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Co-Creation in Branding with Customer: Social Commerce Tools,
Social Support, and Intention to Co-Creation in Branding

Prasittichai Narakorn' Tummatina Seesuphan’

Abstract

he objective of this research are (1) to study components as follows: Rating & Reviews,

TForum & Recommendation, Social Support, and Intention to Co-Creation in Branding
(2) to examine factors influencing the mediating role of Social Support between Rating & Reviews
and Intention to Co-Creation in Branding and (3) to examine factors influencing the mediating role
of Social Support between Forum & Communities and Intention to Co-Creation in Branding. The
research used qualitative method to 400 customers who buy products from online business and
analysis by descriptive statistics-mean, percentage, SD and inferential statistics-Structural Equation
Model (SEM) analysis by AMOS.

The research revealed that:

1. The model was consistent to the empirical data. Goodness of fit measures found to be:
X2 = 78.893, df = 64, p-value = .129, Xz/df = 1.201, GFI = 0.974, IFI = .996, CFl = .996, RMSEA =
0.020.

2. The influence of Social Support as Partial Mediating Effect relationship between Rating &
Reviews and Intention to Co-Creation in Branding.

3. The influence of Social Support as Full Mediating Effect relationship between Forum &

Communities and Intention to Co-Creation in Branding

Keywords: Rating & Reviews; Forum and Communities; Social Support; Intention to Co-Creation

in Branding
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A13INDUAVUAZNNTIINANNE (Rating and
Reviews)

NNFINOUAULAZNITTIINARALUN (Rating and
Reviews) mungie desdlondafvanouiise
(Social Commerce Constructs) EﬂLLUU%ﬁQﬁI
AieanunsauansauAniuuarsaudadusy
mmnidefevesnandiust uansaudnieai
NARAUTA8NTINER (Post) UNLASEU18EIAL
soulatl 1w wedn uanunsy Miawes Wusu
(Hajli, 2014; Hajli, 2015; Narakorn & Seesupan,
2018) wedieaziarulindatuaindnuas
gousuilsrmuivaniiiousnnninislawanann
Q’Gma (Narakorn, 2018)

MIINOUAULAENTITINERA U Usznoaumiy
suusdanale (Observed Variables) 3 fauus
Ao (1) WouuweIevrediruseuladdndusy
nAnSuaiogansslunsaun (RATL) (2) wieuuu
sevuAsadInLoaulatdnduUNARsuTBEN
Yndedo (RAT2) uaz (3) Wisuuwadetiedeny
soulavuvsiiuuszaunsalifetundndnaiots
Undede (RAT3) (Hajli, 2015; Hajli and Sims,
2015; Hew et al., 2016)

useatuayuNIedeny (Social Support)
wssauayunadens (Social Support) 1y
fa navaewdedstunas fuseninedieturde
viosgvhsdiefufusuumadodiodinuealat
(Gottlied & Bergen, 2010) Tngasiitanudingou
wlfnudemdoiiounazauiidosnisiuaiy
Pgmdelieiunandug ieadrenundesiuli
ffuransfausiligatiu (Chen and Shen, 2015) &
wseariuayumnedaaud 2 wuu (Shanmugam et al,,
2016) Ao wssatiuayuNePILeITUal (Emotional
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waslunsuilailymetsasiiawe (554) §3de
a%"mamgagwuﬂﬁ’j{]’dﬁﬁmawﬁ (Wang & Hajli,
2014; Hajli and Sims, 2015)

H1: MIINDUAULAZNITI TINARA NIV ENA
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AuRslasuEdems AN (Intention to
Co-Creation in Branding)
ARalasINas IR sINERSNeT (Intention
to Co-Creation in Branding) #® mmé‘?ﬂwa\‘l
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Lﬁaauaammﬁaqmiﬁy’qaaamﬂmaﬂwﬁaﬁw
Iinansnusinuiidosnts dawrheguieiaiise
thyaudsvesesdnsiideguiasraqaeiludn
mamﬁmﬂﬁamauauaqmméfaams%qqﬂé’w Wy
I saLNEER s AT NN
A0ALAYULUY mmsaa%qgamLﬁmiﬁmﬁmﬁmeﬁ
wazas1enulaluSeun1suY sy (Prahalad &
Ramaswamy, 2004; Narakorn, 2015)
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munities)

nszvuazyuyueaulal (Forums and Com-
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Jung & Cho, 2016)
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flasauasamswan ol
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FauusiFoulas (Mediator Variable)

