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Abstract

The article aimed to 1) develop and validate a causal relationship model purchase decision
of real estate through the Facebook page of consumers in Surat Thani, Thailand, and 2) study
causal factors influencing purchase decision of real estate through the Facebook page of
consumers in Surat Thani, Thailand. This study was quantitative research. The sample consisted of
200 individuals who have booked real estate through Facebook pages and reside in Surat Thani,
Thailand. The tools used in the research were online questionnaires. The statistics employed in the
data analysis included frequency, percentage, confirmatory factor analysis, and a structural
equation model. The research findings revealed that the development of the causal relationship
models included five components: 1) product reliability; 2) admiration; 3) price; 4) reputation; and
5) purchase decision. The model demonstrated a high degree of consistency with the empirical
data. The statistic showed CMIN/df = 1.35, GFI = 0.94, AGFI = 0.90, SRMR = 0.03, RMSEA =
0.04. The final predictive coefficient was 0.68, indicating that the variables in the model can
explain the variance of booking decisions of real estate through Facebook pages by 68 percent. It
was found that admiration, product reliability, and price were respectively influences on purchase
decisions. The findings of this research hold value for real estate entrepreneurs who market their
properties on Facebook pages. They should take into account brand reputation and brand
admiration when developing a strategy for their real estate business in the future.

Keywords: Causal Factors; Purchase Decision; Facebook Page; Real Estate
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Ad 2 anadfzeslimaaNEIUE B EnMssinAuladendmEImIne
una gy n ey U3 lnaludmingsugsond Ussmalne

(TuLmﬁﬂﬂmmmﬁ’wm@L%\mﬁxé‘fmsl)

2.2 NAN1ANEITITUTINUNABNTNAN AT BNTNANNLDNUALENTNATIN

a

1 1 o 2 o A o P &V v A o o P
fanswanenisdnaulagesdmiBunsnguwmamayneesuslinaludmingsiugssni

Uszmeve fanng9i 2



2802 | 91TAVIANINYINIINWYLFIAATUALAIANATART D91 7 RUUT 5 (Fe1eu - ARIAN 2567)

A51991 2 LAASAIAYIBNANIINATY AVIBNANINEaNLAYAYBNATINTIRBYENana NS A RN AT aaAINNEHNSWE

vy neesyu3 lnatudmdaganugsond dezmelng

sautlsuslanalu
Aquilsupsntanan AudaRe aunssinAulate
DE IE TE DE IE TE

AWANHINE D BB DINARNSTD - - - 0.31%* 0.31%*
AR 0.95%#* - 0.95%#* - 0.67%** 0.61%**
AWIIAN - - - -0.09 - -0.09
AEeLde - - - 0.64%* - 0.64%*
AUz AEnanennaol (R?) 0.89 0.68

WX ***p < .001, **p < .01 DE = BNDNANWAW, |E = BVTwan1eaa, TE = BNTNAII

91n919199 2 wuanTadanunissinauladaadmidaninausnaEyneeIyu3 lna

[ o 4 g’u/ A A { % ¥ 4
Tudmdngsugssnil szmanelnsudninantsnssnnniigaainiaduaiuie dos douin

1
aad

AnBwawmniu 0.64 sae@ipdAyneadiAfissdy 001 uaslnFUBMENaN9BBNNINTIgA9IN
T9q8A UAIINENYEH RUUIABVIENAWNTU 0.61 aaNHHsRAYNaTFAATeAY .001 wazTaqs
AMEaRs [nSuBVEnannTsNIniigaaintaduaiuaaudugy fauindninawmiiu 0.95

