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ABSTRACT

Introduction: The Karen Pwo Handwoven Textile Community Enterprise in Phetchaburi Province has
continuously developed and marketed its products. However, with the growing importance of digital marketing
and increasing global competition, community enterprises must adapt to expand their distribution channels more
effectively in order to meet consumer demands. Objectives: 1. examine consumer behavior, 2. investigate digital
marketing factors, and 3. develop a structural equation model (SEM) of digital marketing factors influencing the
purchase decisions of Karen Pwo handwoven textile products in Phetchaburi Province. Methods: A quantitative
research design was employed. The population and sample consisted of 400 individuals interested in handwoven
textile products. Data were collected through an online questionnaire and analyzed using frequency, mean, and
standard deviation. Results: 1. most consumers had never purchased Karen Pwo handwoven textile products
but expressed interest in woven textile items such as clothing and apparel, which they considered suitable as
souvenirs; 2. the most influential digital marketing factor affecting purchase decisions was the presentation of
the history and meaning behind the textile patterns, with TikTok being the most preferred purchasing channel;
and 3. structural equation modeling indicated that the digital marketing factors influencing purchasing decisions
consisted of four dimensions: sales promotion, marketing communication tools, content creation, and social media
channels. All factors demonstrated a good fit with the empirical data, with fit indices as follows: CMIN/DF = 2.45,
RMSEA = 0.044, GFI = 0.95, AGFI = 0.92, RMR = 0.034, NFI = 0.95, CFl = 0.97, TLI = 0.96, IFI = 0.93, and P = 0.06.

Keywords: Digital marketing; Karen Pwo handwoven textile products; purchase decision; Phetchaburi Province
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PMT fnunisdasiunisne (1de) 3.98 0.74 un
PMT1 HfvesdnanuardduAT 4.17 0.72 N
PMT2 ansaAudumlaazain 4.00 0.72 1A
PMT3 anTAmsdsdendausnuasnduindedn 3.92 0.76 11N
PMT4 Taueduifureaaadununania 3.83 0.79 1A
IMC frunTesfiodoarmunisnana (ade) 3.85 0.79 4n
IMC1 mslawanuuunanneiuAIva 3.94 0.78 un
IMC2 msldgsisvanauudedrmaaulan 3.86 0.82 Ol
IMC3 maUseanduiusinuion 3.82 0.76 10
IMC4 AMIRAIAAIALN 11N
3.80 0.81
(Search engine optimization :SEQ)
CON frunsadeassaidiom Gaie) 3.84 0.78 N
CON1 Piauensusineunduaiemedmenamdsdys 391 0.82 1A
CON2 unauansidnudmenndungieuizes 3.86 0.78 N
CON3 viaveaulunvesimensmdesiud 3.84 0.73 11N
CON4 Piauemsusaneseianssuraniimensviesiui 3.75 0.79 11N
PLA fnutamnededinusaulay (nde) 3.76 0.86 un
PLAIL anfion 3.79 0.89 un
PLA2 wada 3.76 0.90 N
PLA3 g 3.75 0.83 N
PLA4 BUNTIWATY 3.74 0.85 1A

PNNITTATIZHRIUINTT 1 maﬂuaqﬁm?{aLLasa'auLﬁ"mmummgmﬂuaq{]ﬁams%"uﬁmqmimmmﬁmaﬂzm%"
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aNA FUNSESESIALEeM uasiuTessdednuoaulat muddy uazitotudunudiuduestiade fhuUsiunay
VAABUANAFIUAINNTEUNITIY (Hair et al., 2010) AIFeslavinnsiasgindusenauldediugu (Confirmatory Factor
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(Regression Analysis) MelUsuNsumedIsa3Un et agunanunseil 2 fail
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4. Jmagunsiasasalavenisdeansniseannnavandinananisenaulatendniunannannews eyl Jain
WYIYT (The MKT Model)

