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Abstract

The article aimed 1) to develop and validate a causal relationship model of causal factors
affecting purchase intention advertising design via the Tanee Graphic Facebook page of consumers
in Bangkok and its vicinity, and 2) to study causal factors affecting purchase intention advertising
design via the Tanee Graphic Facebook page of consumers in Bangkok and its vicinity. This study
was quantitative research. The sample consisted of 313 consumers from Bangkok and its
surrounding areas who expressed a desire to purchase advertising designs from Tanee Graphic's
Facebook page. The tools used in the research were online questionnaires. The statistics employed
in the data analysis included frequency, percentage, confirmatory factor analysis, and structural
equation modeling. The research resulted in the development of causal relationship models,
comprising four components: 1) brand awareness; 2) brand image; 3) brand equity; and 4)
purchase intention. The model was consistent with the empirical data to a significant extent. The
statistic showed CMIN/df = 1.95; GFl= 0.95, AGFI = 0.92, SRMR = 0.04, RMSEA = 0.06. The
final predictive coefficient was 0.67, indicating that the variables in the model can explain the
variance of causal factors affecting purchase intention advertising design via Tanee Graphic by 67
percent. It was found that brand awareness and brand image, respectively, influenced purchase
intention. If Tanee Graphic applies the findings of this research, it will benefit the advertising
design business considering brand awareness, brand image, and brand equity. As a result,
purchase Intention, the advertising image design service, through the Tanee Graphics Facebook
page.

Keywords: Brand Awareness; Brand Image; Brand equity; Purchase Intention; Tanee Graphic
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aqUlan Annunsadeaanaanstuyndulsudsiasling (Har et al, 2014) aaunisAiAszn
AnsBedernsiauladannale (Indicator Reliobility) Wian dautlsdainalayndafinn Outer
Loadings #1n1n121 0.70 98 9197t 1 wameandiaudsdans laianaatulunaiimonuundede

v A

(Hair et al., 2014) WATANT WA 1 LLﬂﬂQﬁﬂﬁﬁﬂ’]NﬂﬂﬂﬁQLLﬁﬁﬁﬂLﬂ@]\fﬂ PN
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AMATNANE YD IULTUR 0.84 077 053  7.95 1 0.06 015  0.90
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1.2 NANIIATITHAUAIINIDAARDIVE IHLARAITNANAUTBIR AR TR WA T WD
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2817195 TAaRe1504191N AT TARLAITANINS (CMIN/Gf) = 1.95 Andaf GFI = 0.95, AGFI = 0.92,

was CFl = 0.95 @aifiulumisinaimiag At GFl, AGFl uway CFl mavfANfaum 0.90-1.00 AN



Journal of Multidisciplinary in Humanities and Social Sciences Vol. 7 No. 5 (September — October 2024) 2711
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001 §annd 2
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X 2 = 91.51, df=47, CMIN/df = 1.95, GFI = 0.95, AGFI = 0.92, CFI = 0.95, SRMR = 0.04, RMSEA = 0.06

At 2 padifesslnaradRRNSB E R AHAs N3 TruEn1sesnuuUgUn I Rmon
Ay Tanee Grophic 2895 lLAN3TMNqamMNAMNHATUAZUSHDIMA

(TuLmﬁﬂﬂm@mﬁwm@L%\m‘azé‘z’ﬂw)
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and Lomax (2004) AGFI = 0.90; (Schreiber et al., 2006); RMSEA < 0.08; Thompson (2004)
SRMR < 0.08
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