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Abstract

This article intended to present the antecedent variables on customers' loyalty to
the e-commerce startup business since the e-commerce startup is a popular business model
for new generation entrepreneurs. The concept of customer loyalty is recognized as a critical
factor to the success of any business. Accordingly, building customer loyalty is an essential
strategy for business success. The literature review suggested that critical factors affecting
customers' loyalty to e-commerce startup business include logistics management, customer
relationship management, and corporate image. As a result, this study benefits entrepreneurs
and those involved in developing successful customer loyalty strategies for the long-term

success of Thai e-commerce startups.

Keywords: customers loyalty; logistics management; customer relationship management;

corporate image; electronic commerce startup
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UszielngldFuimuningsyuuiasugianaviastnandsds fluulevieduiiasesiguiaiidaay
lunisdaasunmsiauisaznslduinnssumalulagidvia T fmuaulouiewas uHussAumAdme
nswauAdIalionsugAauazdn iuukuusiunudnlunisiauiasvgiauay faufdnaves
Usgineszey 20 U (w.A.2561-2580) (Office of the National Digital Economy and Society
Commission, 2017)

dinnuimugsnssunedidnnsedind dauenad1sayarndyddidnnsedndludssme
Iney w.f.2564 w38 Value of e-commerce Survey in Thailand 2021 wu31lu w.A.2563 ﬁqiﬁﬁ]
g iannselindviodneulisvuszmealng fyadvindu 3.78 S1ud UM ana3910 W.A. 2562
fifiyad 4.05 Eruduum vieAmidudesas 6.68 il Fuidlesananiunsailsafiadielifalalsu
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=1

(Griffin, 2005) lAlauan1TInAINNITNINAVBIGNANINNYANTIUNTTOUDIGNAN Fatl

b2

1. NM3%8Y1 (re-purchasing) vanefia NeANIIUNTTRAUAMIBITUTNTV0IgNATIHETINT

' v
a =

< o ° ' = o =~
Wulszdaihianesdeailodagiidnsiiud

2. NPT NEUNARAUNFUAILAZUINNS (purchases across product and service lines)
e gnANAULALAUTINANTRUVST0BUANIY T UNINIIEIRENSEYINTTodUAILAL SUUTNTN

Shusnmilenndumdmiauvseusmsiauluniotnguayiusiing

1
v v A a1 a Y o o

3. nMsvensenuyARadu (refers others) nunedia ANAsNANAgNANsoduAIY vinlv

Y

= dl a 14

anAmguTIEIduR UL TWNaT o AUALar USNSgnANEiAI1NaesnANG TaeUniua gnAndaiy

Y
windnfseiinildunagdeduiuasusnisuntudleseldvesgnaiindu wavluvaeifieiu gnan

ﬁﬁm%’ﬂﬁﬂaméwﬁﬁ%LmzﬁwLﬁmﬁu%ué’m‘%au‘%miﬁmuLmﬁmmm%'ﬂﬁﬂaiﬁﬁ’uLﬁaug{qﬁaﬂiam%’a

[y

a. miﬁﬂﬁﬁmﬂuiuﬂﬁigﬂﬁﬂaﬂiﬂmfjjlmi\‘i (demonstrates an immunity to the pull of the

Y 9

competition) wanefis n1sfignAbiilaeudesiudndguinlunsluiluandnuasdenaniueivie
THusnsiugudedu wagdundaduiuifndi desufiasgnifie ¥se “just say no” ¥1eligsia

ansuyulunisanfivanuliegaunnlussezen

Y aa Y aa

asuladn AnuvsindnfvesgnAn e seAuauduTusvegnANTdegsAv gnAm

a 1 [y a

musindnfazindeiugsialagliaulaguianedu liidudsvesssiaveliduamiousnisiania

]

4 ' & v v s d' A Yy a a ERY v
wselifiniu Jaguinisldnagnsnisniseaiaiivainanaiiiefsgalabiguslaaasunsenululy
dudnlniq egiane Aty nagnsNd1AyMIINITRaInNIzdmadonIud 159V IgIREn 15NN

Uszannaluddiannsaing ABN1TE319ANINANAVDIGNAN %aﬁmmﬁ'}Li‘;JummLawTﬂﬁQﬂﬁw

U

Ansuyuiasiuaeululduinisdu MiannmsmumuIsIanssunuIwAan1sinnNassnainaves

a

anAiaensuiugsiaansnenUssmmdinddiannseind fis n15inaAiuassndnfvesgnAiain
WOANTIUN1TTBYRINAIYBY T8 nINWFl (Griffin, 2005) FaUsenaunlen1s¥ed1 n1588Y1uanY

HARAUNAUAUAZUINNT N1sUendanuyAraBy uaznsigliauiulunisgnigalumeus
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Jadeiidamadaanuassninivasgningsiaansnsndssmmidivddiannseting
NAIMUMIUITTUNTTUTAEITEY nudadendinadeniiuasindnivesgnangsfiaanisy
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1. nMsdan1sladanng (Logistics Management)
am%w%w%’ugaé’mmﬁ@m'ﬁieﬁ'qﬂmu (The Council of Supply Chain Management
Professional: CSCMP) fle “ladafind (logistics)” Inianssuvienisnsesiile 9 iielldundsdudn
Laru3nis swdanisiadeudie Fafivkaznsyatedudiannuaiindnaududildfinisdmeuluds
unasifianudeanis lasAanssudenanazdosdniunisifunszviunsuuuysannisidy

