?) 521919 350640

HaAINaFInesueaNulslsiuues BT3 1d5peas 35.0 54 64.0 A1 CR = .770 11a% AVE =

wdtg 1 g A

501 USudmdusuriunasiniisadaiiont (AVE = 50) Tasmmznisdaeadilsznen
ffiszansnmeeoon Teeiuanudanuvesiauls

Tunqu BT4 BT44 (3 =.890,p<.001) BT41 (3=.601,z=10.61,p<.001). BT42 (3
= 749, z=15.76,p <.001) uaz BT43 (3 =854, z=15.96, p <.001) e u1enuuilsiiu
(R?) 521919 361793 Tif CR =785 uag AVE = 611 Faoglumnasimasgiu uaasliifiuh

J = A A v W 9 a
29nlsenevvos BT4 ummmwaaauammauﬂi"lﬂmmmumu

> d

@ [l 4 Z’, a 1 I'd
MM3Aa BT32 oonaanaliindnllsenounanuaved BT3 Agauuaumumnasinumes
a dy o Y 1 (% dye/ @ I " v & a Y A ]
Faiionn uazih Idnnguaidinvesdalsmatluwiiugasduds A1 CR nag AVE og
v
Tuszaveausuld (Fornell & Larcker, 1981; Hair et al., 2010) 39n5aud1miun3inla/ 14 luai

a 4 4 A A o o I LI 4 a 9 g’./ 1
AnTzvontseneurgusudnlsmadusriugasdumauas i
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A15191 4.28 ﬁ’%ﬁﬂammfu13ﬁmmzmmaaﬂﬂﬁ"awaﬂumaﬁauuazwéﬁmsﬂ%u (Model

Fit Indices Before and After Modification)

HanAToUILUS 1209
d
o INEANMS
MATH - nou uiama 1ad uawa
Aosan
1J51 1J5u
Chi-square (X°) . 286.042 - 125687 -
Degree of freedom (df) - 146 - 115 -
x> <2 1959 N 1.093  WINW
Relative Chi-square (d—f) ) )
Root Mean Square Error of < .05 0057 lusnast 0043 sl
Approximation (RMSEA)
Standardized Root Mean < 05 0061  luenme 0018 H1AmR
Square Residual (SRMR)
Goodness of Fit Index (GFI) ~ GFI=> 90  0.994  FWUAMUMN 0997  HIMAUG
Adjust Goodness of Fit AGFI> 0.990  FMAMA 0.995  MIMIAMH
Index (AGFI) .90
Tucker-Lewis index (TLI) TLIZ> 90 0996 MMy 1.000  A1AUD
Normal Fit Index (NFI) NFI> .80 0.993 ANl 0.997 RN

a ¥ @ o Y I3 =2
Hamslsziiuanumnzauved luaanineuuaznadliuluea uaaalimunanms
nasuniasiding luawsiiais 9 ienv15a Relative Chi-square (X¥/df) Wi nowlsuan
YZ/AE1NIRY 286.042/146 = 1.959 Har1uinauat (<2) aguaa uaznasliviljeanaaunaoe
o 1 & J o 1
125.687/115 = 1.093 Sudumigeanessuves Tuaaldnnuminzanlunmsiuaedoya
PN AY (Kline, 2016)
9
d2U A%l RMSEA tiag SRMR dziouninannuludunoudiuluaa Tag RMSEA
1 [ 1w [N ' (BN} ' 9’l
noulFuminy 057 (ludunast <.05) uaz SRMR =061 (larnust <.05) 331 1uaa
| d‘ a 9 1 1 [ [ 1
gannuaatanaoulumsesuisauulslsiuvesveyauiaiu uanaalsuilgeaiaes

o - 1 v o w 3 % ¥ ' 1
artiilanasodaiiiod1nnilu RMSEA = 043 1ag SRMR =018 FINIARNIUNUN LAAII