Gﬂi’N‘ﬁ 2
n153ATI¥Y CFA Y89 The MKT Model

Factor Loading (F,) Regression Weight
Indicators PMT IMC CON PLA Estimate S.E.* C.R.** *xxp
PMT1 .78 1.06 A1 9.64 X
PMT2 76 1.05 A1 9.46 il
PMT3 .75 96 .10 9.46 X
PMT4 67 1.09 12 9.43 Yxx
IMC1 .80 95 .09 10.02 il
IMC2 T7 1.05 .10 10.02 el
IMC3 74 .83 .09 8.92 el
IMC4 73 97 .10 9.47 el
CON1 .81 1.02 .08 12.58 e
CON2 16 98 .08 12.58 i
CON3 .68 1.19 .10 12.17 i
CONa 67 1.19 .10 11.94 i
PLA1 85 86 .10 8.62 X
PLAZ 73 1.16 13 8.62 i
PLA3 .70 1.01 A1 9.03 %
PLA4 .69 1.15 .10 7.52 X

Notes: * S.E. — Standard Error ** C.R. =Critical Ratio ** Unstandardized. P<0.001 for all coefficients

2nA9197 2 W ddTanndamedineanslunsiesest CFA Sifbddamneedin (Significant: P*) uazd
fsaTdndngn CR. = 1 Fannniiiimeanistusi mnedsudsmngadlunsibusunuiefs waznsdl CR < 1
yanefdlivnzasniuldlunindusunu Dragan Dejan & Topolsek Darja, 2014 s niuSsvhmannae UYLy
auvashinnafemadiinisvagou 2 nau wandldda meil 3 wudh mavageunaw? 1 Absolute fit Usznauluseada
naaeu loun CMIN/DF = 2.45 viangaud TunadianunaunfuiudeyaleUsednlunmsiu uag RMSEA = .044 , GFI
= 95, AGFl = .92, RMR = .03 naul 2 Incremental fit Usgnauludeadfvaaeu NFI = 95, CFI = .97 , TLI = .96 ,
uay IFl = .93 NFI = 0.95 ynenadfnisvagousis 2 ngu sianunogluszdui (qood) Teamnsnaguléd dafouasauyslu

The MKT Model aanngpsivdayaieusedndiwanivauiigiu awnsoagulananing 2

Y
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ﬂ’W‘W‘ﬁl 2
The MKT Model

Absolute fit index @ @ @ @
[1] CMIN/DF = 2.45 < 3 good 053 1048 [072 o4
[2] RMSEA= 0.044% error < 0.05% good

5} AGFI~ 095> 0.90 [pLaz|[pLas| [pua | [PLad]
[5] RMR = 0.034 close to 0

|PMT2| IPMT4| |PMT1| |PMT3|

1341

Incremental fit index

[6] NFI = 0.95 good
[7] TLI = 0.96 > 0.95 good
[8] CFI = 0.97 > 0.95 good
[9] IFI= 0.93 > 0.90 good

P =0.06>0.05
Chi-square = 105.3 ;df =73

[1] The MKT Model = dadumssusmsaainéavia
naNKAnsaefanI o 9
[2] PMT = Promotion shunmsaaasunisuny
[3] PLA = Platform shualosnafofanuooulail
[4] CON = Content Fumsadreasssiiionn
[5] IMC = Intregated marketing communication
ghwmsosiiofomsynanmsnana
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AIINNANNAULALATITUAIUgNABIlUNIsaT 1 ln AN 5 IATIaTIS

. . 2 R
Dimensions/Element R; R; e; CR. AVE. P
—> PMT 0.84 0.71 0.29 e
The KMT | —> IMC 0.77 0.59 0.41 wx
0.85* 059* P——
Model —> CON 0.76 0.58 0.42 o
—> PLA 0.70 0.49 0.51 e
—> PMT1 0.73 0.53 0.47 e
—> PMT2 0.80 0.64 0.36 e
PMT 0.85* 058* ——
—> PMT3 0.77 0.59 041 o
—> PMT4 0.74 0.55 0.45 e
—> IMC1 .80 0.64 0.36 e
—> IMC2 a7 0.59 041 e
IMC 0.83 * 058* P———
—> IMC3 .74 0.55 0.45 e
—> IMC4 73 0.53 0.47 o
—> CON1 81 0.66 0.34 e
—> CON2 76 0.58 042 e
CON 0.82* 054* P—m—
—> CON3 .68 0.46 0.54 o
—> CON4 67 0.45 0.55 e
—> PLA1 85 0.72 0.28 e
—> PLA2 73 0.53 047 e
PLA 0.80 * 056* P———
—> PLA3 .70 0.49 051 e
—> PLA4 69 0.48 052 o