UszdnsnnwazUssansua wWinunslunsdeuesuwuuiuna ieansunuuasyslninmiunalawn

1% 1 ¥ a v

anAuazduasuieiiayanLiinuidunuazuinig n1sdanistadafndiludiunilaveanisin

Y

Ao o a = v

d
| 1 < [ & o [y o 1 a <
wldguniu \ulasaasisnugundfydmiugsiannuseinn vibigsiatannuduuduazaanse

<9

[

wistuldlunzidesndyiunnuvimevesgsisluiiagdu lasladuddnyiifusznougsiades
filsda liua 1) duneluladuaruiansanduntislunsuinsianisgsie Weadrsauidesiu
Tungnuazgmannsansisaeuliognenigs 2) finfetefusiingiininenang nieuasuguas
Huitusiinaioifansdenulyifunas i Wumafiutesmsnmsnmauazvetegiugneteiilos
3) auidsmigasynanns lasianmsUszaueuiugiisfosislunaginassma saufedios
fnsitauiyeansedsedoniieliiinauseuiuazmainuans 4) asnmnnsliuinng Arded
anfuaznsliuinisidudify 5) Snuigugnditagiiu 1iesienisutaduvesgsfaliuinig
To3afndfigedu n1ssnwigiugnén msliduinwiiieannssuiumsvhaunesgnén asduiilandn
Tunisatrsneldedsdeiioarmsiamuinisuinsifieadisgnlmiiilugnisivlnvesgsio

Y =

6) 1nsgruuUasafenisliuinisvudedui annsaadaanuiulauignéindumiaganang
oesUaenstlunaiiiivun uazqualilifamiudemeseningau nnsianisladafndiinazyinla
\Andsyannmdsnatensifindanuanunsanisuediu fafu esdnismsdudunisifenlos g
szuuladafinduaziivdemnslunisnuiiuiienisinnisuaznisnaiaifivuszansam siliida

@mmmﬂumﬂeﬁqﬂmu 139 Value Chain (Department of Industrial Promotion, 2019)

a9AUsENAUYRINTIANTSIadafnd

afen way wauldsn (Stock, & Lambert, 2001) latauafianssunanauladaing (key
logistics activities) Vi 14 Aansau wseenidu 2 ndu Ao nduAanssuvdnuesesdns 8 Aanssy
wagnguianssuatuayunIfniiueueesasdng 6 Aanssu Fen1sdnnisie 14 Aanssulid
UsgAnsnwagdreligsiadanuldiuieulunisudetuy daduamnim s1a0 wagszasailunis
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o a o v a a ¢
M99 2 ﬂ"\]ﬂiﬁmﬂaﬂfﬂqiﬂaf\]amﬂﬁ

NANTIUNANVRIBIANT fanssuatiuayun1saniunuvadasdng
1) NUIN13@NA1 (customer service) 1) Msatuayuiuerivauasuinis
2) nsTUILMSeTeauAn (order processing) (parts and service support)
3) AINEINTAIAINADINITAUAT (demand 2) maideniinslssnuuaradsdud
forecasting) (plant and warehouse site selection)
4) m3dnde (purchasing) 3) MIVUMETNYAU (material handling)
5) NM9ANISAUAIAIAAY (inventory management) 4) N15U559470491 (packaging)
6) N13UUES (transportation) 5) Msfnsdedeansmaduladafind
7) NSUSMISANNAUAT (warehousing and storage) (logistics communications)
8) N13InNNIslaTaRnddaundu (reverse logistics) 6) n13rindnvaads (Waste Disposal))

fan: Stock, & Lambert. (2001).

fiail Wlegusznaunisldfimsmaunuiauuasdidumsuiussnisdanisledafndlugsha
yowmuuda Fesdinstauszansamlunisduiuns TasdlngRedldiaia 5 du ldun 1) aanm
(quality) Ao n13¥aUszansamluiTesnisduevauiuazuinisvegusznaunsindaudnfiny
founwies Fudlinferlduuasiinisdamevduiiidndh Fedamardifumdlffuianulaid
aunmlunisuimsdanisladafinduazsihsldgunu 2) mnuda (speed) fio MsiassozaFausd

14 a Y =& 4A Y 1

andn levimsdsdeaunseiadumfeliegnAritldszuznauiuvinle vienisenitanusilunisds
wauduALazUINsLignAItues 3) Avuundedslalunisdiusy (dependability) A N5
AUsznaunsaunsadeevdumuazusnshiiugnmlanuinuassezawaglulsiaiasudiu
4) audaneu (flexibility) fis n15UsEnaunIsaNRNsaUTudmonINfBINIsVRIgNATIlinIvse
v PPN = ¥ a ¥ a & - a a

AuAIN1sAAsuLUaslY Wy daudean1sdumusuiuuiniu vsewdsunuasaniuidaey
a v . | Y P & & v v 4 g o

auAn uag 5) 51A1 (Price) Tudiutiaginsiaivie wWesansimdedusuyuresgnardudulade
drrglunsinduladideduaitazuinis Inednainsiaviefinuuaienld (Business information-

Thai market information, 2009)

s a

a3uladn nsdmnisladadingd vunedls mansiineatesiunisareleudumegeiiuseansam
Mnduiidavesgumusinuaniuiinanluaufsgaiiinisuilae Tneddunuiiian luvasiannse
Tusnnsluseiuiignénfiewsla nsdanisladadndanuisaainsessausslond adrsmuiianeloves
anfmasnIudinarenmsinAniveagnailuiian fiail annsdaaseesdusyneunisin
nsladafndlunisaiiugsnaaniimenyszinnmndiagdianuseindlulszmalve Usznausme 6
Aansau Téud MsU3n1sgnén msdudunsmuddsieresgnd nisaantsaianudesnisresgndn
nsuds msdade uazn1sfndedoansiuladafind wazannmanunulssunsy nud msdanis
ladafnddinarianiuasindnfvesgnAngsivanisngnussinnmdvddidnnselind (Lin et al,
2014; Owen, & Roach, 2015; Chung et al,, 2016; Putu, 2016; Vlachos, 2017; Otsetova, 2017)
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2. msu’%msgﬂﬁ'ﬁmﬁus‘ (Customer Relationship Management: CRM)
n1suIMsanAduiuslunisAniugsia vueds n1sdgunuiAnainn1smgnaung