Y

Y
=

Tunalniaannuamamasuuazdoandoanudeya lanodu (Steiger, 1990)
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ludaI1v®3 Goodness of Fit Index (GFI), Adjusted GFI (AGFI), Tucker—Lewis Index
Y
(TLI) ttag Normed Fit Index (NFI) W11 fienounazvadlsuilys Tuaalda GFI = 994,
. : 2 o % 2 2
AGFI 2 .990, TLI = .996 t/ag NFI = .993 #43Uganundiniuuanaay 1aadnnaaed
a [ v 4 1 % 1
Tuaatianuamnsalumsesuisanudunusszrinedmdlslulassad191dse198 (Hu &
9 = Aa ] 9 1 [ A a
Bentler, 1999) u3 luiaausnazin1nsunfeguad uan1slsulgaluaaiieoiiaisan
[} A s A a 1 [} 1

Tassadwaudsuagmsimesiiuan vreenszauguninvedluaaludiuvesniim

A Y 9 7 A o W a e
AaIAAdoY (RMSEA, SRMR) lddhginaminasgiu ieaunsaiihdoya 1z luaa

4 a A v v o @ 1" v o a Y o w 1
pansznouTeBusuouaUdeIvoI s UEas @ uMEUae 11
a d Jd a A [} I T v d a Y Y a d
wamsInszesnlszneumuiuvesmailuwniuiandumlaglinmsdinsizs
d Aa A v v o d'
o9nilsznoud B ududuaUNaea (Second Order)
a d Y 49’ 9 1 o ] Yy Aa o 4 Qy A a 3 1
Tumsansizideyadiosduuoangualedied lswaasuainetila Alianuaamiuae

I (B4 a 9 = a <Y Y] dy
ﬂ”l'il‘]J‘L!LN”IW‘L!‘QﬁiTﬁHﬂT (BT) “]NWﬁﬂ?iﬂlﬂi?%ﬁﬂlﬂgauﬁgWﬁﬂTi@]ﬁ’Jﬁ]ﬁ@UIlllﬂa L ANANY

Y 90} Y J [ @
ﬂ1§1\‘iﬁ 4.29 u?ﬁuﬂﬂﬁﬂﬂigﬂﬂﬂlmgNﬁﬂT5ﬂi?ﬂﬁﬂﬂﬂ%ﬁﬂﬁTNﬁﬂﬂﬂgﬂﬁﬂl@QIllmﬁ?’l')!,ﬁji

" v o a 9
LWTWUﬁ@ﬁTﬁuﬂT
d
Ve (NUANNS e Wan13
MAYH R mila R
NI N1
Chi-square (Xz) - 236.22
Degree of freedom (df) - 124
Relative Chi-square (ﬁ) ﬁ <2 1.905 phummcvf
df df
Root Mean Square Error of Approximation , .
< .05 0.032 AU
(RMSEA)
Standardized Root Mean Square Residual (SRMR) < .05 0.021 N'T‘L!Lﬂm“ﬁ
Goodness of Fit Index (GFI) GFI=> .90 0.991 Fn
Adjust Goodness of Fit Index (AGFT) AGFI= .90 0.986 N'T‘L!Lﬂm“ﬁ
Tucker-Lewis index (TLI) TLI=> .90 0.998  Funaal

Normal Fit Index (NFI) NFI> 80 0.994 AN RUN
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Ay o Y

{ 1 a a v

10015197 4.29 WuN TumwsrwvesmsisziinTumansdenuveyamailszan sl
Y v g a T d Y ! . A
ANVAANARINY InaiMIdsziiulunnarnad 152008 A1 Chi-square VA1 236.22
A1DIAIDETY df ININU 124 A1 Relative Chi-square HAUNIND 1.905 T3AY 2 Hurea21u
[ a J aa o { o 1 1

