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Abstract

This study aimed to examine the decision-making process in purchasing used cars based on the 5A’s
model (Aware, Appeal, Ask, Act, Advocate) and to investigate the relationship between content marketing factors
and consumer purchase decisions. Additionally, it sought to explore how used car entrepreneurs have adapted
to the digital era and to develop strategic guidelines for the adaptation of used car businesses in this context.
The study employed a mixed-methods approach. The quantitative sample consisted of 400 consumers aged 20
years and above, while the qualitative data were obtained from five used car business operators. The research
nstruments included questionnaires and interview forms. Data were analyzed using descriptive statistics and multiple
regression analysis. The findings revealed that most respondents were male, aged between 41 and 50 years,
employed in private companies, and earning an average monthly income of 15,001-30,000 baht. They tended
to search for information online before visiting showrooms in person. The level of agreement regarding content
marketing factors influencing business adaptation was high, particularly in the areas of information provision,
engagement, emotional connection, and purchase intention consistent with all five stages of the 5A’s decision-making
process. The analysis further indicated that occupation had a statistically significant effect on content marketing
factors at the 0.05 level, and that content marketing factors were positively correlated with consumers’ purchase

decisions, consistent with the research hypotheses.

Keywords:The Adaptation of the Used Car Business; The Digital Era
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nsaULUIARIUN1SAN® (Conceptual Framework)

faulsdase faulsny
(Independent Variables) (Dependent Variables)

JoyarluuazngAnssuuslan

msinaulade (5A’s)
- N353 (Aware)
- N3AeAla (Appeal)
- msmdoyaLfisids (Ask)
- Msasiievin (Act)
- Matuayy (Advocate)
Kotler et al. (2017)
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30 AU WMANULTDIUTRLATBe (reliability) mmensilaszimardulssaviseanveaseuum (Cronbach’s Alpha
Coefficient) Inefiviunnausie s zatagfsyaugandt 0.70 uly (ens lneassal, 2561)

PNRANITNTIVFOUAMUATUTULDNT (content validity) Lagn1TMIAIAIUEDAAR BITEUNINNTDAINN
fiuinguseasAwuu I0C (Index of Item Objective Congruence) kagn153ATIZMMAAINUTBLIY (reliability test)
YBIWVUADUNIN HAUTINGIANRAEvRIAINLiarTaveeldEN1InaInTlonAaNIsUSUAIveIgI A T U
loaeslugaddvia agiisedu 0.881 uarAladevein1sanaulade (5A’s) sneudiloasdlugn Digital ag¥iszdu 0.744

M1379 1
UFASEIANTITATITOUA INYOUATDILDAIENTSMANANUTEaNS Cronbach’s Alpha Coefficient ve3iladen 15maIm

o

wailenmanIsUsudIvesgsiesogudiosedlugnadna

Jadenmisnanndailevidanisuiuiivesgsia A1 Cronbach’s Alpha

sagudliaaaslugnfdva T Coefficient
1. m'ﬂﬁ%gaﬁuamﬁlam (Content Informativeness) 4 0.884
2. m3desleamsensual (Emotional Appeal) 4 0.878
3. Msidausuiuiiew (Content Engagement) 4 0.881
Aade 0.881

M1379 2
UFANNANITNTIVTOUAMNINYDIA TR 28N159IAIAUUSZANT Cronbach’s Alpha Coefficient Yanisinaulate

o

(5A’s) sogusidloaslugniina

nsindulada (5A’s) sosuriiionaslugaddiia Jaude A1 Cronbach’s Alpha Coefficient
1. M35 (Aware) 5 0.778
2. M3FeQAla (Appeal) 6 0.752
3. Msmndeyaliisnis (Ask) 6 0.716
4. msasilovi (Act) 5 0.718
5. Msaduauu (Advocate) 4 0.757
Aade 0.744
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(editing) LLasu,smquaaumuﬁiﬁaugifﬁaaﬂ