M3sN¥IgnA1 wwIRRRuNIsTuTwIugnALie TnAudNSTeI5INe wwIRRlrlEueItAI I
MueswenslddunvisenssnwanAuInn Il ieaseauassninaie lignAnduundedn
M3uImsgnAduiug Judunufauygrgnduaznisnain JaaunwuIRANIIRaIRLieasd
ANNENNUS (Kotler, & Keller, 2012) uuaRnssnanladinisunluldlussfnisnisgsivedsunsmane
< ' = s ' < °O v i o a Y v v ¢
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naneiduyprafigudsaghaImIINTanaie LiueuInaEATIniLnalulaguaslan e
A i Y i a1 v = Y o & ~ Y o w2 &

agldanunsanslamednediguidusyuuuladiuniagnanly deadu n1susmsgnanduiusiady
wuaAaausau W liiRan1saduauegalidse@niangean (Martin, Jimenez, &

Catalan, 2015) lulagtunginssuvesnsidentedusuarusnisvasuilnadsunlasly Useney

2 a a ¢a
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InidadendrdglunsusmsanaduiusunUssandldluesnnsvesnuied n1sUsmsgnAduiusis
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ANUUTEIULD LazliAURISNANARDBIANIT
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29AUITENAUNANYIINITUTINIRNATT WY
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aadUsENoUMENYeINITUSMIaNAduTuS AR sauUnduratesuwuy 3931 A1us1sana

A Qa

wagfian 83 (Danthamrongkul, & Udon, 2004) lalauesuwuuiilasuaauileninanldlunisuims
anAdwTuS 1Send1 DEAR Model Usgnausie 4 aaausenau sl
1. nMsasegiudoyagndn (database) Nsasgiudeyagnandutunouwsnvenisuims

DT Y ¢ 2 = v = a ¢
anAmduiuslagn1sTIuTy asdusEnauiluuasidenresgna IulUTINTIATIEN Lenuee
FALUS uazioNNgUaNADBNANLAMAIYBIGNAT MTaRNAINaNTaNgNAtuLdazNaLazas1eLs

Trusunluszezen
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2. nslfneluladfivmnzay (electronics) waluladifuladdnyiivildnisuimsgndn
fntusiduiivonsunasyszaunadisa ssdnsdefesdimsdonlfinelulaglimnzanlunisiases
LazLenuegnAiian1sa1agaiilddnsie (contact point/touch point) gnAnegrediuszansan
nsnszanedeyavesgnitinuyndesmslunsindelaesiusliluadsdoya enisiseuivesgnin
wannsnaeeufienely wareuduiusinluiian

3. simuslusunsuiieaiisauduiug (action) wisnniigiudeyavesgniuazannse
wengnéneenidunguanuyaresgniud tuselufemsneunuianssumanisnanuasu 1 Lite
asnenwuazynduiiusiugndn wialu 1) nsuinisgnd 2) Wsunsuarauazwuu/lusunsuasng

ANMUANA 3) TUSWATUASI9ANUENNUSTUTIFIAY kay 4) TUSWASUAS19ANUEUNUSITILATIE519

A a

4. M3AuinIgnAn (retention) Tunautl fie Aanssun1sUssluNanIsTUIIIANEURLS

;7

LALATTNEIANULAUINYIANUANNUS TEUINIUS NI UANAN

Y

a3UlAI MsuIMsgnAduiusS (customer relationship management) Manefia 35015138

P v ) v v o 9 v oA & ANaa
nszvunsuldlunisaiisasShwiauduiusivanalagldiaieiie yrains uazinalulagnd

L ada 13

nann15eg19gnees daiulignAninainudila InssuinanaenauilviruafnfnensdAnis duen
WATNITUINITV0984ANTT arusndrdeyauniiasieriasTRILIAUAILaENITUTNITINTIAIY

AUABINITYDIGNAT FINTeINITHRILIAINFUTUSvaIgnA Lo iAaNailsuarylagnaAlidl

a [ 3

ANassninAdeasAn1sed ety nsuimsgnAnduiusiaudidgydenisaniugsiaanisngmw
Ussnnmdlgg8Linynsednd uaga1nn1sMumInIsIuNgsu null N1suImsgnAduiusdnasie

AuAssnAnfvesgningsivanindnlssinnmdiaddidnnsetind (Olenski, 2015; Al-Qeed, ALsadi,

& Al-Azzam, 2017; Rangyai, 2017; Chodchoi, (2017; Jitsakulchai, & Saensuk, 2018; Hayewawa,

o/ v ¢

2019) lngaaAUsENaUYeINITUTIMTINAENITUS NAumnIgauiunsasanuindnfves

< a

anA1gsnvanIsnenyszianndlvddidnnselind laun 4 eedUsznounanves DEAR Model
Usgnounie nsasiegiudeyagnan nstdimaluladimansay nasAvualusunsuiiveaing

AUENTLS warn1siusnyignAn (Danthamrongkul, & Udon, 2004)