g NRadAYNNEdRATAL 001

afUs1eNani1sIay

v
a

WATHDALUENIH IR UsT R ArEIngATETn AGTl

1. Tunanaudsing Bsgnnnisdaanlatesdmauning uunaiaynaesyuslnn
Tudamingaugisnd Ussmalng Usznauaos 5 A Taun 1) amaaudadonnswdndom
2) ATUAIINTUTH 3) ATUIIAT 4) AuEieidEs uaz 5) Aunisdnanleda Geananaasiy
3ATEY89 Mariska et dl. (2018) uazluinamATUS BT IATIT R TR a ARaEITLYDYA
Batlazdneiinesnss TneRensonenaadnn-auaas (X Wnfiu 98.37, AN CMIN/df W
1.35, ANBIANANTY (df) WU 73, A1 GFl Ay 0.94, A1 AGFI wnfu 0.90, A1 SRMR L
0.03, ﬂlﬂ RMSEA Lﬁ’ﬁu 0.04 *‘éuﬁufﬂmmﬂmfﬁﬂm Ullman (2001) CMIN/df < 3.00; Joreskog
and Sorbom (1984) GFI = 0.90; Schumacker and Lomax (2004) AGFI = 0.90; Schreiber et al.
(2006) RMSEA < 0.08; Thompson (2004) SRMR < 0.08

2. Taduideannafifiansnanoniafnanledas fanduninauma ey neg

4 o/ o/ 4 o/ ke
HUS InAtudandngsnugsond Ussmalng #ofl



Journal of Multidisciplinary in Humanities and Social Sciences Vol. 7 No. 5 (September — October 2024) 2803

2.1 Taduntunisinanledaadoniduninaunnaaynaasyuilnaudomds
qaug3517 Uszimae lnsudninanwnssniniigraniadaauiaidassnniiqe asen
nualnasusiadsBauanaasedmndundnauunaisnn Aseufuniidaunmi smien
AEUFUBIAINABINIT HAntnundenals uarfiniseanuuuiiduendnuo aaanaasty
314348289 Singin (2020) TaRnenTasefidanananelnduaiiiefiasnananissnanleds
snsnsrasnnzinelanngammamues nuadadanndedadianenantsnsenniign
nontsdnaulada uanainildsaanaaeeiuAdaan9 Muhammad et dl. (2023) Tanma
ITUTTe L%?N Unveiling the Sustainable Path: Exploring the Nexus of Green Marketing, Service
Quality, Brand Reputation, and Their Impact on Brand Trust and Purchase Decisions nWua11Taqe
Atadesfianinanisnsasnniigananisdnauladooansfiiedidny Aeiuglsznaunisnas
N;N%'@LﬁmL%qmﬂﬁmﬂéfwﬁw%wéumwwLweﬁﬁvﬂLﬁ@?ﬁéﬂ’%‘fﬂﬂLﬁ@ﬂﬁ%ﬂ;ﬁi;ﬂﬁﬁﬁ AREINS
aanaUAuATiAsnInd fnnseenuuufiduendnunl uazasnsaRaUEHEIAIINABINNTYEY
Qu%‘[ﬂmf&ﬁ@mmsfﬁyl,ﬁmmiﬁmﬁucﬁ@%yﬂ

2.2 ﬁ@é‘v’ﬂéjmmﬁﬁmﬁu%%ﬂﬂﬁwﬁuw%’ws’-jumwmwszfﬂﬂm\iéju%iﬂﬂsfw«‘v”\m'i’m
gaug 3577 Uszmalne Tasudvdnavnsmassasasnanitadeaanusidadosasnd@niomn
fige esannyuilnasusadmaduninauumamayninislaianannimuaznassnsln
NP5gI innseanuuuauazui lasas nlrsemlaaznan soalUdsfinnsesnuuunissen
AIENTH AINITOADLAHBIANINABINITUDIUALNA A BaDAARDITLINATEIBY Steven et dl.
(2021) TaRN¥I9IWATEIEBS How Product Quality, Brand Image and Price Perception Impact on
Purchase Decision of Running Shoes? WU2TATYAIUANIN U DS 02 BINRR S LN HENEN S
Wﬁﬂmidﬁ%ﬂﬂﬁiﬁﬂﬁui‘@%ﬂﬂﬂdEQI‘LI%Tﬂﬂ WENINREIAEAARBITLNTWITE 2D Sanjaya and Sukma
(2023) Tcﬁ”ﬁﬂmmu%’ﬂ L%m The Influence of Brand Image Promotion and Product Quality on the
Purchase Decision of Hammerstout Products WU ATANN LB DT a DN ARSI T AN ENE
nenssdsanaanairauladaansuilng AsiuglaznaunisadmBamingnasifietienis
TodanAmnmuaznaas 9 lnNRsgIH NaoanuULIALAL T lsaas I lasnilaazaen ol
f9N19BDNUULNEHENEILITN FIHITOABLALBIAIIHADIN1TUD LA N AlATINa U3 ln A
Anmmganaulauaziniilede

