NIATINYINTIANT W INeFe5 1w eas51l \«_@S/
U1 1 adun 1 @nsan - NUALG) :
: MSUDRU

Management Science

nsineiesdusznaudedususususesiadeiidmanonsiuinagnsnisiaans
nansaanvafuslaalugsiaiamiavuianalsuazvuingan
THE SECOND ORDER CONFIRMATORY FACTOR ANALYSIS AFFECTING CUSTOMER
PERCEPTIONS OF MARKETING COMMUNICATION STRATEGIES IN

SMALL AND MEDIUM ENTERPRISES
457 Auning’ algfs wernd way woln fufioSuea’
‘AgingInsiants uvinendesagensenil
‘AnuzRaumand uninedomelulaBumeasayi
Sucheera Sinsap1 Nathasiri F’ongsavvalee1 and Porpim Tantia‘fimongkol2
1Facul’cy of Management Science, Udon Thani Rajabhat University
2Faculty of Liberal Arts, Rajamangala University of Technology Thanyaburi
(Received: January 11, 2019; Revised: February 6, 2019; Accepted: February 21, 2019)

UNANED

mﬁé’fﬂuwﬁ%ﬁﬁ%}qﬂwméLﬁamaﬁ]aaummﬂamﬁuuwﬁﬂaaaﬂﬁ]%ﬁﬁwa@ia
ms3uinagndnisdeansmnanisnanavesiuilanlugsiviamisvuinnatsuazvuingen iy
Touaideszdny nqusnedns Ae fuilaafiliuinisssialamAsvuianasuazvuindesly
wasneilles Smingassndl d1uau 400 1 eTesileldluniside fe wuuasuniud
ANYAUTLUULIATIAUTEUMAT 5 S8AU TAs1endayanisn1sinseiasAUsenauleudu
dufuaes wan133ds wuin Yedefidmanenssuinagms sdoasmensnannvesiuslaely
§INIATNVNANAIN UazuIngey 3 4 0sAUTENaU LAk AIUNMIAAIAVINIASE ATLNITHANN
\Fafanssu fumsean Tnsyara uazsunsAaIALUUATRea Jeilmuaonadesiutoya
Feusedne TneRarsanain Aila-auads (£2) fanvindu 19.35 fiesmdass (d 11 P-
value WU .055 Ala-aumsduing ( y° /df) dawviniu 1.759 asaiiinseauanunaunay
(GFI) winfu .99 Andiuiiinszduanunaunduiiuiunind (AGFD) iy .96 A1sniidsaes
yesaunaalnaeulneUszanal (RMSEA) Wiidy 044 wagA1s1nvesAladsidsansed
\isvaelugUArLULINATET (Standardized RMR) Wiy 015

AdnARy: NMTIlATIEesRUTENaUsEudUSURUARY, 153U, NagNSNIsHeaINNNITAATN,

a a

FEMNVUIANA AL VN D

ABSTRACT
The objective of the research was to investigate the goodness of fit of the
factors, which affected the perceptions=based marketing communication strategies of
the customers in small and medium enterprises (SMEs) and empirical data. The
sample of this research were 400 customers, who used SMEs’ services in Mueang
district, Udon Thani province. The research tool was the five point Likert scale
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questionnaire, using the second order confirmatory factor analysis to analyze data.
The research results found that the affecting factors on marketing communication
strategies perceptions of the customers in SMEs had four elements, which were
direct marketing, event marketing, personal marketing, and digital marketing. All of
those four elements conformed to empirical data, which considered the chi-square (
77), which was 19.35 at degrees of freedom (df) 11, P-value was 0.55. The relative
chi-square value ( y°/df) was 1.759. The goodness of fit (GFI) was .99. The adjusted
goodness of fit index (AGFI) was .96. The root mean square error of approximation
(RMSEA) was 0.44, and the standardized root mean square residual (SRMR) was .015.

Keywords: The Second-order Confirmatory Factor Analysis, Perception, Marketing

Communication Strategy, Small and Medium Enterprises
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