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Abstract

This research aimed to (1) examine differences in purchase decisions of eco-friendly
furniture classified by demographic characteristics, (2) analyze the influence of service
marketing mix factors and brand image on purchase decisions, and (3) study the purchase
decisions of eco-friendly furniture among consumers of Index Living Mall in the Bangkok
Metropolitan Region. A quantitative research method was employed with a sample of 400
consumers who had purchased and were interested in furniture products. Data were
collected using a questionnaire and analyzed using percentage, mean, standard deviation,
one-way analysis of variance (ANOVA), and multiple regression analysis.

The findings revealed that most respondents were female, aged 40-49 years, held
a bachelor’s degree, worked in private companies, earned an income between 15,001~
30,000 baht, and lived in detached houses. The main reason for purchasing eco-friendly
furniture was design and aesthetics. The overall influence of the service marketing mix on
purchase decisions was at a high level, with the highest importance placed on physical
evidence, followed by personnel, distribution channels, price, product, process, and
promotion. The overall brand image was also rated at a high level, with brand credibility
ranked highest, followed by modernity, distinctiveness, and leadership in environmental
responsibility. The overall purchase decision was found to be at a high level, with the

greatest emphasis on usability, followed by value for money and environmental concern.
Keywords: Service Marketing Mix, Brand image, Purchase decision, Furniture
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X5 0.094  0.043 0.095 2.195 0.029* 0.236 4.228
X6 0.116 0.040 0.121 2.898 0.004* 0.255 3.914
X7 0.375  0.045 0.363 8.301 0.000* 0.232 4.308

R=0.909 R?=0.826 Adjusted R?=0.823 SEgs; = 0.314 F = 266.416 P = 0.000

Durbin Watson = 2.101

a. Dependent Variable: ns@ndulate
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Unstandardized Standardized Collinearity
AWANWAINTY  Coefficients  Coefficients . Sie. Statistics
dufn B Std. Beta Tolerance  VIF
Error

ATl 0.057  0.092 0.614  0.539

X1 0.456 0.041 0.453 11.151 0.000* 0.261 3.837
X2 0.274 0.036 0.281 7.707  0.000* 0.323 3.092
X3 0.234 0.037 0.242 6.374  0.000* 0.298 3.358

R=0.911 R* = 0.830 Adjusted R? = 0828 SE¢st = 0.309 F = 643.087 P = 0.000

Durbin Watson = 2.003

a. Dependent Variable: n1ssindulage

]
[ aa

UNNNENANIEAU 0.05

Y

*igdn
INAI5199 5 mﬁLﬂi'}zﬁmima@ﬂwmmwudﬂ ANanEaInTIdUAImNNAIY lakA A

Undetioveswusud Anududuiiuduinden wazamuivadouazanulaniay danasents

¥ ' !
a @ a 1 a

pauladedur I esiiaesannianilulnsfedalnasy tuwaausayuiensanaulagala

q

€

Sowar 83.0 (R? = 0.830) @1unnaedn souaz 17.0 1NAIINBNFNATDIFUTDU 9 UAIUAAIN

a L v s

wisuRInsgIulun1ITNeInTalindu 0.309 wazAduussansanduiusnnaaiindu 0.911 %9
, o
ausadeuaunslugULUUATIULAU fadl
= 0.057 + 0.456y; + 0.274y, + 0.234y,
waglsaunislusuuuunsuuuanggu dedl

= 0'453ZX1 + 0-281ZX2 + 0-242ZX3

2AUs9HaNTTIY
Jaduaiuuseaun1an1snainusnig 1) nansiue aennaeiu YA Alaey (2565) Wuil