Tuwatinnuaoandesnudoyanmsinigineana luszauneousu’la daus1 RMSEA

< [ { 4 1 1
(Root Mean Square Error of Approximation) HunsianunasuesnuAaIANaoUTLHiI19A

o o oA s Y o 1 o o oA 9 9 a 4 aa A o
ﬁ‘ﬁﬁ‘JJWLl‘ﬁ‘Vlﬂ”IﬂﬂTi‘il!ll’)mﬂilll,ﬂaﬂ‘]JﬂWﬁﬁﬁﬂJWH‘ﬁVlllﬂﬁﬂﬂsU’ﬂleﬁ’Jmi131/?1/]1@?(5]{5] UAUNINU

&

% 1 J 1 [

032 #9108 IUAUN .05 A1 SRMR (Standardized Root Mean Square Residual) 1lun1sia
1 ~ [ 1 1 % v A 9 Y 1 % v A w 9
‘ﬂ']ﬁlafJGIJf’Nﬂ'J']lJ!L@'IfW]'Nﬁgﬁ'ﬂ\TﬂTﬁWﬁNW‘u‘ﬁﬂﬂ']ﬂﬂ']ﬁm]’hl!agﬂ']ﬁﬁﬁﬂwu‘ﬁﬂﬁﬂ!ﬂﬂllﬂ Iﬂﬂ

[ I X 1 T @ 1 'd 1
Ysvumnaldiduunasgiu dadiauninu 021 desniunmal .05 A1 GFI (Goodness of Fit Index)
I A KR o 1 1 1 9 A a Y- A
Llluﬂ’]‘ﬂllﬁﬂfiﬂﬂﬁﬂﬁ?um@fiﬂ']ﬂ'J']lILLlI3‘]J3'31.!5'33J5U@\15Uf’)3511a1/|ﬁ'11115ﬂ@‘ﬁﬂ']flulﬂiﬂﬂilllﬂa1ﬂ

Y - 1w ' 4 ' . . < 1A
FIWIU UAUNINY 991 WINNIUNUMN .90 A1 AGFI (Adjust Goodness of Fit Index) Wuan
U5091M1 GFLioRsandesuduaniwanogluTuaa (d A1 AGFI 9z1)5Daas GFI
A = o 9 da! K2 A ' o ' 4 J .
LN@INL@aﬂJﬂ')’]ﬂJ%UW@uN’]ﬂﬂJH FIUAUNINY 0.986 WINNIUNUN .90 A1 TLI (Tucker-Lewis

<3 1 d‘ =S [ 1 1] 9 d‘d d‘ = [
Index) LﬂuﬂTﬂLLﬁﬂ\m\iﬁﬂﬁ?ﬂﬂlﬂﬂﬂ?iﬂi‘ﬂﬂ?Qﬂ??ﬂﬁ@ﬂﬂﬁ@ﬂﬂlﬂﬁihmaﬂﬁﬂyTLlJi’JL‘VIfJ‘LIﬂ‘]J

]
1 A oo

% 1 Y ' 4 1 <
Tm@aggm @Qﬁﬂ%‘ﬂ”lﬂ‘ﬂ .998 WINNIUNUMN .90 A1 NFI (Normal Fit Index) WumnmuInn

A

ORTIAIUVDIANINUANA1NTEUINAT Chi-square V09 Tutaagruaz laanans ooy
1 1 1T v 1 4 o & < o 1
A1 Chi-square Y94 1U1AAF U UAUNINY 984 MINNIUNMAN 80 AanuaziiuldA1a1e q 7

a 3’, ] g2 A 1 = 9 A
NNTAUUAIUN UMD N TNRalANNdoAndINaNNAY

d' 9°1 @ 4 % ldy I LI 4 a 9
M1319N 4.30 ‘L!TH‘L!ﬂﬂ\1ﬂ°1Ji$ﬂi’)‘]JLLEI$G]’J‘LIQ‘])'511?JQIﬂJLﬂﬂﬂﬁLﬂu!NWWH‘gﬁﬁﬁuﬂW

. T ERAGYEA
funls -
B. b, S.E. R AVE CR
BT1 0.959%*x* 1.000 0.033 0.920 0.899 0.640
BT2 0.975%*x* 0.975%*x* 0.025 0.951 0.866 0.559
BT3 0.921%*x* 0.896%** 0.030 0.849 0.798 0.501
BT4 0.783%** 0.778%*x* 0.050 0.613 0.809 0.517
2