FauUsideules (Mediator Variable) fie
FuUsfafl 3 fihuunsnnansseninaduysiu
(Independent Variable) fusiiUsea 1y (Depend-
ent Variable) syt iidonlessenineiuUsi
AU Tneadvswasiu (Total Effect) 193
Tunafifisuusdenloasdesidianas (¢’ path
< ¢ path) 819aAAWNED 0 ViTeanaIIULNETEAU
Liitfodfanieada wansinshulsdonloaiug
LfJué’aLLUiL%amImamyiai (Full Mediation Effect)
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Me

X1

Gouly 1. Estimate and test path c (791 Sig.)
3. Estimate and test path b (83 Sig.)

2. Estimate and test path a (799 Sig.)
4. Estimate and test path ¢’

HadNs 1. ¢’ < ¢ fioald Sig. 1Uu Partial Mediator #3e

2.¢C’ < c: 793 Sig. U Full Mediator

A 1 MTIATIERDNENaveLUseules (Baron and Kenny, 1986)

Tagtunismuuesornsdinueaulatniol
senI llganaudiss (Social Commerce) 191
Y1rann1svaIRUsitaulgsinasuiefening
FUNUSTEUINIPUTHUNFINARBAUTIY Tne
Wang and Hajli (2014) uag Zhang et al. (2016)
NUIAUNINAIUFUNUS (Relationship Quality)
2w A U v ¢ ' A A
WuswUsiteuleamudunusseninuasIasdlania

M99 1
Fauusioules (Mediatin ¢ Effect)

Io@uamaullse (Social Commerce Constructs)
AUANAIIATINATIINTINERAY (Intention to
Co-Creation in Branding) wana1ntju Hajli and
Sims (2015) wuusauayunIedeny (Social
) Y a v v ¢ 1
Support) tJusnUsteulesnNERLS T2
a4 A = as o & & . !
insesllalgltvanaulssnuauRAilagont19se
A Ay
LWoIaNAIY (RR1919 1)

A3 AauUIsiu AauUs AauUIny usun
\WouTes
Wang and Hajli ~ Social Commerce Relationship Co-Creation in Social
(2014) Constructs Quality Branding Commerce
Zhang et al. Social Commerce Relationship Continuance Social
(2016) Constructs Quality Intention Commerce
(Theory of (Theory of
Interactivity) Loyalty)
Hajli and Sims Social Commerce  Social Social Commerce Social
(2015) Constructs Support Intention Commerce
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WUz IIANgUFIRE NN AN AT IEN
aun1slaseaing (SEM) AI50g58ming 10-20 1
osdumuUsdsnale (Observer Variables)

a v dy Va v a v [ ;4 ¥
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Stage Stratified Sampling Scheme) ﬁ?ﬁ%ﬂ’ﬁ?jm
ek UL (Simple Random Sampling) 910
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071 (Questionnaire) Tun1sifiusiusaudeyann
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Usgnausme 3 @ e 1) Yeyadiuyana 2) Ueya
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Factor Cronbach’s  AVE CR
FrwUsure/fulsdunala Loading  Alpha
(A) (a)
ASINDUAULAZANSIINANN N (Rating and Reviews) 0.806  0.583  0.807
RATL fieuvueiotnednuooulatidnsuiundniost  0.776
pgnnselunsaan
RAT2 iiouuupiotneiesederussulatdndusunansael 0.759
athaudede
RAT3 fieuuuaiotnedinueoulatiuslulssaunsal  0.755
Aenfundadaregiaindeds
nszﬁuamgwuaau‘l@ﬁ (Forum and Communities) 0.847 0.651 0.848
FORL Llouuueietiefinuesulatinenszynsslunsan  0.790
FORZ iiouuwueietiefinuesulatifnszsfundode 0.793
FOR3 iiauuuniotnednueaulatiudsszaunisel 0.836
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N13959990UAIINTIENUALNITATIVTOUA IINATIUUUFUE T (F8)

Factor Cronbach’s  AVE CR
Mudsiely/duusdaunale Loading  Alpha
(A) (a)

usealuayunedeny (Social Support) 0.887 0.663 0.886
ss1 ieuvuadetiedsuesuladliniuauls 0.676

