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Abstract

The objectives of this research were to 1) develop and examine a causal relationship
model of intention to use the TruelD application of customers in Bangkok and its vicinity; and 2)
study causal factors influencing intention to use the TruelD application of customers in Bangkok
and its vicinity. This study was quantitative research. The sample group consisted of 400 people
who had used the TruelD application and lived in Bangkok and its vicinity by convenience
sampling. The tool used in the research was an online questionnaire. The statistics used to analyze
the data included frequency, percentage, confirmatory factor analysis, and structural equation
models. It was found that the developed causal relationship model consists of four aspects: 1)
customer engagement; 2) brand image; 3) digital marketing; and 4) intention to use. This result
was in good agreement with empirical data, considering the CMIN/df value = 2.57, GFI value =
0.95, AGFI = 0.92, SRMR = 0.04, RMSEA = 0.06, and prediction coefficient = 0.93, indicating
that the variables in the model can explain the variance of intention to use the TruelD application
by 93 percent. It was found that customer engagement, brand image, and digital marketing have
a combined influence on intention to use. Therefore, operators who provide TruelD applications
should prioritize customer engagement. This should make customers feel involved in the product or
service. Through various activities, such as participating in activities, following news, expressing
opinions, and forwarding, When customers feel part of the activities, they are stimulated to feel
excited and have fun with them. This will have a positive effect on the intention to use the TruelD
application.
Keywords: Digital Marketing; Customer Engagement; Brand Image; Intention to Use; Application
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