Auslaalirud1Ayiuandnuarresdua Wy AMUAINY AULIHT ANEIBNN kaznTld



[y

fanilahdufivdedaundon osnudndurianusauiuassuiuldioudnaulate uandu
FuNuAMANLATAINANAT 2) 517 dBnAdeady Kotler & Keller (2016) siafitmanzauiy
AT ATILTIUYIL WarAnABdaandon Baefiuusgdlaliiuilaadnaulateldinetu 3) ns
dUa3UN1IAAIN HANITIFLABAAGDITU FTINT WIWAT (2564) WU Nslaiwaln AANTIUEuaTY
M998 wardTandfidedsuludeaiife aunsoatusgdauasnssdunisdadulate a)
YAAINg WAEATEUIUNITUSANS dOAARBIAU Parasuraman, Zeithaml & Berry (1988) AAINAIT

USNN39INYARINT WL ALENTN Awuiidnay wagnszuiun1suinisisinss dunsgiu 9ae

a1 A 14 L3

a59nuiianaly ANuely karANNIANTIAFRAUAILATDIANT 5) ANYMENIINIENIN FBAARDY

U Zeithaml, Bitner & Gremler (2018) 84AUSELNBUNINANEAIN LU NITANLAISIU N15IAIN

a v

Aufn uarusseMEfinege anunsaadissraunisalidenan Wumnudulaagaudesnisie 6)
Ppanamsindiving sansideunnsnsan anden naaulana (2563) 19910 Index Living
Mall Fanvrvuialnglulnideswazusuuna il uslaaddualaazaineguda Snia
fuslaadafasnaiuaudisiieute vilidesmadadimheladuiladoddoy

L3 a ¥ o

AuUNNANEalnTIAUAT (Brand Image) nMwdnwaluusualunumaifgyaenisindulade

s a sl

duAnesdwesiidulinsdodindsu lnaaudndeliovaiuusunaenndssiu unna A3qe

(2564) NiIwUsUINETOLESY TUsdla waziuseiRenuiutiaiuanuiulatazanmnudsddunig

o

Fo lnganzdudvidudousdrnunesiiaessnylan wonaind A dudindudwindey

4

14 Y & A a a 4 ! (% 13 PN U Aa 1
danmanInNy SUINTE Li@\‘lﬂi&ﬁﬁﬂ (2565) NUiIﬂﬂIMﬂmﬂ’]ﬂ‘U@ﬂﬂﬂﬁV]LLﬁ@Qﬂ’J’]Ni‘UNWﬂI@U@EﬂQ

=3

Faau wu Msldianslada nislasulususesiiudinden wagn153nRanssuLiiodeny vasd
AU UENELALAULAALALYDILUTUA @OARRDIAU Liao, Wang, & Yeh (2019) WUIMUSUAN
all & 1 CY IS v L 61 €Y a ! 4 A dgl/
Alwisaiouaziiendnualasnsaneulandlataladduslarealvi asuenvaulalumsifende

TnganglunaiaudadugenguilnalinuaiuauuanNARAaNEigInnIgIa7

GRIG
1) dnwaurUszunseansvesy uslaasuinaAuazety duasen1sdndulagedue
westinesnniagndulinsdediindouvesusenduanddniaeadiuwnnsunne wazUsuauna

Y

YuziseAuN1AnY 913N Lazsiulandvsaifeu lillnaden1sdndulatosgielitdAynsana



2) Yadpaudszaunnansnainuinis taun naadaet s1A1nsdaasunisnann yaans

a o

NTZUIUNITUIAT WAZANBAZNINNIEAIN dinanonisanauladioadeildsd1Agynieadn vash

Y

Poannsina e ilnadensinauladosdeiidudAgnieana 0.05

3) aanvalnsdudn lawn audndeievesuusua anududuisudwindon uaz

Y

Anuviuatslazlanmy dwadonisinduladedumetsiitodAgnieaia

o

29AAU3lniaNn15ITY

1) YseynsA1ansnaansnaanIziatead wulin Lne kag 818 VeI uILnalNafanis

1% '