2. dmnavgvestoyalunuuaeuny wiominiuutaeumuiaLysainsui UL anYhsassia (coding)
e doyaluiinszishelsunsudiagunsedia

3. mM3Uszananadeya (processing) v deyailldassiaudathunduiinlu Computer teuszanana
melusunsy Computer N19adf (Statistic Package for Social Sciences: SPSS) Tunisafiumsiasigvitoyanis
adnuaraiUTIENanISANY uazdeuTIBIUNsAnYIsielY

nsiiudayasnuuuduntuaiifsqaniw (quality research) titemsdunwalifusznausasusileass
$1uru 5 A 1938n1sdendlifeyauuuianzas (purposive sampling) 91nEUsEnaUN555AvsAL AL D@R T
Uszaunsaluazanuidenaflugsia e lilédeyailisdn (in-depth information) LagAseunquUsIfuidenndes
fuinqusrasdvesnsids wagldmannferiunsusuiveszneussiasaudioaedugandvia fdnvausdu
fomutaedn lnegAnwmusduneunsaiauuduavaiiiemamnimedasde TnstmunUssiundnildan
MsAnwenasIndavhiauuduaeal warensternuusazUssdiuiifnw nsedeuamnmLUUdLNal
Tiidmyemasou nnduudluuiuusudniludunial Tnefinnsduntsaimudanuiitmualilusuuaeua
flaratun uardiauaenndosifuiagUszasdnsding

4. NanN15999

dialen1sneundurasuuUaRUINAINNANMIEN fAnwavinsiinevideyauazasunazdiiunsnenas
PNAUTIUTINgaYAINUUUARUANY $1U3U 400 ¥n udTwhnistsziianalaglilusunsudSagudmivinse
Poyandiaumans (SPSS) lumsiinsendeyansatiaglditnsuaradialunisimeideya lnen1siaszideya

v = | &, | o &
‘I/Iiﬂﬁ]ﬁﬂmiﬂmﬂwzLL‘U\'iE]E]ﬂL'Uu 2 @3 MU
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4.1 M3fn¥BIUTUIN (quantitative research) Wunsnzvideyalianssaiu (descriptive statistics)

Usznausiy

4.1.1 m'ﬁmiwﬁ%gaﬁ"ﬂmm@mauLmuaaumm Usznaumie (1) 1w (2) 81¢ (age) (3) szAUMIAN®
(education) (4) 873w (occupation) war (5) eldiadesewiiou (income) Tngldadifinismeraud (frequency)
Aade (mean) wazASeuas (percentage)

4.1.2 mieseiteyaisitunginssuvesuilnasemadentesnsusiioaedugafdvia Ussnaudae
(1) doamslunsiumsasusiiionns (2) audlunisiumsaiioaesiuresmsaulay (3) sesdlunsiadedue
(@) wfinssunsidendesoiieans (5) wepad iy ianvesmslivesmsealad lumsidentosnsudiioans (6) muiiila
lunsidentesnsusiedesinromoulad (7) Jymlunsdendosasudiloomudes online Tngldada
nsANANA (frequency), Aade (mean) uazA13oeay (percentage)

Y

4.1.3 mylasgideyaineiudadummainlaiensienisuiuivesssiasaeuiteassluganiva

aa o

4.1.4 Mmywzvideyaineliunisdnaulade (5A’s) sneudileasduyafdvia 5A

M1379 3
uansnanITIATIYANRAY (X) uazdaudenyuuanggu (SD) veetlasenunisnandudeninenIsusugvesgsne

a o

sogusiloaealugnidna 3 3 AU

Jadearunisnanaldalenisanisusuni

a - an X) SD wlawa

vasgsnasnsunonaslugnfdiia
nslideyaveailem (Content Informativeness) 4.50 0.513 wniian
msdeulemiersual (Emotional Appeal) 4.40 0.673 Mﬂ‘ﬁqm
msiidusaufuiiem (Content Engagement) 4.48 0.498 mmﬁqw
Anade 4.46 0.561 mm?‘iz;m