3. MMWANEalva989ANIS (Corporate Image)
AMNANwalveIaIAn1s A nIneuaussiudusinafulalauslagsIunesanisuaulilargn

1 3

Avusdusiuiuauliineda wuide wazaulsyiiulavesdiauiilnesssnis Usenaumietade

Ag 9 lewn nsudnisiuseiiula auAiaiinan n N1SeeNLUUKARSUTIT@S19ET3A ANULDILASe

q

a A

YosamuANIIAUA azduiusiuludnyargnlendugnsuduwazyndugavasaudusanitoules

9 9

a (% L3

ldguslan nmanwalesdnisaunsainlaandadeigalasasne nanife Yeldes nagns wansina
waznmanwalifeafumnudsdu (Kissel, & Buttgen, 2015; Kotler, & Keller, 2016) nndnwaidadu

DIATINVBIANIULYD AUAR wazAuUsETivlayaralineddladenile lngviauadnazn1snseyinle 9
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al

fifitoAsiuazinruisniuegisgetunmdnuaivesdsiu Tnsamdnualifunszuaunisvosaudn
3nla wagaruUsziulafifuilaaldsu s dumanssiudssamduiais 5 vieldduriy
M nauedeyamsaumavesednig amdnualosdnisiiunuimddgylunsinussdnisiigady
éfmmﬂﬁﬁmiLﬁaiﬁlﬁmmmﬁﬂﬁ%qgﬂﬁﬂ (Kotler, & Armstrong, 2018; Zameer et al., 2018;
Chien, & Chi, 2019)

Usznnvasnnaneal
ANaneainesdn1sgsnaunlueifuszneun1inIsuInIsinnsiineatestunisnain

anansawuale 3 Useunm (Kotler, & Keller, 2016) é’fﬂﬁ

1. pndnvalvesndnfausiviousnis (product or service image) fonmilintululaves
fuslnnsiondndariviouinisvosesdnmaiivsegufes lisudfesdnisviesgiia deosinsg
nils 9 oradndnfusivanssiindmiieglunain fadu nmdnuaiuszaniaduninlaesuves
NAnAnsviIeuInannviiauazynasdvieriogneldrmsuiinveuvesesinislauitvmils

2. pwdnwalns1Bve (brand image) ﬁamwﬁLﬁﬂ?gﬂu’t%aﬂQU%IﬂﬂﬁﬁGia?iuﬁﬁ?jﬁaim?jﬁa
vils vi3ens1 (brand) lansnils videiASoamsnen1sm (trademark) lawpesvnennsdmils dausnn
fnendeisnislavanuagnisdaaiunisuieiiievsvonieyaandnuuzyesdudi Tnenisiuis

AMANBLANNENEDAYIY WIAUAIA18ETDITNIINBIANTSReINY winlddndudesdnmdnwel

=l 1

wileuiu Wosnamdnvaiveansidveieinludsanizin I@&J%uaguiﬁ’umﬁﬁmmﬁwLmu'aﬂiaﬂfﬂ
(positioning) wasdufavieladentafiesdnisdosnisliianuunneig

3. awdnuaiveantuniensdns (institutional image) Ao amiiiAndululavesuslaniid
seeAnsnIoantuuliulanz imussfiantuniossdanaifisadiuiion lisiudedudmio

USN15N9MU8 FatuNINanEalUsE T LT un1NAaE U INISUSIITHAZNNSAIL T LI UTD

v

93ANINlULITEULUIMISIANTT YARINT (HUSMNTHaNTINML) ANUSURnveUdadIny kasn159

3
Uselewulnasnsae
mipﬁmmau,mﬁm‘ﬁ'mﬁumaa%’wmwé’mmﬁmﬁmiﬁuaaﬁfﬂ‘iﬁmmmazﬁﬂ‘i%’aﬁgﬂuuaz
A1eUszing wurdaLisatunisasan ndnwalosdnisves Keller (2013) Teiausosausznau
AMENWAIRIANIT 10 A baud 1) druadiusulinyeusediay 2) arunisanduaulugsia
3) uniiney 4) FMUALALAZUINIS 5) MUNITEREININIIAAIN 6) Arugesnislunsdasiniie
7) fugusms 8) fMuanudinazdanndey 9) suledesile i3edld gunsaldtinanu 10) fusian
AUAT TIADAAERIAULUIANTDY ARSS SUWUS way 55 tavsudlain (Nguanphan, &
Techamaneesathit, 2014) a3uUl¥41 nsasanmanuaiosdnis AIsldesdusenoundn 7 au As
1) frunsvhianssuiiediey 2) sundneu 3) sududiuazuinis 4) funisdeasiinisnain

a

5) AUFBINIINITIATINUNENTUTEENTAIN 6) N1TASNAINANWAIATURDIUTWAL FILINADY WAL

ca o L

7) Mmyasianmaneaiaugunsainviuady wazesddsznaused 2 a1 Ae 1) amunisaduauly

¥

FINWALAULUINNT 2) UTIAFUA
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asuldin mndnuaiesdnis WunmiliAetuludnlavesudazyaramunrwidninfaiiia
9113505 1ila anduazUszaunisalvesgnénvieriuuinisihunsdeasussmnduiudosdnisly
sULuURBRTe U3NN3 wazlondnunivedesdnis auludsnisuimsdanisvesesdnisuviedu 21
NFNUMIITIUNTTY NUTNMENYalaIAnTadINafeA 1NN ANATeanASINRan TN NUsEIAN
WdvgdLannsodnd (Alkhawaldeh, & Eneizan, 2018; Soonsan, N. & Sirirak, S. (2018; Nakhonsri,
2018; Phummaphan, 2019; Khantiwattanakul, Rattakorn, & Kulisorn, 2019) WAYAINNTELATIZI

