andwavasepelasumana useslasuesunl ANULYane
YIINVDILND LaZN1I5EULEIUNTVENEINaNDNANTTH
dgll o/ [ - 1 1 (24 C{
nsPauuudunauvedaIasudngsitumednlan

vasguilnalueslng’

THE INFLUENCE OF RATIONAL MOTIVATION, EMOTIONAL
MOTIVATION, PAGE OWNER CREDIBILITY, AND SALES PROMOTION
ON IMPULSIVE CLOTHING PURCHASE BEHAVIOR VIA FACEBOOK LIVE
AMONG CONSUMERS IN CHIANG MAI

auysel duuda’, wedds Arduuda® uae Wsansel ﬁﬁmuzuua]aw?
Sombun Nankaeo!, Pongsiri Kamkankaew? and Phithagorn Thanitbenjasith?
AnzUInIIgIng unnIngrdeuain-dedui
3Faculty of Business Administration, North-Chiang Mai University, Thailand
Corresponding Author’s Email: €66230101 1@northcm.ac.th
Fufisuunany : 19 wweu 2568; Tuualuunaaa 22 wweu 2568; TuReUTUUNARNL : 24 ey 2568
Received 19 April 2025; Revised 22 April 2025; Accepted 24 April 2025

UNANED

NuUITeldsdinguszasaiiveAnwdninavesusegadanumnua usaqala

q
1%

AIUBITUN ANUUNT BN DUDILIIVDUND LATAITHUATUNITVIY NAINARND

1%

Citation.

auysad Tuund, weeds Aduung uag isnsas stnugadns. (2568). vsnaveduseslanumna Ul
AUBNTU ADTUUTDNDVBUIIVDUNA WAYNITALATUNTULTENaNDNGFNTTUNTTRUUUTUNGY
vouAsosaInNIeNTulgynlanvesustnaludedduy. MsmsasasuuaziauIvnsatelny, 3(2), 1193-1220.

Sombun Nankaeo, Pongsiri Kamkankaew and Phithagorn Thanitbenjasith. (2025). The Influence Of Rational
Motivation, Emotional Motivation, Page Owner Credibility, And Sales Promotion On Impulsive Clothing
Purchase Behavior Via Facebook Live Among Consumers In Chiang Mai.

Modern Academic Development and Promotion Journal, 3(2), 1193-1220,,

DOI: https://doi.org/10.
Website: https://s012.tci-thaijo.org/index.php/MADPIADP/



https://doi.org/10.14456/madpiadp.2024.1
https://so12.tci-thaijo.org/index.php/MADPIADP/

1194 |Modem Academic Development and Promotion Journal Vol.3 No.2 (March-April 2025) &5

a & a ' v Y ' . Yo oa
WOANTTUNITYOLATOIUAIN1BUUUSUNTUNIU Facebook Live voaguilaalu
v (% IS ' a v dy a v a a yad o (%
JamTadesluy n1539edidun1s3deleuiunm IngleSnsdrsrauuudnuing

Y = PN U o A o = = a ' '
nausiiee19ie fuilaaludmindednufineduszaunisudonToaunanIgny
Facebook Live 9819u88 1 A39 31134 400 AU Felau1nd8I5n1squileg19ny
AMUAEAIN AT oo lylun13TIuTINTBYaABLUUARUANRRULAY LULLIAT)
A1UUITTUINAT 6 T2AU FINIUNITNAGRUAULTEIRIEAdNUTEANT oY
¥93A58UUA (Cronbach's Alpha Coefficient) 8¢5¢1319 0.798 11 0.852 N9
TAs1gnveyalyadadanTsaNuILagnIsIATIENAITaAneeNAM (Multiple
Regression Analysis) \@NAAOUANNAFIU HANITILATILVAITAADDYNY A WU
w3ag9lantuesual (B = 0.530, p < 0.05) n1sasasunisvie (B = 0.402, p <
0.05) uazusegslaniumana (B = 0.174, p < 0.05) A8nNSnaLeuinnenginssy

N13%8LA3 DIUAINIBLUUAUNSUNIU Facebook Live vasnuilanludamingedly

aaa o

p819dTudAYNIE@D AN T2AU 0.05 oualsnnun ANuLTeiisvoua1vawna (B

= 0.022, p > 0.05) ludidnSwanangAnssun1s¥olvudunduos1slivedrAgnia

[ 7 ¥
v A o

anf 119t AuUsaseadanuiso A ues uIeAMNLUSUTIUTRINGANITUNITT O
wuudundulasesas 72.0 (R? = 0.720)
AdnARy: neAnsTuNIsTRLUUAUNALY, wynlan, usegdla, nsanaSunisvig, wied

LANNTY

Abstract

This study aimed to investigate the influence of rational motivation,
emotional motivation, page owner credibility, and sales promotion on
impulsive clothing purchase behavior through Facebook Live among consumers
in Chiang Mai Province. This study employed a quantitative research approach
using a cross-sectional survey design. The sample consisted of 400 consumers
in Chiang Mai Province who had experience purchasing clothing via Facebook
Live at least once. Participants were selected using convenience sampling. Data

were collected through an online questionnaire using a 6-point Likert scale. The
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reliability of the instrument was confirmed with Cronbach’s alpha coefficients
ranging from 0.798 to 0.852. Data were analyzed using descriptive statistics and
multiple regression analysis to test the hypotheses. The results of the multiple
regression analysis revealed that emotional motivation (B = 0.530, p < 0.05),

sales promotion (B = 0.402, p < 0.05), and rational motivation (B = 0.174, p <
0.05) had a statistically significant positive influence on impulsive clothing
purchase behavior via Facebook Live among consumers in Chiang Mai Province.
However, page owner credibility ([3 = 0.022, p > 0.05) was not found to have a
statistically significant influence on such behavior. Collectively, the four
independent variables explained 72.0% of the variance in impulsive buying
behavior (R? = 0.720).

Keywords: Impulsive Purchasing, Facebook Live, Motivation, Sales Promotion,

Clothing
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