MBI : the standardized factor loading (Ff, w38 R); variance (FLZ vio R? ); the error variance 1 - L‘? e
Composite (construct) Reliability (C.R.); Average Variance Extracted (AVE; Acceptable (*).*** Unstandardized.
P<0.001 for all coefficients is significant at the 0.01 level

YA o =2

959 3 §3%eaguliin The MKT Model Uszneuluse 4 JadelasiBesdiiunimdrdyany Factor
Loading (R) U1 sunsdaiaiunisune (PMT) fien R snndigauintu 0.84 Ingdseneulusng PMT1 PMT2 PMT3 PMT4
uwiars1ensian R = .78 .76 .75 .67 sesawnldun duedesiiedearsnsnisnain (MO fieh R = 0.77 lnsuseneu
U IMC1 IMC2 IMC3 IMC4 ustazsnenisilen R = .80 .77 .74 .73 drumsadsassiilem (CON) fien R = 0.76 Tne
Usenauludne CON1 CON2 CON3 CONA usiarsnenisiien R = .81 .76 .68 .67 uay fudesmsdedanuesulatl (PLA)
TneUsznauludie PLAL PLA2 PLA3 PLAG usiazsnenissien R = .85 .73 .70 .69 snudndu dlefinnsan CR. wae AVE lng
(Dragan & Topoliek, 2014) na1731 AVE Aasiien > 0.5 wazaasiieendt CR. luvaedl CR. fosfien > 0.7 aanansnsdi 3
wui ynudsiidaenndesnuinasifiimun WeRasane P wuimndulsuazyntiade fsvfutoddynsainse

i Fsaunsaaguledn The KMT Model ansnsateislauazaenndosiudeyaiieUseding
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AlaanAsEuRms (CMIN/DF) Sinsildsunlasann 2.254 1Hu 2.45 ndanisusuluea wiagiindudntowsd

AaX '

asagluinausinl (Youndn 3) luvazdian RMSEA inmsiauniipduesnedaou a1n 0.056 18 0.044 Fashnininausisnnsgu
0.05 uansiannuAmndeufianadlulinnandansusuuse

friiinmnunaundu GFI fin1sufuuain 0.94 Hu 0.95 shlviunasifiaiants wudeatue AGFI ity
910 0.91 1y 0.92 Fegandnausivirvun (0.90) fh RMR Hnnsiasuudasiisadntiosan 0.031 U 0.034 usidndlnd
\Fgagudnsnasivianemis

A1 NFI Sinsiannilanisiuain 0.90 8 0.95 Ssfeseduinasiin Tuvasiien CFfsduan 0,94 18u 0,97 awviou
famnunaundudaUSeudiouiinay wudertuen TU fusutsenn 0.92 8u 0.96 Fagsniunasivianans (0.95) dausn

IFI fnmswdeusdasdniosain 0.94 10u 0.93 urdasganinunaeifidvun (0.90) Nidndey Adeddnieeda (P-value)

£

finsiaeuuiategnaunnain 0.00 Wu 0.06 Fagendt 0.05 uanvilunandinisusuiinuaenndesiudoyadsszing

a

agsildfudAny uenanil Alaaums (Chi-square) anasegnennain 191.5 1Wu 105.3 luragfiosrdase (DF) anadain
85 10u 73 avveuiannududeuvesiinafianamioutuanunaunaufindu Bollen and Long (1992); Schumacker and

Lomax (2004) Fsanunsaagulain The MKT Model dnnuaenndesuaznaunduivtoyaidasedny endnaatianig
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