= % =

dndulatemesdnessnvaunden Tuvaeil sefunsinw ondn wazsels lailddamaunnsing
g aiifeddey wandliiuitanunssmindud wandenldldTutvaniugmaes vgiiavie
M3 uiiAeadesiutsTouapmowaNALINN

2) thudnvestasenisnisnann (7Ps) Jadednu dnwaigmamenin (Physical Evidence)
uazyAaINT (People) fidnsnageiganonisinaulade aziouiiduilaaliauddysy
Usraun1saingd 1y UsseIn1asIu N153neduAT Lagn1susnisvesntnay unnndidadenis
doansn1smann (Promotion) finduiidvswatiesiian deamanisdndmiing (Place) lulddadondn
wiiidosnadadmiesngnuesindidy winaitenuiildlddmadonisdnauladolu ndves
Index Living Mall tesainanvfianumissuaziinfsirseguds didussdanuilmifisaisain
mu‘i%’wmU%uﬁgﬂmmﬁﬁmm “Place”

3) unu T eI mdnuainsAud nmdnsailusuAiiBvinags Tnsiawzdu
mindedie uay avmiiuats/laau Jaazsiouingduilanliliuouafudn widssiu
“AruAednla” waz “mnuidufihdudannden” veaususine

Tuwnaviuemsinaulade Iumamsmaaawmm%ﬁw Jadenmsmanauinisuazninanueal
n91AudnasnsnesuIensindulateldndt 82-83% Faitoingeun uandliituismnuduiuside
awpdidaaunazdundngulwiesydny (Empirical Evidence)

mddnuessslovillfasmugivauanden guilaslianuddygsgaty “Uselowl
Tdaee” vosdudn se9admnde “Auduen” way “anuldledwinden” wandsiifiudinig
ponuuviineulandnsldsnuaieedeuluiiugiu nouifuilanasfinnsanamnduingde
Aawndey

nanlaeagy sudfelaisosdanudlmiin manaiedudunesinosindlanlildtuey

[ A 1 [ [ 1 = 1 a Idy [ & a 14 . .
AUTIAMITINNIATINUNELNBI0E10AYY WeTUAY Useaun1salaseluidtu (Physical Evidence,



[

People) uaz nmdnwaluusudiundefouazivady Jaduiudsdrdgyiigalunisndndunis

[
U a Y A

dlll o a £ v
smaulade ansathudeunaluiallane

nsanauladawasinessnddwinday

v v v
Jaseuszaennsanans U23un150a19 (7Ps) AMWanwAlAIIAUAT
- - Physical Evid 3 s nded
. i & 079 = Twa ysical Evidence —»g AUUNYDOD ——p &3
= - o  People ———» &4 . NUE U —>
« NMSANWY/213N/5781A = P v Aaiuade/lanisiu —> go
- - * Price —— U1uUnang ¢ ¢
laidina / laising
« Product —» U1unans AMAMNIAATD & nwaneal
- Place — liilvdadeudn Fihdudandey

« Promotion —» @1

e Process — U1unans

lunanisaaneenyanl (R? = 0.82-0.83) —

asuren1sanduladaldgeun
1) Uszlewidldany (gegn)
AYUENARYVBIAUAN : 2) AUAUAT

3) anuldlagdewndau

= ) Y 4 U a & sa s 6o Y
AINN 2 N\TQJIU‘VWTUﬂ'ﬁ@WﬁTﬂQGUQLwaiumaﬁiﬂﬂﬁ%nﬂaaﬂ
v
VDLAUDLLUS

Jarauanuzlunisuinanisivelulduselevd

'
(% ¢

1) Uismasianwdadusiiuauss dualiy Touldate wedomsdaauinfanduiing
siodawndey fusia msBanguuazduan wu Wsludurdonouthsy msdaadunisnainmiss
afremnunsentindudswandeumuguauduel yaainsdesdiniuiuazuuziinguaisu
dawandeusgnaiula nsruaumsuInismsazen s 1Wsdla wu vinseoulatuazyudsd
Fo7 drudnwarnanienin Wy lydguuasussgdne msassiounnudsdu wazusiveamis