BIAUTENBUN AN BAIBIANITANLLLIANYBIUNTYINTT aFUasAUsenaunIEnwalasAn smLnzay

a s

f"f‘umia%ffmmmm%’ﬂﬁﬂ?\maqQﬂﬁﬂﬁimamsmé’wmzLﬂwwmisuéﬁl,ﬁﬂmaﬁﬂé Usenaunig 4

9

93AUszNaU lakn AunImn1sliu3nIg nandudiLazu3Inig Amnusulinveusadial wazn1sdeans

NWNITA[N

unasy uazdalauauue
g3neansnanUssmmdisgdidnnsetind nuneds n1susznaugsiarudedidnnseiindly
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9

wuufininszlan lnedniseenuuulfssivanunsnrdndiswazeeedldis diemeluladvie
ufnnssudndaslunisuimsdanisinlinszuiunisniegsaddunudi fuszansainuas
MOUANBIAINABINITVBIRNAT TIUNINITVEELEN1ANNTTAUAENITUINITWA AU SaLTs Uiy
ssnavwInlugila
Hagtuiinslinagnémsnsnaniivanvanaileofsgalaliguslaarasunserululdaud

Tvaie agiaue Usznauiuid “new normal” nantunisailsalidalalsun 2019 danaligsia

[ a

widwddiannsetndfiuuiliuveefiiuinniu nagnsidfyninisnainiiazdinanoniudss

v v a v a § a fa & a 6 v v o w &
3nANAveIgNANgINRERINeNUsTLIalvddiannseilnd Usznaume 3 UadednAgy sadl

1. Jaden1sdnnisladamng (logistics management) #ungdls FansninITesiunIsanelou

a 14 1 =

dudnegafiusgansnmandunilinvasgunudiuanuindaluauisgeaniinisuslan lnsddunu

'
o

d‘ 9/ L4 2/ < 1% [ a a sala a A
Agaanansaasvessausylevinavasiniuianelavesgndn n1sdanisladafndniuszdnsam

rdwnaraANssnanAvegnan IngesAusenaunsianisiadanndniianumangauiunisaiinag

a [

ANISNANATeIgNAgIAvanSnUssLanmduddiannseiind Usenaudie 6 aaduseneu Ae

9

N15UTN138NAT ASANTUNIINUAIEIDDUBIGNAN mimwmﬁﬁﬁmmﬁaqmwaqgﬂﬁw ARFEDGE

s

NN59AT ATNISANFBERANSAULAIARNE

2. ﬂﬂﬁamw%mmﬂﬁﬂﬁmﬁué (customer relationship management: CRM) Lﬁuﬁﬂﬂaqwﬁ

[ a

dl' &4 Ao o A L3 o a v = & A [
wazipIesllendAyesdnisasinunldlunisaniuaugsialudagdudaduanieninisudsdums

a 1 [ s d‘

§91908197UKTY NSUTMsgnANduTusSATUsEAnSanazdenasomuassndnaveigne lag

© 2564 M3EIHTAINENABSANTAR eunslag gudriinisgndensansing



Journal of Rattana Bundit University Vol. 16 (2) July — Dec. 2021 119

Customer loyalty to startup businesses / Wasawat Mookarasakul, Nantaporn Chalaechorn, & Thaunjai Sangthong, p. 105-124.

29AUTENBUIDINITUTITINANFUITUS NTlAUmINzauiunITaTeaNasninsve@nA1gsng

amndnuszinnmdivddiinnsedind Usenaudme 4 asduszneu e nsasigiudeyagndn nsld

a

U 1%

wAlulad MvuNzal N1SANUALUSLNSUNDAS19IAUELNUS wazn1SNUSNYIANA

Y

[ 1

3. YadeimunIndnualodnnns (corporate image) dinudAysion1sUsEnaugsianiels
AMTULSIYRIN U sTulas SR asdudeuI Mg Ainssgnén Amdnvalasdnsfinazi
AlUAUAINTTUNNNITIAAITUBIANTT INTIzMaNYalaIAnITITYIuNTEAUANALAL FIANTOU
HeliiAnmuAniinauinnssnauladouardwafiuaussinsnfluiian nmdnvaiesdnisdana
seAuasinAnivesgndi lnvesdusznounndnualosdnisifianumunzauiunisasng
ANAesnAnfvesgsivansndndssinnmidyddidnnseling Usznausie 4 asausznau Laun
AunmAsliUIMg Kanfasitazusnig Arwsuiinveusedsan uazn1sdeasNINTTHAIN

asuladn Yadenisdnnisladafind Jadenisusmsgnandunius wastadesmuaindneel
03hnT3 derasionnuasindniesgnénssivaminsnyssinymndiusdidnnsedndluuse melng via

NMInsareen nefieuvednaueidulumanuduiusaauaun g 2

- - Frars 1o
HARNNUNILAEUTNIT ATTUTUHATDURDRIALY

MABEINITRATR

NTSUSASENAN

ATAIRMTIAT Y

AN UGN TS

ABAN1TVBRNAT

AaRLTIunN TR FE.
st uung

ANfTauDIgNAN HANTS

& e - ar s
: AL AN msgatnuaundniue
GRELITEE o
uAENISUSNIS

fianssu indnd

nsinds Tadadind UBAENAT AsvaNABfUYRARAD

e - sl iiAuiuly
msfnradeans AsUis Ll

nsfagalUw gL

anladannd anATELuS

N5 ASNgINTBYRGNAT

astfivinengnda

. 3 e e
st sl sunsuaeaudioiud ‘

‘ mslamelulagfimunzay |

WP 2 lnaanuduiusvesdafendanadeninuasindnivesgnem

dungvesunauil fllsuvelauawuiAnn1susEnaugsnanelinI LI uLIeInIsIYady

wazn1sidguulasidudouvaanginssugnaiananmiinden daulaziAsugianasuuwlas

1 <

agmnslulaqiu fwdssfeansnendszsunnmnduddidnnseiindasduuiliunisvenediiugy

& -

Lmnum'mLamﬁwlajﬂizmmmﬁﬂL%ﬁ]ﬁau%’nga LLazLﬁuﬁaam%’U'jﬂmmm%’ﬂﬁﬂamaqqﬂé’wL“ﬂuéh

[ |

wUsidhAgyranisusenaugsiatutagtu Al gusenaunisival wieansmdnidsaisnsevtnuazlv

o

[ [y

AanudAyfunIsInagnslunisaiiauasindnfvesgnan iz auiuusunvesssia mila

dAgvesan1iMaw g “lunagsia (business model)” Favsnedsguwuuianisaniufanisves

o

© 2021 Journal of Rattana Pundit University published by Thai-Journal Citation Index Centre