M99 4

a o

uanseanITInTIZiANasY (X) uasanudeouvuinigiu (SD) vesmsanaulade (5A’s) soeusdeaeslugaiivia
W9 5 A

nsindulada (5A’s) sosudifionaslugaddsia X SD wlawa
M35u3 (Aware) 4.30 0.699 1nitga
nsAanala (Appeal) 4.22 0.700 1nitga
nsmdoyaLiisnds (Ask) 4.40 0.589 wniian
nsasilevi (Act) 4.60 0.487 wniian
msatiuayu (Advocate) 4.30 0.677 wniian
Aady 4.36 0.630 1nitga
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4.2 M3AATeidayalgeayuu (inferential statistics)

dielilunmeaeuausfgunisinulnevadeuauduiusuesiuys 2 ngu Mdunsinduuuu
Tyl Tunsnaaeuawudigiu (hypothesis testing) Fslfla3asiiolun1sinseiaunfgiunsaifvesn1sfny il

4.2.1 feyanluvesireunuuasuauuazngAnssuesiuilag

4.2.2 MTBATIEINTAnneelanyAns (multiple regression analysis) Lﬁawmaauamagmuazﬁﬂm
muduiusvessuUsseninaudsdasy Hedonisnaradaien) fusudsey (mdaaulade (5A’s) Jade
manaadailomdenisuiusvesgsivsasusiioaedlugaidia Ussnoude (1) msliteyaveaiem (content
informativeness) (2) n1seuleanisensual (emotional appeal) wag (3) nsildusaufuilon (content

o o

a v o sw v a & s 5 aa v A A v o aa
engagement) imnuduiiusiunmsdnaulatie (5A’s) snsudiloedlugandvianiold NszdududAynieada 0.05

A1374 5
HANITIATIZVIAIINONDBETINYYBIA AT TE N Taven U IRa T lonInan I sUT U 1veg A aeusle
aedlugnidnia funsdndulade (5A’s) sogusdeaedlugniana

Collinearity Statistics

Model B Beta T Sig.
Tolerance VIF
(Constant) 2.235 14.544  .0000*
nslideyaveailom 0135 0189 4461  0.000* 0.855 1.169
(Content Informativeness)
maﬁaﬂmmqmimi 0.241 0.495 11.646  0.000* 0.850 1.177
(Emotional Appeal)
nsfldusauiusiom 0.075 0102 2454  0.015* 0.891 1.122
(Content Engagement)
* frfodAgyn9ada < 0.05
Adjusted R
R R F Sig. SEE  Durbin Watson
Model Square
0.626 0.392 0.387 85.079  0.000* 0.15980 1.576

M54 4 defirsanainan VIF wuth ladfidauusdasylafifen VIF innndn 10 fedu Ssaguléi dauds
dasziiumagey (Yadodunismarnduiemdenisusuivesssisnsudiieasdlugaddvia) luiiatym
fusuusny (msdedulade (5A’s) sneusdioaedlugadava) danuduiusiu (collinearity statistics) a3
oS urAuuLYsATanABBLUUNYAN (multiple regression analysis) tfufie A2 = 0.392 w3ananléin 39.2% ves
Arwifunls viesuusdulidvina 60.8% wtuindlethfudsdassis 3 fuus dhdaunaneinsaiudaftasls
Aduusyavanduiiuswian (R) = 0.626 wazendUszavdanaesriesnanisweInsainiuundn
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(Adjusted R Square) = 0.387 wseanunsanensaild 38.7% wui1 Jaduaunismaindailendenisususiives
a 5 aa v aw a o a v v fw W | Ay o w aad Y}
g3fvsnsudiloantlugafivia IAuUsdase 3 duds Mlanuduiusiudiwlsnu sgddedAynadnnsefu .05
oun nslideyaveilem (content informativeness) (A1 Sig. = 0.000) NM3BalENI9B75UA! (emotional appeal)
(A1 Sig. = 0.000) wagn1sidusIMAULLEM (Content Engagement) (A1 Sig. = 0.0215) wansin fauusdasy (Uady