X 7=236.22; df=124; Relative Chi-Square=1.905; p-value=0.121; RMSEA=0.032; SRMR=0.021; GF1=0.991;

TLI=0.998; NFI=0.984
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BTN
BT12
BT13
BT14
BT1

BT15

BT21

AR

0.959
BT22

BT23

2 BT24

BT25

BT31

0.849 BT33

BT34

BT3

BT35

BT41

BT42

BT43

€

BT4
BT44

d' o Aa A v o W % " v a 9
HMNN 4.3 IﬂJLﬂﬁi’NﬂﬂﬁZﬂ’ﬂ‘]JLGINEJL!EJ‘L!E’J'Llﬂ‘]Jﬁi’Nﬂlﬂﬁﬁ?tlﬂilﬂ”lwuﬁﬂi?ﬁuﬂ”l

]
IS v [

{ 1 a 4 a @
NNNA 4.3 188 913NN 4.30 NUN NﬁﬂWi’JLﬂi131’1ﬂﬂﬁﬂi%ﬂ@ﬂl%ﬁguﬂuﬂuﬂﬂﬁﬂﬁ

9y o 4

Vo @ A v A y X a Y o 9 a o
ﬂl@ﬂiulﬂﬁmTWMﬁ@]iTﬁ'Uﬂ”mﬂﬂ EJ'CTiNEU‘LliJﬂ'JnJﬁ’Oﬂﬂﬁ@ﬁﬂﬂﬂ]ﬂgﬁﬁﬁﬂi%“ﬂﬂy Taens

@ 1% 1

a ' J A A 3 o J ¥ J Yy 1
AnTIEHeIR N UIFIBUGUIUATTOINDI ANIMITNBIATZNOUNI 4 aedi)sznon Taun
mstiaausmluguru (BT1) milentazanudosunu (BT2) myaivayuasiaui (BT3)

= 1 a a ] = ] 1 v A
Hae NMINTIUIAUBINANTTU (BT4) Nﬂ?tﬂﬂﬂ’)ﬂﬂﬂ?@gizﬁ’ﬂﬁ 0.783-0.975 Iﬂfﬂqﬂ@ﬂll

@ [ a

Hed Ay Nanansay 001

[ U

4 a 1 %’ o J o w 9
Lﬁf’JWi]Wiﬂﬂ?ﬂlﬂﬁuﬂi’Nﬂ‘iJi%ﬂi’J‘]JIﬂfJﬂWiLdiEN@]HJQTﬂ‘Uﬂ’NZJ?HﬂﬂJU ITNUIN

J A 1A A @ = o w A 3 v W 1
29A15ENOUN 2 AUINLAZANUFDITINAY (BT2) llﬂ’ﬂllﬁTﬂﬂJuﬂJTﬂﬂQ'ﬂLﬂu@uﬂULliﬂ 1