2.3 Taduamniafnauladeadenidunsnduuma ey naosyusinaludmin

q9195957% Yszmalng n3udndnaniensensafiganianniadaaiueiai Wesainnis

' 1
o

2 o A o v v A A v Yo v 1
fnanladendomBuvingumanaynaayuslnaiuln ndaauladaainsanfignnangemg

Aug aauanfiefiuiaule uarsiafimenzauiuaniaziasugiatudaqiuildnddn @

AEAARBINLNIHATEY9 Cahyaningrum et al. (2023) (AAN©19143981384 The Influence of Price,



2804 | 1IAVTANINYINTIINYYLAIANTURLAIANATART T71 7 RUUT 5 (Fgeu - ARIAN 2567)

Security and Promotion on Purchase Decisions in Online Store: Z Generation Study Wi_lfj’mﬂ‘jfﬁ’yﬂ
Auantuamanesulaidasunusnar nAnansmnueswitaddyaedasununissinaulade
493 Gen Z (lifingzmansiln.e. 2538 v w.a. 2553) nananiidsanaansiuenddanes
Sinaga (2023) T@Tﬁmﬂ’w’mﬁéjﬂ L%m The Influence of Price on Purchase Decision with Quality of
Service as Intervening Varioble wuanadaa usnauiinanssnusgefitedndysedadunin
nnsdmaulada deiugisznaunisadeniaamingaasriilefionsaenauadmiaaninadln
NIMTFIH HANN ﬂ@ﬂLL‘UUG]NG]"INV’m’m(;ﬂﬂﬂ"l‘i"ﬂﬂ\‘i@”ﬂﬁ;"l WRTRTNATNANE T ANINNIINS
R ateare

2.4 TadaanidoiReslnsuavsnantsnsanniigaeindadanuaaisdue iesaan

1%

HUB LN AT HEaUBFINBINNSNIUMNANEYNTYINA9NITNAD N ULAZRILEENAIAN F9vInTn

e e

nualnagRnynindunenfunamlaynuazauislef lnds odmdunsnguuma gy
ADARADINTLNIHATHYD Barfi et al. (2019) TaRnun9uAdTaEas Influence of Brand Equity on
Brand Trust: Mediation of Brand Reputation and Moderation of Social Media WU 1TaSATAN
FurndBnEnantensadiuanaetadeauiaideaiioseinasdurndunumandey unas
Amuanissuguasiimiafisasualnafifinefuamaensi@uat wenainifiganAaoafiy
33352989 Tosun and Tavsan (2023) TARNH191A48 384 The Impact of Perceived Corporate
Social Responsibility on Consumer Happiness and Brand Admiration Management Decision W U f:i’]
AntnsnvagUlnafifinedunmdansianaiansnanispsadeuanpaladunindade
Fouuplsznaunisadmndamindaasdnilifenisvinfenssupauuniuasasaindany vinln
wuslnaganaunslauazsAnymiiduuenfumamenn Seladednatneraina isdoideods