Y

Funsmandatiemdenisuusvesgsiusasusiioaedlugaidve) sis 3 fuds aunseiluliluaunsweinsal
1§ fianuduiusiueehelited fyneadaiisesu 0.05
4.3 mAwreviteyauuudunualuuuidasaing (semi-structured interview) lumsieseideyaibs
ANNM (qualitative research) InensthdeyaiildannsdumusiindnssinazdannzsiiolldinmRniiuros
Usenavsneusilenns flaenadasiuunifuunasosissnauannisdunivel feAnuniidumeulunslinses ded
4.3.1 Yhdeyaildanmsdunual iuenussiiudan winhunSsufisuiuteyaenasiisites
1o uundn nquiuasanuddenifntes ileaglimsuisdnvasiifionuadendsiuuasunnsaiuvesdoyails
mnmsdumuainguiogatuteyanienans ileasihdeyadululfluniseiusena
4.3.2 dhdeyaildanmsiTouiiou svihnsiesesiteyataniu ieasUunamsdnwmuiagussasd

1% =

4.3.3 1dhdeyanlaainnisagunan1sfinyiufining watdiauenan1sAnw1ae3sn15IATIERLUY

Themetic Analysis

f1919 6

v [

MIAATILATIAUNINGUY Themetic Analysis Y8991 4 113 #atl

Theme

Sub-Theme

wuIAnANglvidaya

ﬁﬁuﬂ’lil,ﬂgﬂul,tﬂaﬂgﬂLL‘U‘USqiﬁ'i]
(Business Model Innovation)
1. USudnsueeeulatl

2. MR Content

3. YSuesAnsnelu

Yaa o

4. ANSBYUSAIVA

u

funagnsn1sudatu (Porter’s
Competitive Strategy)

1. MSUITUAIUTIAN

2. nsadresnnuindedie

Frun1swasurinugadvia (Digital
Transformation Strategy)
1. msldwalulad

Y

2. N1SRANARINA

1. aamsfen g uass
wulsFeaiiiie (Facebook,
TikTok, Line OA)

2. wanthiifiuesulad
JATTUUNITABUGNAN

3. vnldunannosuln
RRNIGET TP

1. NATIANESIIAULANATS
AUUINIT

2. M3TngnASulseiu
LAZUINITUAINITUIY

1. Bauen (Adsiiasgnideya
Insight

2. Tisuu CRM wsoladl (Line
OA) eIz UUINNITARDN

30

1. gnAbiiduauings deslungnén
iuseulatl

2. F1s0 afeenulingd llouevne
3. gnénpeninnduseu fesdoas
FaLau

1. dostiozlsfmioninguia lafldue
anAN

2. gnénilvnadenisey Fesvilviiula
3. lastlauugagnén gnAnselulaunu

1. gnAdmtung Judes S1aad
2. BelayanuuwiugT Aegagnan
Wvung
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13574 6 (510)

Theme Sub-Theme wuRnNElidaya
AuauIAnvasgsnasasudiiedaslu 1. Wavnedrseauladl 1. feslussla asrvaeuld
gARNa WeFhunnnindyawad 2. Tansaulawiilasiduguidla
1. gnAnasunginssy 2. WalkgUseinsn
2. g3nasealusdla duanansliignAnsivaey
3. Mautetugedu 3. wunislvenulaian (LIVE)

wazsruuleseaulall

5. d@yduazafiusnena

MnsamsAinymginsamesiuilaalunsidentesnsudiionadlugaidva drumnnduiiegnaglugseud
fleaesniulnemdeyannooulatiudifinseduouarlugsnase mzanusayanesisazideaiifionissunsy
fnthiu aenrdesfiunuiddersums densiu (2563) wuin enudlunisAnuisaudiloaesiutomnagaiivia fe
vesnds wapaddnlunszuiumsinaulatesneudileandugandva Ao Iffiutoyauasiinnniuiiarusiulann