%’ o J 1w a " o a
WimunesndseneumIny 0.975 Ll,a$ﬁ13J15ﬂﬂ‘ﬁ‘U1Elﬂ’J1NLLﬂiﬂi’JuiuTﬁJLﬂmNWWHﬁ@iWﬁu?gﬁ
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FF k) ' 4 ~ a1 1 a0 %’ @
"lﬂiﬂﬂa% 95.10 imaam"lmm p9Adsznoun 1 msumusm”lwguw (BT1) ¥AIUIHUD
4 T W a 1T v a Y Y
p9AdsznoumNY 0.959 uazmmsaaﬁmﬂmmuﬂsﬂiauiuiummmwuﬁmmum llﬂ
9 o w 1 Y J 4 d' [ a 9 = %’ Y]
3080 92.00 ammmm"lmm p9Adsznoun 3MTAUUTAYUATITUAN (BT3) ¥ATUIHUD
4 T W a 1T v a Y Y
p9AdsznoumNY 0.921 uazmmsaaﬁmﬂmmuﬂsﬂiauiuiummmwuﬁmmum llﬂ
9 o w Y A 4 ~ = 1 a a =
3990¢ 84.90 LAaTAIAUTANIYND p9Adsznoun 4 NITUTIUTIULBINGANTITUY (BT4) ua1
%’ o J [ a 1w a
Wiminesndseneuminy 0.783 Llﬁ$?Hll”Iiﬂi’)ﬁ‘]J1EJﬂ’JTlJLL‘IJi‘1J§’JuGlHIﬂJLﬂﬁLNTWHﬁ@iWﬁu?gﬁ
vy ao’ ] 4 ~ @ 1 dy N~ 1 o T v o
"lmaﬂaz 61.30 NN YTENOUNUEAIAINA1IN Llﬁﬂ\‘lclﬁl,ﬁu’ﬂ G]’JLHJ'ELNTW‘L!‘Q@]?T
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a J J a (Y] Y]
M3Inzriesndsznoumaudy (CFA) voamulsueldluaunmsinsadia

a J 4 a @ < g
M3AATIZHOIAYTE NOUITIE UG (Confirmatory Factor Analysis: CFA) Wuvruaou

draglumsasnaeunnuiosnsudelassadwuesdandsudsluTumansite Taoling
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nadoviliseiinervesnunganssudus Inandineasidausweihila laun quamsidud
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d' a d 4 a A [y 1 a 9
M3197 4.31 wamsIAsIZHeIndsENoUIBIEUGY (CFA) VDIAUAINTITUAT (BE)

mulsdaunala Factor Loading  C.R. AVE R?
v Y A v K a Y
M3suirsonszmindens@udn (BE1) 0.901 0.793 0501  0.887
M35u0nan YR 1aud (BE2) 0.940 0.817 0552 0941
anuyeuTeanuns1dum (BE3) 0.916 0.834 0554 096
BE1
BE2
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d' I3 a A v 1 a 9
MNN 4.4 037152 NOLITIBUTUVDIRAUAINTIAUA (BE)
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A3 4.31 WU WANITAATIZHDIANTENOUIFAIUTU (CFA) Y0IAUAINTIAUA
o { o 3 @ J . 1
(BE) Aautlsidann'ld (Observed Variables) A111417n09A152n0Y (Factor Loading) 3f1
[ v = U A A 9 3 ] 4
ANUANNUTFA (0.901, 0.940, 0.916) FIMIANUTOND Tavesalsura (C.R.) Munmal 0.70
Y d' o a Y 1 dl 9
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MUY 11EA971 BE1 BE2 BE3 @ansnesuieanuulsilsiuuesdualsuns BE 1d5osay

88.70 91.10 LA 96.00 AINAIAL
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mundsdaunala Factor Loading C.R.  AVE R?
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mundsdaunala Factor Loading C.R.  AVE R?
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MANUTUWUT NA1 0.904, 0.916, 0.943 aAIAANNTUNUTAUAMTUA FeamnNwsede
I&veafualsuds (C.R) Munaal 0.70 NAFIN 0.796, 0.846, 0.834 MuaIay drumsiszidiu
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minzay Taed1999uanmg Hair et al. (2010) #9615

M99 4.35 AMaFUAINToULLUTIad Tuaamsiauas Tuaa Iaseasaluningu

amils NFI R? CR AVE SRMR

1. AuAIAT1dUAT (BE) 0.992 0929 0908 0844  0.015

v 9

A =] a 9
-MITUINIDATEHUNDINITUABEL)

U

o YR a Y
-NITUTNAUNINYDINT 1A UA (BE2)

U Q

A v a 9
-ﬂ'JTllL"’IfﬂiJIEJQﬂ”]J@TIﬁHﬂT (BE3)

2. anuiluriiugaaud (8T) 0.991 0757 0910 0.848  0.016
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HN: INMA1518M15 NorMDd Fit Index (NFI) > 0.90, R? (Coefficient of Determination) 0.75 (99), 0.50
(1hunang), 0.25 (¢1), Composite Reliability (CR) > 0.70, Average Variance Extracted (AVE) > 0.50,