1 o ~ o @ o
‘LI”JﬂWﬂﬂﬂﬂ‘iﬂ’ﬁﬂ‘ﬂ‘jWHUHLW@LWéﬁ’uﬂ

P b7 ] o
@Qﬂﬂ’)ﬁﬂﬁ?ﬂﬂ@"lﬂﬂ’li’)@ﬂ
s1nn1saTein mifinesaaanungifinadunistsznaugsiendmdaningaasn
ANHAIAYTUTa98AEa RN Ta98nuANTuYH Lazifaqam1ua kel o e naniomn

avazvinbiyualaaienissinaulaseadmBamsngunmamayn sannd 3



Journal of Multidisciplinary in Humanities and Social Sciences Vol. 7 No. 5 (September — October 2024) 2805

v ' '
ATRANHH I TD D BB
HAANN

(Product Reliability)

. . auMsHRaKla
ARTBVRYS (Reputation)

> @@ (Purchase

v 1
ATHATHANYN

(Admiration)

'
a a

ANNA 3 ﬁfv‘-‘v”ﬁL%«mms{]ﬁﬁﬂwﬁW@mm‘iﬁmﬁﬁf@%ﬁmﬁw%’m

hd b o [ 4
unmawlaneeey U Inatudaninganugsoni Yssmane

Pl v o - v o o o Y 1 o Y
mmmwgmmﬂmwmmmﬂﬁmﬂmq AMNAAYIBITaTuA T u DAY TaTumu

4 o ¥ YA A a_ o % Aa a ' o g % N o 7
ANMNTUTHN LAz aTANNAITHNHIED T UESHANST T HBVBNAREN1TAARU 9T aaRINTEHNS N
Rd 4 o o o o/ 5 ¥ ¥
uuLw@LwGm_qlﬂﬂ@a@u{[ﬂmsfummmqiwgamﬁ Uszine ns muu@ﬁizﬂﬂumimﬁw

ANHANATYAUTATAINATT

wN5U

9

TaduidamgiifansnananisinaulatasdmBamindunmaimeynaasualnalu
Finingaugsenl Ussmalnemuan

1. ipaA AN s Bsaunn n1ainfuladeadimidundnd uninam ey noas
wualnaludmingammgssil Ussmatnetsznauaas 5 A Taun 1) Auacawideiionas
WARSN 2) ANANEUTN 3) ATUTIAN 4) AnuBaldes 5) amnnnadaanlade wazliaanay

o o ° ! o i 4 v o Y o 1
AT BIER I TNAanAaasT LBy AU sy nELTue s

q
| 1

2. Tadeifdninantensenenissinanladesdmizaninaunmnaayn laun Tads

v ! o ¥ ! ! A A o < o o o Aaa A ¥
ANTRADLAYY LAZTITHATRATINUINTDIDABINAAN RN ATNATIAY TN RBNTNANTNDBNAD

masinaulagaefdmBamsngunmamayn laun JadanuaansdEn



2806 | 919AVIANINYINIINWYLFIAATUALAIANATART D91 7 RUUT 5 (FHe1eu - ARIAN 2567)

¥
DA UBDLUS

Vv
o/ 1%

a P = ¥ o/ dy
MNNANTITY NITEHVBIAUBULY Al
v ° a o ¥ s
1. amauanuz iunisinnanitsien (U talse T
11 nani1999anuan Taduaugadesidmladafidnanensenani1asnaulage
BRINITUNINY UUININ DY NNINTGA AINUNUITNBUNITAITANINTBLALILBILINY DY
afamBansngumaaynia yuslnafinnis3ugmedia arensaseuAuANTiigonIn
A fniseanuuuidiuendneod Lmzmmmmummmﬁmmmﬂm@uﬁﬂﬂfm
1.2 NANITITENUIT Ta98ATUAITNUIEaTaUaIN AR T uiTadufifinana
ﬂﬂiﬁ@@'%%%@@ﬁﬂﬁﬁﬂﬁ%%lEILI‘L!LW@LW%Qﬂ‘i@QZNN’I FNHUNUTENBUNITBRINITUNINY AT
rﬁﬁ’qﬁﬁqmi%f‘fm@mmwLLmﬂ@mNTmmmgm AN9RDNLULIWIALAL AW [aae 1 191 la
AzAN 5938 [WEIN199DNLLLNNYNANFILNN
> o me Y
2. ABARBUHL HATSVIBTEASIRE (1)
sAdeilnaunuasanngmaisaiudeds@eamaiidansnananisdnaulede
BEINTBNNTNL NN YN fmznﬁﬁaﬁﬁfﬂﬁﬁzﬁqﬂmefﬁcfumiﬂizﬂ@uqaﬁﬂmﬂmfaﬁfmmmm?qﬁfy
AuiTadeanudaides JasunuaANTuey wazlasaauREetauasnant o a1sutaeidiul
3399 Asema laasinddeTulsafuisaduladedu 4 ivanmie lUainfivsing huemase
ASIE (N Ja9ATURTANIINNRAS T Ua98ATUNIWANHUIBILLTHA Ta98aI4NITUanNaa