Tvheldlitadendn uiannsavevdvemisesulatuazuimdnduiioiiuniuazain



2) Frunmdnuains1dud (Brand Image) msaisnrmiindefosngnisdusesunggu
Aawndouvdesiefaduaudaiu wiounens1wunumdinEulasinTg CSR LagNITUIE
ooulayl dsunmdnualiiuaiosonisoenuuusmaiouasnsdeasiudurigoumeivien
panuuuIUlng

foruauuzlunsiisadudely

1) madisuifisunginssuvesiuilanszuinanesinesindlaniumesinesmly iile
TATILNIANUUANANMULAAT N153UF viSenmdnualdinasgnslsdanssindula

2) mslHATATeIFInuA AU TUBsUTINa 19y MsdunwalidadnuTeaununngs Liteli
dilangPnssuuazarmavosiuslnalaluddnuindedu

3) msAnwinagnsnisnanesulalianznauuilaa Yeanis TikTok, Facebook, #38

Instagram f191a88vSnaunsen1sinauladevesnguaugulminldladuindey

1@NE1591989

Qaana Sundias. (2565). SadeaulszaunnImaInysnsiitensnasenisinaulade
wlosTieasifiogunmluamnganmumuas. NsansnsmaaLazuinnTsugsia, 8(1),
45-59.

33103 yaui. (2564). Hadunisnaedifinadeniaidentedudnlesiinesesulatvesguslaely
LUANFINNUNIUAS. 275575U5H759979, 8(2), 89-101.

YN eidden. (2565). noAinssunisdenteiesieslifonmismesuilaaludmindesdsl
27587507598 1MgA Y, 12(1), 45-56.

sunsol Bossuialy. (2565). musulinveuroduindeuvowmsndudasnginssumstoes
duslaaluaiiies. 3959750U51759909, 10(2), 101-115.

umma A3, (2564). nmdnuaiuusuuarnisindulatoue e findlanvesusinalum
NFAVNUNIUAS. 135N ITAana e, 7(1), 55-66.

Augidundnsine. (2564). wualiusarnnesdioast 2564. n3unn: suIAINANTINeY.

andian mayaulan. (2563). Fomnenisdnsminewaznmsdndulatevosiuslnalugenava.
MIAIATHGAITNTUAENI5IANIT, T(2), TT-88.

936l BoUdITIN. (2562). WodnssugUsina. ngamme: dninfiuiumine deinunsaans.

9 9

Aaker, D. A. (1996). Managing Brand Equity. New York: The Free Press.



Booms, B. H., & Bitner, M. J. (1981). Marketing strategies and organization structures for
service firms. In J. Donnelly & W. George (Eds.), Marketing of Services (pp. 47-51).
American Marketing Association.

Chkanikova, O., & Lehner, M. (2015). Private eco-brands and green market development:
Towards new forms of sustainability governance in the food retailing. Journal of
Cleaner Production, 107, 74-84.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and Managing
Brand Equity (4th ed.). Pearson Education.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand
equity. Journal of Marketing, 57(1), 1-22.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education
Limited.

Liao, S. H., Wang, H. F., & Yeh, C. H. (2019). The influence of brand image and brand
personality on brand loyalty: A study of lifestyle furniture in Taiwan. International
Journal of Business and Society, 20(1), 299-316.

Nielsen. (2015). The Sustainability Imperative: New Insights on Consumer Expectations.
Nielsen Global Survey.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A Multiple-ltem Scale for
Measuring Consumer Perceptions of Service Quality. Journal of Retailing, 64(1),
12-40.

Zeithaml, V. A,, Bitner, M. J., & Gremler, D. D. (2018). Services Marketing: Integrating

Customer Focus Across the Firm (7th ed.). McGraw-Hill Education.