C

onTsifentesngudiedesinuremseaidia nuit Jgmilunisidentesnesudleasslugadivia Ae Teyalidaiau
nsAadeiugvieat uarlyminsdiseRu waenseiuaideves Minshun Zhang (2025) 593A1uU1T8NB Y04

¥

foyauarIhanuwanvlesuosulad Felidviswaronsindulavesiuslnaoesilfod oy

MnuansAnwduiadonisnandaiondenisuiufvesgsisasudiioaoduyafda e 3 du
amsmeglusziuiiudnenniian aenndesiuisesnans andlenss (2564) WeRasanidusiesu wui mslitoya
yasroumud egluszdudiusemnniign mafldusmiuien sglussiuiudenniign uasnsideulomnsonsual
ogluszAuiiusheunniian

aa o

MNEaNISANYIAIUNTEUINNSEenTosasudiloaetlugafidva (5A’s) answegluseduiiuseuniign

=

dofinsanidusiesu wuin funsasiie eglussfuiiushemnniian sunsmdeyaifisiu eglussfuiiiuge
wnfian sumsiuy eglussduiiudieunndign funsatvayy sglussduiiuseanniian wagdunsi gale
ogluszAuiiushennniian aonadesiusddesayanim 15sauiial (2564)
MnuanIsAnwANuduiuSseninsadedunisnatnidaienidenisuiufivesgshasnsudiionns
lugaddiafunsindulat (5As) sosudiioandlugadda Tagieseimeannssuuunyaa (Multiple Regression

9

Analysis-MRA) wud1 fudsdaseithumaaey (Jadusunisnainaileninenisuiufivesgsiasaeuniloass
Tugadavia) ldiiadgmiiudmudsau (nsdedulatie (5A’s) saeudleaestlugafidvia Faildudsdasy 3 duus
NAMudNNusSAUAILUTIIY eglldedAYnIeadAnsyau 0.5 wanein fnlsdasy (Jadearunisnain

¥
a A (Y a

Ballenen1suiuiivesgsisaeuileasdluganavia) via 3 dauds anansathluldluaunisneinsalld day

LA Y o w a v 6

PNusHY agelldudfnied@dafnsesu 0.05 @nARARINUINUIILBTUATY NENDILALLIRUNT ASsnY (2566)

1

€
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6.dawsuauuzlunside

INNANIANYT JUsENaUN1ITIARTBudliaasmslinnudAyiunmsuud@nagnsludiunisnain
uazmsuImsians ieliaenadesiunginssuvesiuilaelugaidva taeduumedeiolud

6.1 AUNAYNENITNAIAAIYIA (digital marketing strategy) l?:J:U’i%ﬂE]Uﬂ’]i?ﬂii%ﬁ@@@uiaﬁﬂuﬁmwwﬁﬁﬂ
Tumsadanmssusiazdeansiugndn wu nsldf Facebook, TikTok, LINE OA uaziiulwdvesssiia ilewmeunsdoya
Aeafusnsudiioaesedislusdla fsandoansudau niomsiminsumuifiadsanuihdotouazanudonlos
M9osual WU AAleINT0 MsEUsraumsaiveagniiaie uasmsaieneumudlideyaiineulandauients
UNATRET

6.2 Frunsa¥iemudeliu (trust and transparency) fusznaunisasidumnulusdlavesdoya Tnsuans
ywazBunaningn UsyIAnslinu wasenansiifertodignimsiaaeuls saufamsdnlifissuulsedugnm
vdInMsvelarUIMIndinsendniey eaismnuidesiunaznwinuaififeuusus

6.3 sunsuIMsIan1sneluesAng (organizational adaptation) msduaSulviyransnelussdnsianug
wagrinwelunslinaluladndvia wu nisldssuuuimsdanisgnAduniug (CRM) seuuuImsinnsanandum
uazmMsliasziteyaidmanssuvesgndn welrinmsdudunuivssaviamuazaunsaneuausdreninugenis
Y0WAIALADENNTINNG