uuvUneaUan s

IENA19B19E

ArirayandmMTENNINe. (2566). AnNnITaiagaABTIdanAla. AU 10 unsAN 2567,
910 https://www.reic.or.th/Upload/REIC-PressRelease-230926-Housing-market-situation-in-
southern-provinces_27819_1695796105_01818.pdf.

AUEATETNANTIENEAY. (2565) AnUN1Tniganandamauninai 2565 wazuwlunil 2566.
ﬁ‘LI?Tu 10 HNTFIAN 2567, 971 https://www.gsbresearch.or.th/wpcontent/uploads/2023/06/

IN_Estate_Overview_65_66_inter.pdf.

1 1
AAaa A

FHUINNRE UTHAT UAZ WIW NaEaY (2022). JadaiBeanmniiianinananisdnanlede
vrisRpundulan Thabookfair tHNgammWamTWASUAZUBNIMNE. 9198154938171
NHEFIANTUASAIANAIANT, 5(3), 977-992. HUAUINN https://s004.tci-thaijo.org

/index.php/jmhs1_s/article/view/257954


ps://www.reic.or.th/Upload/REIC-PressRelease-230926-Housing-market-situation-in-sou
ps://www.reic.or.th/Upload/REIC-PressRelease-230926-Housing-market-situation-in-sou
https://so04.tci-thaijo.org/

Journal of Multidisciplinary in Humanities and Social Sciences Vol. 7 No. 5 (September — October 2024) 2807

ﬁflﬁmmﬁwmﬁ;iﬂﬁumq@Lz'“iﬂm@ﬁﬂﬁ. (2565). ‘mmmmm‘jﬁﬂiq@wqﬁﬂﬁurzﬁ%
Sumasifinludszmelne 9 2565. Auawile 10 unsAN 2567, 970
https://www.etda.or.th/getattachment/78 750426 -4a58 -4¢36-85d3-d1c 11c3db1f3/IUB65 -Final.pdf.aspx

Alatas, H., Karyatun, S., & Digdowiseiso, K. (2023). The Influence of Product Quality, Price
Perception, and Promotion on The Purchase Decision of Aqua Brand Drinking Water in
The Jakarta Area Final Project. Jurnal Syntax admiration, 4(4), 517-530. https://doi.org/
10.32535/jicp.v6i1.2266

Anggita, R., & Ali, H. (2017). The influence of product quality, service quality and price to
purchase decision of SGM Bunda Milk (Study on PT. Sarihusada Generasi Mahardika
Region Jakarta, South Tangerang District). Scholars Bulletin, 3(6), 261-272. Retrieved
from https://saudijournals.com/medio/articles/SB_36261-272.pdf

Barfi, R., Zhenjiang, J., Yuan, L. W., Afryie, S., Fonjong, B. B., & Sarpong, R. K. F. (2019).
Influence of Brand Equity on Brand Trust: Mediation of Brand Reputation and Moderation of
Social Media. European Journal of Business and Management, 11(21), 8-16.
https://doi.org/10.7176/EJBM/11-21-02