Standardized Root MDan Square Residual (SRMR) < 0.08
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H Y 4
nazAieInsuFuilon1veayanaalsenougyall @9 SRMR =.016 1AAI11A1Y
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a (% a v
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FapansznuaeaNUMINaN lagsuved JuaaiioN1san WA UAYHOY (Kline, 2016) (Hair
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1 H 4
G]i’J’i]ﬁ’t’]‘Uﬂ’J”lﬂJ!‘ﬁENG]ﬁQ@ﬂllIﬂiQﬁ%}N (Construct Validity) ﬂ’JHJLﬁfN@]iQGHNLﬁ’O‘HT

(Content Validity) AMUFANUYDITOAIN ANUHINZ TULALANNETDANADIVDUATDIIIBIT8 1Al

MARFHANNETOANADA (Index of Item Object Congruence--I0C)

=D

i d AITe ey '
2 3 10C A 10C
g1
1 1 1 1 WU
2 1 1 1 WU
3 1 1 1 WU
4 1 1 1 WU
5 1 1 1 WU
6 1 1 1 WU
7 1 1 1 WU
8.1 1 1 1 WU
8.2 1 1 1 WU
8.3 1 1 1 WU
8.4 1 1 1 WU
8.5 1 1 1 WU
8.6 1 1 1 WU
8.7 1 1 1 WU
8.8 1 1 1 WU
8.9 1 1 1 WU
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' NIV IV 1Y
Y A u £
Vol :
3 10C M 10C
8.1 1 1 W11
. =
aIUN 2
1 1 1 WU
2 1 1 WU
3 1 1 W11
4 1 1 WU
5 1 1 WU
6 1 1 W11
7 1 1 WU
8 1 1 W11
9 1 0.67 WU
10 1 0.67 WU
11 1 1 WU
12 0 0.67 WU
13 1 1 WU
14 1 1 WU
15 1 1 WU
16 1 1 WU
17 1 1 WU
. =
aIUN 3
1 0 0.67 WU
2 1 1 WU
3 1 0.67 WU
4 1 1 WU
5 1 1 WU
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i d AITe ey '
3 10C A1 10C
6 1 1 AU
7 1 1 WU
8 1 1 AU
9 1 1 AU
10 1 1 WU
11 1 0.67 WU
12 1 1 WU
13 1 1 WU
14 1 1 WU
15 1 1 WU
16 1 1 WU
17 1 1 WU
a4
1 0 0.67 WU
2 1 1 WU
3 1 0.67 WU
4 1 1 WU
5 1 1 WU
6 1 1 AU
7 1 1 WU
8 1 1 AU
9 1 1 AU
10 1 1 WU
11 1 0.67 WU
12 1 1 WU
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3 10C A1 10C
13 1 1 WU
14 1 1 WU
15 1 1 WU
16 1 1 WU
17 1 1 WU
18 1 1 WU
19 1 1 WU
20 1 1 WU
21 1 1 WU
a5

1 0 0.67 WU
2 1 1 WU
3 1 0.67 WU
4 1 1 WU
5 1 1 WU
6 1 1 AU
7 1 1 WU
8 1 1 AU
9 1 1 AU
10 1 1 WU
11 1 0.67 WU
12 1 1 WU
13 1 1 WU
14 1 1 WU
15 1 1 WU
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16 1 1 WU
17 1 1 WU
53 72 10 0.95 B

HAN1IN3IVABUYUMNIADIHD

a J A . . ax o a £
UATISHHIANUNGN (Reliability) Tagdsaudseansuearvosnsauuin (Cronbanch’s

. A A 4 Y . A o o A 1 oL A I Y o
Alpha Coefficient) iNBUAT1LYT18UD (Item Analysis) L‘Wf’]ﬁﬂﬂiﬂTNVlllllﬁiJialﬁﬂWNLW@in“lﬂﬂ']ﬂ']N

nligunw dsingranlamanuideiurewuudo U0 (Reliability) Yo IUUDTOUD AN

o 1

J
Aurumdulseansuoarh (OL-Coefficient) AINIATNITYIATOULIA (Cronbach) (Lee J.