120 2158153 INITNININYTRYSARL TR 16 (2) N.A. — 6.7, 2564

ANINANAYOIGNAIWRGNIARNIINEN / 1 Ind yAsana Uunns navs wWeuls uaswmes, u. 105-124.

asAnslunisadesele Feainnisfinwiasell nudnisazdszauanudnialugsiaanisven feq
milafadademsianisladaing Jadenisuimsgnanduiug wastadunmdnualesdnis wenainil

ansnondaazAnallszuunuAnfiasassd eausuaNLIuAIg Noanr3suidyninazusulss

wWasukUaalanasmian gausumaluladnasuinnssy a1dgAmINULRgSNeN81d A21UDANY

a

fRngaraenududusznounis anusulinveusediny audedadldnnmaninininug e1suel

a

3sla lunisanfiugsialidszauaudnss lnsanizansndngsiauszavmduddiannseingd

msfinwuaglianudfyiuladendmadeniuassninfavegnams 3 Jadedananitnnu uazi
Toyamardlldlunisnaunusazeanuwuugsia wWieliissAvanmsnendszunnniduddidnnselind

Uszaumuansang1aiuasiasfatusald

LONEI381989

Aaker, D. A. (2014). Aaker on branding: 20 Principles that drive success. New York: Morgan James.

Alkhawaldeh A. & Eneizan B. M. (2018). Factors influencing brand loyalty in durable goods market.
International Journal of Academic Research in Business and Social Sciences, 8(1), 326-339.

Al-Qeed Al Sadi, & Al-Azzam. (2017). The impact of customer relationship management on achieving
service quality of banking sector of Jordan. International Journal of Business and Management
Archives, 12(3), 180-190.

Business information, Thai market information. (2009). Guide to guidelines for reducing logistics costs for
SMEs. Retrieved from http://www.thaifranchisecenter.com/document/show.php?doculD=296
(in Thai)

Toyagsna Jeyanisnanvesing. (2552). gllauuzriuuanialunisanduyulasadndamsu SMEs. dufuain
http://www.thaifranchisecenter.com/document/show.php?doculD=296

Chaffey, D., & Smith, P. R. (2013). eMarketing excellence: Planning and optimizing your digital marketing.
(4th ed.). Oxford, UK: Butterworth Heinemann.

Chien, L. & Chi, S. (2019). Corporate image as a mediator between service quality and customer

satisfaction: Difference across categorized exhibitors. Heliyon, 5(3), 1-24.

Chodchoai, S. (2017). The supervisory influence of customer relationship management on sustainable
customer loyalty in the gem and jewelry industry (Doctor Thesis). Ramkhamhaeng University,
Bangkok. (in Thai)

q35nl wndee. (2560). dnsWaNI3AIAUYEINITUINISGNAIAUNUSTIIREAIUINAYEIgNA 198 NEIE YD
9aaMNTIUsuilLAIATEITZAU (VS nuf Unidin). A INeNGes WAL, NTUNN.

Chung, Ji-Bok, Choi, Byung-Cheon, Cho, Yong-Sang, & Chung, Lak-Chae. (2016). Service quality of online

grocery shopping in Korean Local Regions. Journal of Distribution Science, 14(8), 67-75.

Danthamrongkul, W., & Udon, P. (2004). CRM-CEM Yin Yang marketing. Bangkok: Circle. (in Thai)
e MBI waz AW Bns. (2547). Bo915100-FD40U MTUNGINITAGIA. NTIVIN: WAL,

© 2564 M3EIHTAINENABSANTAR eunslag gudriinisgndensansing



Journal of Rattana Bundit University Vol. 16 (2) July — Dec. 2021 121

Customer loyalty to startup businesses / Wasawat Mookarasakul, Nantaporn Chalaechorn, & Thaunjai Sangthong, p. 105-124.

v a 1
LANE19521994 (519)

Department of Industrial Promotion. (2018). Logistics convert costs into profits. Journal of the Industrial
Journal, 61. Retrieved from https://e-journal.dip.co.th/dip/images/ejournal/
637d089e80d4cc81cf3631a356dad72c.pdf (in Thai)

nsudaieugaavngsa. (2561). Logistics Wasusuuduils. 27557598amn558, 61. FUAUIN hitps:/
e-journal.dip.g¢o.th/dip/images/ejournal/637d089e80d4cc81cf3631a356dad72c.pdf

Electronic Transactions Development Agency. (2021). Report of the survey results of Thai electronic
commerce in 2020. Retrieved from https://www.etda.or.th/en/Useful-publications/Value-of-
e-Commerce-Survey-in-Thailand-2020-Slides.aspx (in Thai)

ddnauimngsnssumedidnnselind. (2564). e7uNan 19aITI9yan MIaElvdaIansedndlne U 2563.
AUAURIN https://www.etda.or.th/th/pr-news/ETDA-Reveals-the-Value-of-e-Commerce-in-2021.aspx

Griffin. J. (2005). Customer loyalty: Growing and keeping customers. Jakarta: Dwi Kartini Yahya.