6.4 MUNTATNAMUUANAIUTINGYNS (competitive differentiation) As3jaiunTsasanuuans1lueiy
UINSUINNTINSHUTUAUIAN WU n1slviuinsaesimaassduseulatl nsdndesatiatiu vienishidusnw
ruTeIN9Rda (osnszAuUsEaUNsalveIgnALara RN AN ARB LTS

6.5 FunsWmuegedidu (sustainable growth) fuszneumseasuewnlemalm 9 lumsvenegsia
i mssaudlefuunaniefumelulad mslviuinmmdmsnedandy viemswawulinnagsianlfineluladidimn
Prowunsluing Wieaumudsdunasamuanasalunisuisdilusyzen

forauauuzdmiuniifoadedoly

msisundsioluifiolilédeyadeiniinsounquiatu mstvuavievensreunnisidelugseiugiinie
uenanil uazmifegsivsnsudiieasafudsuiuiiosnnaniizasvgiituazulovisniadgiiudeunadly
Georavhliansitereunihiiattlfossnndanzsasudioaesuusmaonia uonaninisfnydauuzii
Ioifnwsuysdu o MiBvsna Wy annsasugio lalalng (ifestyle) uaznginssuifuslnaiifinnumainuanengs
ilemavuaussnmFaInsvaIngugnAfiuandsfuldfitedu uandleliiulaiinsdniianuieadedluanin
wndeumsnsmaneiiiinisUAsunUasmasanan
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7. 1ONEN381984

s lnessnd. (2561). dnadiieeuasmsTsTusunsy SPSS (Gusindadl 5). nsumamnuns: dinfaniusiegmasnsal
UNTINESY.

Seansei AsTufiad. (2564). i‘]m"’yﬁﬁmw’an:‘::wun75@”@51‘12@5@myum‘waog;mé’7gugf@°7mjwms/um’ﬁ2°zﬁzé’a
[WARAITY. NIMIILAS: Tdindne1ds uvninendefauins.
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Fuws densfu. (2563). n15ATILYWFULUY Content Marketing &74 Facebook Fanpage fidana
gonyigvedluinainluyianiinisalladn-19. InentnusimanansumUaudia, uninedanganm.
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NIUVNUVNUAT. 2758795FUTEAMITUAITNT UnI1INeIae 19 UgTuNT, 6(2), 437-447.

Snins ansdlensd. (2564). SuEwavesnIsINIsIaImEBuilen (Content Marketing) idenasiomsinaulaliusnis
unanwasa OnlyFans vasngugnmluuszimalne. Ineninususmsgsiaumdagio, unine1densam.

Cochran, W.G. (1977). Sampling Techniques (3rd Ed.). New York: John Wiley & Sons.

De Vries, L., Gensler, S., & Leeflang, P. S. H. (2012). Popularity of brand posts on brand fan pages: An inves
tigation of the effects of social media marketing. Journal of Interactive Marketing, 26(2), 83-91.

Kotler, P., Kartajaya, H., & Setiawan, |. (2017). Marketing 4.0: Moving from traditional to digital. Hoboken,
NJ: John Wiley & Sons.

Minshun Zhang. (2025). Decoding consumer behavior in the used car market: A machine learning approach
to key decision factors. Journal of Automotive Research, 12(3), 45-60.

Research and Markets. (2025). CARS24 announces the cessation of business operations in Thailand. They
will sell cars until the product runs out and take care of affected employees. Retrieved August 6, 2025,
from moneyandbanking.co.th/en/2024/105569

Social Commerce Thailand. (2025). Thailand social commerce intelligence report 2025: Mar ket
to grow by 18.6% to reach $5.2 billion this year—future growth dynamics to 2030. Retrieved August
15, 2025, from http://www.globenewswire.com/news-release/2025/05/15/3082029/28124/en/
Thailand-Social-Commerce-Intelligence-Report-2025-Market-to-Grow-by-18-6-to-Reach-
5-2-Billion-this-Year-Future-Growth-Dynamics-to-2030.htm?utm

33



