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NTATIEaReeIdany (Multiple Regression Analysis)
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1. Usgaumsalgniiaindesmeiivanmanelusunmsidousis (COE) wagsuamzyana

(PEE) ianuduwus tlevinduninanwalns1idauan (Bl) egeduvdAgynisadainsgau 0.01

ee

IdnduUszansussnsnennsaluiuuss (Adj R2) anunsnedureliifesas 60.40

2. UszaumsaignAnindesmisiivanvanslugiunisifensie (COE) wagdulanizyana
(PEE) fl Auduius i@ suanfuannudaled edudn (P) egrefivedrdamiead v ssau 0.01
IdnduUszansnsnennsalu3uuss (Adj R2) ansnsnedungldfesas 60.50
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(Adj R2) Seanusanduelasesay 68.30
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Abstract

This research aimed to 1) examine the relationship between omnichannel customer
experience and brand image of earth-dyed fabric, 2) examine the relationship between
omnichannel customer experience and purchase intention toward earth-dyed fabric, and
3) examine the relationship between brand image and purchase intention toward earth-dyed
fabric of the Ban Pha Nam Handicraft Center, Pa Phai Sub-district, Li District, Lamphun Province.
This study employed a quantitative research approach using survey research methodology,
with a questionnaire as the data collection instrument. The sample consisted of 404
consumers who purchased earth-dyed fabric through various channels. Data analysis utilized
descriptive statistics, including frequency and percentage, as well as inferential statistics to
examine the relationships between the studied variables in accordance with the research
hypotheses, comprising Pearson Correlation Coefficient and Multiple Regression Analysis.

The research findings revealed that

1. omnichannel customer experience in terms of connected experience (COE) and
personalized experience (PEE) had a statistically significant positive relationship with brand
image (BI) at the 0.01 level, with an adjusted coefficient of determination (Adj R?) explaining

60.40% of the variance.
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2. omnichannel customer experience in terms of connected experience (COE) and
personalized experience (PEE) had a statistically significant positive relationship with purchase
intention (P1) at the 0.01 level, with an adjusted coefficient of determination (Adj R?) explaining
60.50% of the variance.

3. brand image in terms of mystique (MYB) and intimacy (INB) had a statistically
significant positive relationship with purchase intention (PI), with an adjusted coefficient of

determination (Adj R?) explaining 68.30% of the variance.

Keywords: Omnichannel Experience; Brand image; Clay-dyed fabric; Purchase intention

Unuin

a

Fatduniduanmietausssun azvioudednd nuaivessusulneutag1ae1iuiy Nalwses

QU A7} 3

g1ugnadeny a3 osdevinuazldluniSnssunng o nsnediderlunszuiuntsadvassaidonles

aadada ¥ a

peRAuIUAaUs JansTsuund warldtinvesauluudarginig laganizluniamilovesyseine

Y

Iy Fedioduuvasiudadmeiiutuifiniulssdn diendnualiansduiiiinannsHauNeu
seriaidayvisaduiuanuiovasauluguyy
wennMImeaiieadldua dudltunsumsdandinieliinnnuaeny Juingiidyyn
v a a = oA Y o & A | °
n1sgeudsssuvdlugusuniamile lagdinugiuainnistininensluiui 1 Asau Auan

= v v d' Y a aa Y] ¢ a aay v - avy 1 a ]
LUa@ﬂlﬂJ LLaﬂ‘Ulmmx‘i 9 LW@&L‘WLﬂ@ILQ@a‘V]LUUL@ﬂaﬂ‘UﬂJLQ‘quﬂu aV]l@‘UWﬂW%ﬁiiNﬂqm‘lNLWEJ\TLLW

'
1@ 1Y a v 1

deviounuunefales widdinummudaanden linelmfisasiyanAuazanunsagesaaiy
Ieusssund (NY1 8129w wazaAne, 2566) Msdandnleissssumadanduiidyaivas