Gronroos, C. (2011). A service perspective on business relationships: The value creation, interaction and
marketing interface. Industrial Marketing Management, 40 (2), 240-247.

Gurlek, M., Duzgun, E., & Uygur, S.M. (2017). How does corporate social responsibility create customer loyalty?
The role of corporate image. Social Responsibility Journal, 13 (3), 409-427.

Hayewawa Ngo, N. (2019). SMEs and electronic customer relationship management. Service Journal Prince
of Songkla University, 30(2), 186-195. (in Thai)

T3l w8, (2562). g3nadadud (SMEs) funsdnnsanuduiusgnauuudidnnselind. 375575

U
a a

INYUTNIT U INYIBYFIVAIUATUNST, 30(2), 186-195.

lamsiriwong, O. (2013). Electronic commerce (Administration perspective). Bangkok: SE-EDUCATION.
(in Thai)

Tonna 1B0siE32e. (2556). widdweddiannseing (yuneed1unsu3mI3). ngamm=: Tidagiadu.

Jitsakulchai, N. & Saensuk, C. (2018). Customer relationship management, corporate image customer
confidence and customer loyalty at Honda Automobile Centers in Thailand. Research and
Development. Journal Suan Sunandha Rajabhat University, 10 (1) (January-June), 51-65. (in Thai)

unea Inanadte oy Funun wauge. (2561). MIVIMTNAIFIRLS A wdnualawrng mmﬁaﬁ’umaqqﬂﬁmag
ANUiNAvesgnAaudsasudgaualuUsenelne. Research and Development. Journal Suan
Sunandha Rajabhat University, 10(1), 51-65.

Khantiwattanakul, S., Rattakorn, A., & Kulisorn, N. (2019). Verifying component analysis of the loyalty of
state bank customers. Journal of Rangsit Graduate Studlies in Business and Social Sciences, 5(1),
1-20. (in Thai)

ATuNS Tuiimuena aus) $aens way ainy ndas (2562). AT siesAUTEnaUdsEuduasANiNAYes
ANANSUNANTYRISE. 19AITTIANUTIRAN Il UnguETATUAYAIANAIART, 5(1), 1-20.

Keller, K. (2013). Strategic Brand Management (4th ed.). Upper Saddle River, NJ: Pearson Prentice-Hall.
Kissel, P., & Buttgen, M. (2015). Using social media to communicate employer brand identity: The impact

on corporate image and employer attractiveness. Journal of Brand Management, 22(9), 755-777.

© 2021 Journal of Rattana Pundit University published by Thai-Journal Citation Index Centre



122 915871539 NININYTRYSARL TR 16 (2) N.A. — 6.7, 2564

ANINANAYOIGNAIWRGNIARNIINEN / 1 Ind yAsana Uunns navs wWeuls uaswmes, u. 105-124.

LONE1581994 (s0)

Kotler, P., Armstrong, Gary, Harris, Lloyd C., & Piercy, Nigel F.. (2017). Principles of Marketing (7th ed.
European). United Kingdom: Pearson Education.

Kotler, P., & Armstrong, G. (2015). Principles of Marketing (15th ed.). New Jersey: Prentice Hall.

Kotler, P., & Keller, K. (2016). Marketing Management. (15th ed.). New Jersey: Pearson Education.

Hirankasi, P., & Klangjaturavet, C. (2021). Social commerce, the new wave of electronic commerce.
Retrieved from https://www.krungsri.com/en/research/research-intelligence/social-commerce-21
(in Thai)

furiuns A3Ynd yRnn adsansimg. (2564). Social commerce adugnlnsivesmdvedidnnsaind. Auduain

https://www.krungsri.com/th/research/research-intelligence/social-commerce-21

Kumar, R. S., Dash, S., & Purwar, P. C. (2013). The nature and antecedents of brand equity and its dimensions.
Marketing Intelligence & Planning, 31(2), 141-159.
Lin Po-Hung. (2013). Shopping Motivations on the Internet: An Empirical Study of Trust, Satisfaction and Loyalty.

International Journal of Electronic Business Management, 11(4), 238-246.

Maesincee, S. (2016). Thailand 4.0. Retrieved from https://th-th.facebook.com/drsuvitpage/posts/
1396306724009387 (in Thai)

g wBuvsd. (2559). Ysemalne 4.0. Auduann https://th-th.facebook.com/ drsuvitpage/posts/
1396306724009387

Martin S. S, Jimenez. N. H., & Catalan.B.L. (2015). The firms benefits of mobile CRM from the relationship
marketing approach and the TOE model. Spanish Journal of Marketing-ESIC, 20, 18-29.

Moya K. (2019). Worldwide business start-Ups. Retrieved from http://www.moyak.com/papers/business-
startups-entrepreneurs.html

New Innovative Business Development Project, KKU (2017). Innovative startup. Retrieved from
http://www.startup.su.ac.th/?p=1483 (in Thai)

Tasamsfiaungsiauinnssuselv wan. (2560). Innovative startup. #UALAN http://www.startup.su.ac.th/?p=1483

Nguanphan, S., & Techamaneesathit, T. (2014). Creating the image of the organization for modern retail
business: A case study supercenter in Thailand. Suranaree Journal of Technology, 8(2), 1-16. (in Thai)

ARSS s way 53¢ wvsudlaling. (2557). nsadnmanvalesdnisdmsugsianisAuinadivls nsdifinwm
gilesiiuwmeslulsemealve. 1sasiveluladgsuis, 82), 1-16.