Cahyaningrum, B. N., Untoro, W., Setiawan, A. I., & Wahyudi, L. (2023). The Influence of Price,
Security and Promotion on Purchase Decisions in Online Store: Z Generation Study. Journal
of Namibian Studies: History Politics Culture, 33, 1702-1716. https://doi.org/10.59670/jns.
v33i.587

Ginting, M., & Sembiring, H. (2018). The Effect of Product Innovation, Product Quality and City
Image on Purchase Decision of Uis Karo Woven Fabric. 46 (Ebic 2017), 593-598.
https://doi.org/10.2991/EBIC-17.2018.94

Hair, J. F., Black, W. C., Babin, B. J. & Anderson, R. E. (2010). Multivariate Data Analysis (7th ed.).
Upper Saddle River, NJ: Prentice Hall. https:/doi.org/10.12691/education-2-7-3

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM), California, CA: Sage Publications.
https://doi.org/10.4236/alamt.2013.34009

Hoelter, J. W. (1983). The effects of role evaluation and commitment on identity salience.
Social Psychology Quarterly, 46(2), 140-147. https://doi.org/10.2307/3033850

Hu, L.T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis:

Conventional criteria versus new alternatives. Structural Equation Modeling, 6(1), 1-55.

https://doi.org/10.1080/10705519909540118


https://www.etda.or.th/getattachment/78750426-4a58-4c36-85d3-d1c11c3db1f3/IUB65-
https://doi.org/10.1037/ppm0000185
http://dx.doi.org/10.32535/jicp.v6i1.2266
https://doi.org/
https://doi.org/10.59670/jns.%20%0b%20v33i.587
https://doi.org/10.59670/jns.%20%0b%20v33i.587
https://doi.org/

2808 | 919AVIANINYINITNWHLFIAATUALAIANATART D71 7 RULT 5 (Fe1e1 - ARIAN 2567)

Joreskog, K. G., & Sorbom, D. (1984). Advances in factor analysis and structural equation models,
Lanham: Rowman & Littlefield.

Juanim, J., Revoliady, F., & Baihagi, M. I. (2023). Product Innovation, Lifestyle, Brand Reputation
on Purchase Decision and Its Implications to Consumer Satisfaction. International Journal
of Business Economics (IJBE), 4(2), 155-171. https://doi.org/10.30596/ijbe.v4i2.14400

Kline, R. B. (2011). Principles and practices of structural equation modeling (3rd ed.), New York:
The Guilford Press.

Mariska, A., Soesanto, H., & Mahfudz, M. (2018). The effect of brand reputation, product
reliability, price and brand admiration on purchasing decision (Study on Food Products
that Sold through Instagram at Semarang). Jurnal Sains Pemasaran Indonesia
(Indonesian Journal of Marketing Science), 17/3), 164-176. https://doi.org/10.14710/jspi.
v17i3.164-176

Park, C. W., Maclnnis, D. J., & Eisingerich, A. B. (2016). Brand admiration: Building a business
people love. John Wiley & Sons.

Trivedi, J., & Sama, R. (2020). The effect of influencer marketing on consumers’ brand
admiration and online purchase intentions: An emerging market perspective. Journal of
Internet Commerce, 19(1), 103-124. https://doi.org/10.1080/15332861.2019.1700741

Rajasa, E. Z., Manap, A., Ardana, P. D. H., Yusuf, M., & Harizahayu, H. (2023). Literature
Review: Analysis Of Factors Influencing Purchasing Decisions, Product Quality And
Competitive Pricing. Jurnal Ekonomi, 12(01), 451-455. Retrieved from
https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Sanjaya, W. N., & Sukma, A. (2023). The influence of brand image promotion and product
quality on the purchase decision of hammerstout products. Enrichment: Journal of
Management, 13(3), 1772-1786. https://doi.org/10.35335/enrichment.v13i3.1535