WuINIINsHAIUIeg19g B uluanuinanssud ane wenainil nsHanl1deudsssuvnfdela su
nsnanAulidanAa 8In ULUIANEIWINA B8 U (eco-friendly textiles) TnadinSHMUHER £ eudt
dedlefidulinsredawindon MluauingAu NTUIUNITHEN 1AZN150BNLUUNA RS diLiie

L 4

asayarinludeaieasse (301U ynas, 2568) wuildudanaiasieuliiuingivayaydnden

[
=1

dsysumdtuniamiedliduiissfalsiudiu uidadugmiuiiawnsaimunlvdniseeniuy

Weuinnssunasiasugiaasvassala

v
(% o IS

aaudinanssuUeuRiie Uy druadili swned Famdndmu Innslivesnii

Y
VANV OAUATUNITVIY WU N1Teenyskansdurlunukansduin audinanssudiurnu
saumsemiseaulal tluiu sy Tunsvedeamadedlugadagiudsddiiisme ieiineonve
Rnedldnagnsnaedeanie nsasunsduniien1sandazasisauUserivlaliiugnanivelv
U dl

I@suusvaunsalnd awiiignAnduindetiulunagnsnddnyiieassyaruwasselaliiurii

doufuiuAzuININTY



A
QNI_I\I% 155 | Journal of MCU Kosai Review Vol. 4 No. 1 (January - April 2026)

INNTNUMIUITIUNTTN ANUFURUSvRIN1saanadeliiuaiuianelavesgnauas

AuAdlalunsTetuAnnUszaun1saiususal ouasaiunsandulagelulanuiannuduass

a ado

laeTueg AUEMITUS WNAATINNEITUAWEY Lazdaannd o0 IngAnTsuluYteInIe N1IAaIAFI 9
(Dash, G., Kiefer, K., & Paul, J.,, 2021) 53ufl4a1uduius senineUszaun1salgnA1anyeaniai

#a1nuane (Omnichannel experience) funAINaN¥alnTIEUATLAZAINFIT%EO F9 Omnichannel

Y a 1

experience g N15asUTEAUNTUNNAUTIKAL oL e Uog T UTUl U NYoINeTIgnAAAse

Y

v

fuwusud seaulatl (Fuled, woundiady, ledeadiie) waveenllat (nhdw) ielianAnldsy
Uszaunsaliaonadesiu litagldunanslesalafiniu IngUszaunisalgnimiannsldtemisi
‘wmﬂ‘VimEJ:ﬁmmé’uﬁ’ua‘ﬁumwﬁnmﬁmwﬁuﬁﬂLLazmwmizﬂﬁ]?}/aﬁumqﬂﬁw @Fun Fruneyfatl, 2565)
wanslifiudnaudsanisvesgnaniidrudidnylunisaieanuduius ve msndud i otinlug

nsdrduladenduituies delunsldiniedledinaniuiamfagusuuwnid nidlunagsie

v
A v A

WANF1Y Kan1539ezuanaeiy TunuideldadunmsdnwanuduiusvesUszaunisalgnen

AMENwaIRS13UA1 (Brand Image) wagAuseladedudn (Purchase Intention) Wisthuan153delu
fimurtom1snmsdming nsaann nrslivemnsiinarnnaneiiieliiamialugusudunazgsiad
Retesamnsoi Ui usugsiadeluld
InUIzaIANTITY

