UNAMNIY

a € € al ' o ‘daa a
- MinznedalsznavraimItauninlusianaanlaunianina
ABAMNITNANA MATIRUA

n1sJIAs1:HovAUS:NoudovMIsiaousouludoauoaulau
nianswaaondIvSnAnaluasidum
An Analysis of Key Elements in Online Social Network

Participation Influencing Brand Loyalty

=) =) . . =) s .
pATa Imwmgﬂqa (Apiradee Kositthakul)* iae Byr \@reuianae (Teera Taechamaneestit)®

unAnga

ac Sao ¢ A =2 a s
Gﬁuﬁﬁlﬂuwﬁ@]q‘ﬂitﬁ{iﬂLWQﬂﬂH’]ﬂ’]i’JLﬂi’]z‘ﬁ

s a ! [ SAdaa a
a9natsznavaaImMIdswnNluRInuaaw launianswa
' o a v a 4 4

AAAINNAIIINANGATIFUA LazILaT1znaInlsznay

{ % ™ Ly a i ™ { =% a !
LﬁagmwwauwuﬁLmaIﬂiaaiwamaaﬂaw'ﬁﬁamwama
AMNIINANGIATIFUAN lasiasaddanlulun1iiae
WU UURBUDNNNIAIIRIN 7 32AL ﬁm%'umsn,ﬁwa%m

¥a o ! a ! ! s

1%3%&133%@&@11%1@ NIWNII00% LA UURZAIN

=) & ¥ a & Q a
I 440 118 MIUATIEWVDYAUALILATIENTTENTY

A L tildﬂ a ! o Q = a i e
EI‘LLEJ%‘YIQJEJ‘Y]TJ"WEW]ﬂﬂ??ﬂ%diﬂﬂﬂ@l%@liﬂﬁuﬂﬂiﬂ Elslfli

Iﬂil,msm%%%agﬂmaaﬁa Nﬂ‘ﬂﬂdﬂ’]i%%ﬂﬁ?ﬂqg’ﬁ
snsznavpasmsisunuluisanaonlanauid
aadslusrauidmlszneuats aumslonu e
F103 AUIAINYN MIUAMNTEL UAZATUNNTIIH FI%
HaM Tt luaasunslassasamsiainule
Fsavoanlanidaninanennuasinanaluaauen
arnafitudndynaadian 0.01 iafiansandnina
Tassu wuan nsdauinludiavesnlanaing

' [

ImmmmamummL%aﬁalu@iﬂﬁu5WMWﬂﬁq@ laodl
BNBWANIATINAD 0.781 anuidadaluanduans
nanemsueusUluaauen lagfiansnansuanmiy
0.663 wazmszansuluanFueasnananNasinANG
TuanauanlaganEwan1suInyniu 0.188 uazuaas
gmﬁmmaa@ﬂgmﬁ'u{a%mLfﬁaﬂszfﬁ'ﬂﬁaﬂlwﬁﬁfﬂéwﬁmw

NIRDGNIZAU 0.05

* AmLUTNIITING UM INEIALTIFA

PP 2sansinaluladansawinea
Information Technology Journal

o o Q & ! ' ™ ™
MENAN: 9ALIIZNALIBIMIVEIUIIN ANVIITNANG LI
ATEWA NMIUANTU IR RUAT ATt aluasFuan

Abstract

The purpose of this study was to analyze the key elements
in online social network participation influencing brand
loyalty and to analyze the key elements to explore the
relationship of structural model influencing brand loyalty.
The tool used in this study was to collect data from an online
survey with rating scale 7 levels by convenience sampling of
440 questionnaires. Analyzed by using confirmatory factor
analysis (CFA) that influenced brand loyalty by statistical
software. The findings of this study provide the elements of
online social network participation with an average level of
importance indicated the 5 key elements as functional
elements, social elements, psychological elements, hedonic
elements and monetary elements. The examination of the
structural model through SEM for online network
participation influencing brand loyalty at the significant 0.01.
Overall, considering the influence of social participation
directly affect brand trust with direct effect of 0.781, brand
trust directly affect to brand commitment with direct effect
of 0.663 and brand commitment directly affect to brand
loyalty with direct effect of 0.188. All the key elements are

consistent with the empirical data at the significant 0.05.
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