Fatuwasiu
ss2 iieuvuadetiedsnuesuladliduuznie 0.886

FOINIIANUYIULNED
ss3 ileuuuinietiedsnuoouladlvideya 0.801

dioudlatlym
ssa ieuvuadetnediauesulattismdelunsudly 0.876

Haymeesasinae
AMUATlTINEZ 1M WEAR (Intention to Co-Creation 0.857 0.583  0.847
in Branding)
col  fHosilauurihdeyaduituifiouuuedons 0.853

fapupaulay
co2  fHoutsluvsraunsaifufiouuuaietiodinn 0770

poulall
CO3  nanfasieuluridlaiiosgeuiuoy 0.763
CO4  ApuipavanuANuiuaIntieuULE AL 0.655

saulataue

NsATIRdBUAMNINLATT HdEm TR
A meaieaiodn led n1snsrnaeuay
Wiowmsadaiden feisduilauaonndoes
JoA101% (Corrected item-total correlation) fiu
TnqusrasianiiBsmgsunduddidnmseting
§7uu 3 Vau wazrin1snsvdeuALLiios
(Reliability) vesuvuasuaiunouinlulgass
(n = 30) uazdoyaifvanassngieooulativi
Uszna (n = 400) Vedidauusuranneadiag

HuUseansusanitvesasouuln (Cronbach’s
Alpha) 11And1 0.7 (Nunnally, 1978) (9n1514 2)

#3UNaN1339Y

va v

WIY

Y

iiglaenadosiuinguizasdniside
annsnagUnalddsiolui

1) yuaiegisdossulasiuiu 400 Ay
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11 10,000 v amaeiu daulueidudnsienis/
wiinnw/andnewessguta sesawnilu dnisew/
UnAnw uag WilNWeNYU AUARU (AR1519 3)

TR SoArYITOYAT IUYAAAYDEINOULYYAB YD (n = 400)

AnwaneUsEYIng U (AL) Fowasz
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nMsAnw  fnd Useyind 73 18.30
USeyaes 235 58.80
Usyan 85 21.30
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winauenYUY 95 23.80
Unieu/dnfne 115 28.80
\W1U83RANTT/FINE UG 34 8.50
Bug 14 3.50

18AUAMTILUDIIADULUUADUAIUNUTY
Fun1sdnduiunarnsiinandue Sanade
Wil 3.68 s0%a1 Ao nIzyuazyuvueaulal i
AdgviiU 3.67 Amnudtlasia R AR ST
fiAnadewintu 3.51 wag ussatuayumedann 7
Aedowintu 3.46 sudiu

2) nan15 Azt s fifiBninadonanu
Felagauadransnandast Jumsiasizeiaunis
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Me MITAduRuLaENITTINENTMI Nziuas
yuyueaulal way wisatuayumediny any
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76.803, df = 64, p-value = .129, ¥*/df = 1.201,
GFI =.974, IFl = .996, CFI = .996, RMSEA = .022)
aguldlamanudslasiuadanswde st
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HANSNANDUANNAT Y

GHEED ] dunna B tvalue  WAEWS
H1 Rating & Reviews — Social Support 154 2.003* aﬁfuaqu
H2 Rating & Reviews = Co-Creation in Branding .305 3.512%** aﬁuaqu
H3 Forum & Communities = Social Support 541 6.970%* aﬁfuaqu
Ha Forum & Communities = Co-Creation in Branding .107 1.187  lyavvayu
H5 Social Support = Co-Creation in Branding 287 3773 aﬁuaqu

nanewe (1) * vaneia tudnfayneadifivisesiu 0.05 (p < 0.05) (1.96 < t-value < 2.576), (2) ** 318

fq dodfyeadfiszsu 0.01 (o < 0.01) (tvalue > 2.576),(3) ** wneds Tedfaneadaiisziu
0.001 (p < 0.001) (t-value > 3.291)

Customer Focus Antecedences Mediator Consequences

Rating and
Reviews

g

Co-Creation
in Branding

n

Forum and
Communities

g

A 2 NTOULUIANNITIVY

' a

MNINTN 6 NuDENNAFILA 1 Msdadudy  AuusgAvBidunia 0.154 (B, = 0.154, t = 2.003,

9
£ faa a 1

warNISIIINARANNIBNENAdBLTETUAY UMY p < 0.05) @UNAFIUN 2 A1TINBUAULALNIS

'
o v aaa v

Faay pg1elvedAUNI9ERANTEAU .05 tasllA1  SAINANAUNLDNTNANDAIIUAILATINAT 1A
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