1. ilefnwanuduiussewinsUszaunisalgndnaindemneiivarnvats Aunmanual
AEUA NS DUAY

2. efnwieuduiussendnuszaumsnigndnaindesmisiivainvane fuaiudslaie

duArndeunu

3. BANEIAUEUNUS TENINNINE N BN TIEUALALAIUA LY FUAIHN DU

ATINUNIUITIUNTIU

va o

n533eluasedl IduladnwiAuaienans M1 RetuLEIAn Mouuaruidening1tes

De
=De
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Favtmuailiiavun 3 psdusznou 1Fun eadUsznauduaimg (Cognitive) sadUsznaudiuauidn
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153911 0un 153981 T 9US Uy (Quantitative Research) 14353 319981579 (Survey

| (%

Research) A7gukuUaaUn1u (Questionnaire) Wup3osdlslunisiivsiusiuteyanquasgneiiiu

a (YY)
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2) affieuuu (Inferential Statistic) Tt oweumudTus szt Us AvinsAne
Womudoauuigmiialy adarldliun arduuszanianduiusuuuiosdu (Pearson Correlation
Coefficient) N153LATIENOANBELTINY (Multiple Regression Analysis) WUUTI@BIANUFUNUTUDS
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§wuufl 1 BI = By, + BLCOE + B,INE + B3sCSE + B,FLE + BsPEE + &

FWUUT 2 PI = Boy + BCOE + B,INE + BgCSE + BoFLE + B,oPEE + &,

FWUUT 3 PI = Bos + B1iMYB + B1,SEB + By5INB + &5

A1519A7LUSAZAN DS UY

Aauwds | A1asune

1%

PI ANUAabaTaaUAN (Purchase Intention)

COE | Uszaunisalsunisiliouss (Connectivity Experience)

INE | Uszaun1saldnun1swaunai (Integration Experience)

CSE | Uszaunsalsnuminuaenndes (Consistency Experience)

FLE | Ussaunisaliuainudeaneu (Flexibility Experience)

PEE | Uszaunsalsnuanizuana (Personalization Experience)

BI AMENWARITIEUAT (Brand Image)

MYB | amdnwalnsidumaiuanuiieag (Mystery Brand Image)

SEB | nmdnwalnsidumaulseamauia (Sensuality Brand Image)

INB | amdnwalnsidumaiuanulnada (Intimacy Brand Image)
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Uszaun1saignAnnteaniiivainvatenunsiiessie (COE) kagauyaaaa (PEE) IAudusiug

WuanAunanyalng1d@ud (Bl) eg i@ Ay eadanszau 0.01 mIun15199 1

A3 1 MIlaswanuduiusvesUseaunisalgnAnteananvainvateiauduiusidauan

AN NENWAINTIAUAENE DUAU

fauus APT t p-value
Beta Std. Error
Constant 0.904 0.146 6.187 0.000***
COE 0.404 0.054 7.497 0.000%**
INE 0.270 0.045 0.594 0.553
CSE -0.025 0.051 -0.486 0.627
FLE -0.010 0.048 -0.205 0.837
PEE 0.402 0.046 8.753 0.000***
F statistic = 124.019, P = 0.000, Adj R? = 0.604

* searudedngneana 0.10, ** seauedAgyn1eana 0.05, ** seautudiAgni19ana 0.01

MM 1 MFeTgieNduiusyeaiuysBassusiazdamuinUssaunisalgnAiann
Fosmsfinanvatesunisidensie (COE) uazsuyaaaa (PEE) fanuduiudideuinduniwdnual
n3513udn (B) agadfeddynsadffisedu 0.01 Tswenfuauudgiu H1 IiAduuseansveinis
wennsaiUsuUss (Ad) RY) viseanunsnesueldSesas 60.40 #ail BI = 0.904+ 0.404COE + 0.402PEE
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na1nna1gnuAIuA g oduA K daufunud1 AT UNUSYRRLUsBaTELAaEAY WU
Usraun1saignAnanteaniiivainvatenunsiieusis (COE) kagauyaaaa (PEE) IAnudusiug

o w N

\WaunAuANuAtlatedua (P) a8 19illudAYINEaANTzAu 0.01 MURITINTN 2

A5 2 MTBATAIFRTUSYeIUsEAUNTgNAIINYIN A N ATed A UF IR ST UIN

ABANUAILITDFUAKNE DAL

. APT
ALUT t p-value
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