Saputra, F., & Mahaputra, M. R. (2022). Relationship of Purchase Interest, Price and Purchase
Decisions to IMEI Policy (Literature Review Study). Journal of Law, Politic and
Humanities, 2(2), 66-75. https://doi.org/10.38035/jlph.v2i2

Shafig, M. A., Ziaullah, M., Siddique, M., Bilal, A., & Ramzan, M. (2023). Unveiling the
Sustainable Path: Exploring the Nexus of Green Marketing, Service Quality, Brand
Reputation, and Their Impact on Brand Trust and Purchase Decisions. International
Journal of Social Science & Entrepreneurship, 3(2), 654-676. https://doi.org/10.58661/

ijsse.v3i2


https://doi.org/10.30596/ijbe.v4i2.14400
https://doi.org/10.14710/jspi.%20%20%09v17i3.164-176
https://doi.org/10.14710/jspi.%20%20%09v17i3.164-176
https://doi.org/10.1080/15332861.2019.1700741
https://ejournal.seaninstitute.or.id/
https://doi.org/10.35335/enrichment.v13i3.1535
https://doi.org/10.58661/%20%20%20%09ijsse.v3i2
https://doi.org/10.58661/%20%20%20%09ijsse.v3i2

Journal of Multidisciplinary in Humanities and Social Sciences Vol. 7 No. 5 (September — October 2024) 2809

Schreiber, J. B., Stage, F. K., King, J., Nora, A., & Barlow, E. A. (2006). Reporting structural
equation modeling and confirmatory factor analysis results: a review. The Journal of
Educational Research, 99(6). 323-337. https://doi.org/10.3200/JOER.99.6.323-338

Schumacker, R. E., & Lomax, R. G. (2004). A beginner's quide to structural equation modeling
(2nd ed.). Lawrence Erlbaum Associates Publishers.

Schumacker, R. E., & Lomax, R. G. (2010). A beginner’s guide to structural equation modeling
(3rd ed.). Routledge.

Sinaga, E. M. (2023). The influence of price on purchase decision with quality of service as
intervening variable. JPPI (Jurnal Penelitian Pendidikan Indonesia), 9(1), 125-133.

Singin, N. (2020). A study of factors influencing of the social media that affected on car purchasing
decision among thai working group in Bangkok area. Retrieved from http://dspace.bu.ac.th/
bitstream/123456789/3631/3/nattapon_dolc.pdf

Steven, W., Purba, J. T., Budiono, S., & Adirinekso, G. P. (2021, April). How product quality,
brand image and price perception impact on purchase decision of running shoes.

In Proceedings of the International Conference on Industrial Engineering and Operations
Management, 5(8), 1289-1297. https://doi.org/10.46254/SA02.20210562

Susanti, C. E. (2020). The effect of brand reputation on brand loyalty through brand trust on
yoga tourist destination in Ubud, Bali, Indonesia. Journal of Critical Reviews, 78), 1160-
1166. Retrieved from https://www.jcreview.com/paper.php?slug=the-effect-of-brand-reputation
-on-brand-loyalty-through-brand-trust-on-yoga-tourist-destination-in-ubud-bali-indonesia

Thompson, B. (2004). Exploratory and confirmatory factor analysis: Understanding concepts and
applications. American Psychological Association.

Tosun, P., & Tavsan, N. (2023). The impact of perceived corporate social responsibility on
consumer happiness and brand admiration. Management Decision.
https://doi.org/10.1108/MD-10-2022-1441

Ullman, M. T. (2001). The declarative/procedural model of lexicon and grammar. Journal of
Psycholinguistic Research, 30(1), 37-69. https://doi.org/10.1023/A:1005204207369

We are social. (2023). Digital Thailand 2023: Facebook: Advertising Audience Overview. Retrieved

January 12, 2024, from https://datareportal.com/reports/digital-2023 ~thailand.


http://dspace.bu.ac.th/
http://dx.doi.org/10.46254/SA02.20210562
http://dx.doi.org/10.1108/MD-10-2022-1441
https://datareportal.com/reports/digital-2023-thailand