Nakhonsri, O. (2018). Factors of Loyalty of Patients to Private Hospitals in Bangkok. Academic Journal of
Phuket Rajabhat University, 14(1), 297-318.

930l uAes. (2561). undaderesanusinivessuuinsselsmeruiaenyuluuansunuiuag.
19T IVINTUNT IV TIVAN AR, 14(1), 297-318. (in Thai)

Novalin Bako, E., & Nabila, A. (2020). Analysis of the Effect of Product Quality, Brand Image and Customer
Relations on Customer Loyalty CV Globalindo Sejati. Jurnal Mantik, 4(3), 1877-1884.

Noonthong, K. (2019). Logistics service quality model of logistics service providers in Thailand. (Doctor of

Thesis). University Valaya Alongkorn Rajabhat under the Royal Patronage, Pathum Thani. (in Thai)

© 2564 M3EIHTAINENABSANTAR eunslag gudriinisgndensansing



Journal of Rattana Bundit University Vol. 16 (2) July — Dec. 2021 123

Customer loyalty to startup businesses / Wasawat Mookarasakul, Nantaporn Chalaechorn, & Thaunjai Sangthong, p. 105-124.

L@NEN581994 (719)

P

Anfiuin dunes. (2562). sUkvvranInnITUinIsladainadveslvuinisladadnalulszmalne. (Usaannud

q

Uaudin). amnInendesiuigalaseansal lunseususgudug, Unusndl.

Office of the National Digital Economy and Society Commission. (2017). National policies and plans on digital
development for the economy and society. Retrieved from https://onde.go.th/view/1/TH-TH (in Thai)

drlinanuangnssunsndviaiiolrsvgRanasdanauiana (2560). ulgvrsuasunussFUTIAIIA BN AR
iloiATygAuardiay. AUAuaTN hitps://onde.go.th/view/1/TH-TH

Olenski. (2015). Brand value: what it means (finally) and how to control it. Retrieved from
https://www.forbes.com/sites/steveolenski/2015/09/15/brand-value-what-it-means-finally-and-
how-to-control-it/?sh=3c2184d013b2

Online Manager. (2021). Golden year of Thai startups. Retrieved from https://mgronline.com/business/
detail/9640000108805 (in Thai)

3nnseeulatl. (2021). Tvevvasanmenlye. #uAuan https.//meronline.com/business/detail/
9640000108805

Otsetova, A. (2017). Relationship between logistics service quality, customer satisfaction and loyalty in
courier services industry. Journal Management and Education, 13(1), 51-56.

Owen O, Roach. (2015). Logistics performance influencing customer satisfaction. A Dissertation Presented
in Partial Fulfillment of the Requirements for the Degree Doctor.

Phanthu, S. (2019). Factors Affecting Intention to Repurchase Herbal Supplements Online. Journal of
Management Science Review, 21(1), (January-June 2019), 63-71. (in Thai)

#3239 Wug. (2562). Tadeiidmadenisnslatesmansuriaylnsiaduonssihuoeulat. m15a15me i ssans
Usvia, 21(1), (unsieu -Siquieu 2562), 63-71.

Phummaphan, N. (2019). Relationship between corporate image and customer loyalty.Southeast Bangkok
College, Southeast Bangkok Academic Journal Humanities and Social Sciences, 5(1): January —
June 2019.

WiSs Wuus. (2562). Anuduiusseninnmanvalosdnsuazanuinivegna. Inendeinsdaniuienen,
2758753YINITWIGOANUNNGN FIVINYBYMIFATUAYIIANAIANS, 5(1): UNTIAU - TQUIBY 2562,

Putu, N. L. (2016). Analysis of service quality of go-jek indonesia in Jabodetabek, Bandung, Surabaya, Bali,
and Makassar 2015. Journal of business and Management, 18(4), 93-98.

Rangyai, T. (2017). The loyalty model of hotel business customers in Bangkok and metropolitan area.
Academic Journal Phranakhon Rajabhat University, 8(1), 41-51. (in Thai)

sassas $19lng. (2560). JULUUAMUNRIRANAvasgnAIgIATlsawslun g uAsLar USHmA.
215875399075 UNIINEPETIVANNITTUAS, 8(1), 41-51.

Soonsan, N., & Sirirak, S. (2018). The link between online communication, brand image and customer
loyalty in small and medium-sized hotels. Journal of Social Communication Innovation, 6(1),
41-59. (in Thai)

© 2021 Journal of Rattana Pundit University published by Thai-Journal Citation Index Centre



124 a1sansiEnIsNnTAINeNResaulsdia 16 (2) N.A. — £.A. 2564
AaSnFveIgnAIsagIARanMEN / 1530 ynsana Tunws navs ouls usames, u. 105-124.
v a Il
tBNEI991994 (M9)
Uile gudu uay AsIng A3Tn. (2561). Maweulesseninnisdeansesulall Mwdnuel uarAuinfAvesgnAily
LSUSUVUIMANUATVNANGN. 293575399 5 TN TIuFoasan, 6(1), 41-59.

Stock, J. R., & Lambert, D.M. (2001). Strategic logistics management (4th ed.). Boston, MA: McGraw-Hill-Irwin.

Vlachos, P.A. (2017). The effects of managerial and employee attributions for corporate social responsibility
initiatives. Journal of Organizational Behavior, 38(7), 1111-1129.

Zameer, H., Tara, A., Kausar, U., & Mohsin, A. (2015). Impact of service quality, corporate image and
customer satisfaction towards customers’ perceived value in the banking sector in Pakistan.

International Journal of Bank Marketing, 33(4), 442-456.

© 2564 M3EIHTAINENABSANTAR eunslag gudriinisgndensansing