Cronbach, 1990, p 164) #9111 0.7 8¢ lunaai 1918

Item Statistics

Code Mean Std. Deviation N
MD1 4.39 0.797 67
MD?2 3.97 0.816 67
MD3 4.52 0.636 67
MD4 3.79 0.913 67
MD5 4.39 0.695 67
MD6 4.24 0.676 67
MD7 4.39 0.602 67
MDS8 4.25 0.612 67
MD9 4.51 0.637 67
MD10 4.42 0.607 67
MDI11 4.31 0.556 67




Code Mean Std. Deviation N
MDI12 4.12 0.591 67
MD13 4.03 0.717 67
MD14 4.48 0.56 67
MD15 4.09 0.668 67
MD16 4.21 0.64 67
MD17 4.12 0.769 67
MD18 433 0.805 67
BE1 4.34 0.789 67
BE2 4.63 0.599 67
BE3 4.43 0.701 67
BE4 4.48 0.587 67
BE5 4.4 0.74 67
BE6 4.48 0.636 67
BE7 4.51 0.561 67
BES 4.37 0.775 67
BE9 4.51 0.683 67
BE10 4.49 0.612 67
BE11 4.37 0.693 67
BE12 4.52 0.682 67
BE13 4.57 0.633 67
BT1 433 0.705 67
BT2 4.52 0.612 67
BT3 4.43 0.679 67
BT4 4.4 0.698 67
BT5 4.49 0.66 67
BT6 4.51 0.726 67
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Code Mean Std. Deviation N
BT7 4.42 0.762 67
BTS 433 0.786 67
BT9 4.57 0.657 67
BT10 4.48 0.66 67
BT11 4.51 0.726 67
BT12 4.4 0.78 67
BT13 4.49 0.766 67
BT14 4.61 0.627 67
BT15 4.6 0.698 67
BT16 4.57 0.657 67
BT17 4.54 0.682 67
BT18 4.57 0.679 67
BT19 4.6 0.698 67
BL1 4.63 0.624 67
BL2 4.52 0.66 67
BL3 4.42 0.527 67
BL4 4.57 0.657 67
BL5 4.73 0.617 67
BL6 4.69 0.467 67
BL7 4.57 0.557 67
BLS 4.48 0.533 67
BL9 4.61 0.627 67
BL10 4.63 0.624 67
BL11 4.66 0.686 67
BL12 4.64 0.62 67
BL13 4.66 0.664 67
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Code Mean Std. Deviation N
BL14 4.66 0.664 67
BL15 4.66 0.664 67
BL16 4.66 0.686 67
BL17 421 0.749 67
BL18 433 0.746 67
BL19 433 0.786 67

Reliability Statistics

Cronbach's
Alpha N of Items
.858 69

g
msmuumdulseansueaih (OL-Coefficient) ANIBNITVOIATOULA (Cronbach)

UUUMNIIN

Reliability Statistics

Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Items N of Items
.964 .964 13
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Item Statistics

Code Mean Std. Deviation N

MD1 4.07359 599774 600
MD?2 4.15048 .609308 600
MD3 4.23127 .638643 600
BEx1 4.38458 .740065 600
BEx2 4.39367 739282 600
BEx3 4.42000 .822559 600
BTyl 4.39867 796318 600
BTy2 4.28333 729435 600
BTy3 432167 743692 600
BTy4 4.28167 779563 600
BLyl 4.29375 7155518 600
BLy2 4.35667 697232 600
BLy3 4.41500 750809 600
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MIAMUIUNGNAIDY 1 INNA VAT HANNAU]D (interest index)

AavATHA NG (interest index) 910 Google Trends

IROUUNTIAN 2567 FUNAN 2567 azidongToya Interest by subregion Vo 5zINe TNy
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