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Abstract 

This article presents a review of trust literature that influences consumer decision-making in 

Thailand. To explain the meaning of variables and relationships related to the trust. From the 

conclusions in the trust literature review, the variables employed in this study were 

technology, marketing strategies, and brands correlated with confidence. 
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1. Introduction 

Thailand is facing a rapidly changing social, economic, and environmental situation that has 

had a more severe impact than in the past. Under the circumstances, changes will affect the 

direction of the country's development. It reflects that Thailand is still facing change both 

inside and outside the country from the changes that have occurred, causing the values and 

beliefs of Thai people tochange and affecting their beliefs.  These beliefs are one of the 

natures that are subconscious to the Thai people. Those beliefs are created by combining 

ideas and beliefs with trust. 

The purchase of the amulet began when a group of people who liked the amulet gathered to 

talk about the amulet and the history of the experienced Buddha.   During World War II in 

the area of a café called "Mahapan Bar", there was an exchange of knowledge and the 

changing of various kinds of amulets, which led to the emergence of a trading business, 

namely the business of buying and selling amulets. The list of Thailand's rising star industry 

in the second half of 2022 is the amulet business. The amulet is trending in  4th placeat 

90.1%, depending on government figures. The survey was conducted using scoring criteria 

for each business groupin five categories: sales, cost, net profit, and consistency of popular 

businesses in Thailand. 

The fetish rental business is about faith. At present, fetishes are beginning to have a high 

price. The business of monk reservation centers or machine renters needs to build trust.If the 

customer has trust in the monk reservation center or the person who rents the amulet, the 

purchase process can be easily established. Trust refers to building relationships between 

individuals in the pattern of a business with customers. Boss and subordinates, organizations 

and employees, friends and friends are all based on the word trust. The problems that arise 

around us have largely relied on a lack of trust between us.  When a customer doesn't trust a 

business, they don't buy products, or whenever an employee doesn't trust an organization, 

loyalty, or a business, they don't trust the business. The bond will then disappear. Trust is 

important and valuable; trust is what happens in each person's mind. It's not something that 
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can be purchased with money. Money may make people do what leaders want, but it cannot 

buy trust between individuals. 

This article aims to present a review of trust studies to explain the meanings,variables, and 

relationships associated with technology, marketing strategies, brand, and the consumer  

decision-making that have been studied in the past and can be used as a conceptual 

framework in this article. These variables would be applied for further research, as shown in 

Figure 1. 

 
Figure 1 shows the conceptual framework for studying variable relationships. 

2. Review of variables in the field definition and composition of variables 

A. Trust Variables 

Trust means consumers are more likely to buy from trusted sellers. Competence, 

benevolence, and honesty contribute to trust. The seller must be able to deliver the goods and 

services promised with a  willingness to act in the best interests of the consumer and have a 

proven track record of integrity.Trust is a term or concept that has been widely studied in a 

variety of disciplines. Whether it is sociology, political science, psychology, economics, 

administration, philosophy, and humanities, especially when events that shock or create 

feelings of uncertainty in life, such as civil wars, 9/11 events, or economic crises, several 

scholars have proposed that interdependent societies have trust in each other. Here, trust is 

considered an element of individual capital. Good referrals from other customers [7] elements 

of trust are based on schoolman, Mayer&Davis (1995) concepts [133][141] 

According to the review of the researchers, there are three  components of trust, which are: 

1. Competence refers to the ability of a person to successfully perform various tasks related to 

work. Therefore, organizations should understand nature and find ways to harness the 

potential inherent in individuals to express themselves to the fullest in their work. Abilities 

can be divided into two types: (1) intellectual abilities and (2) physical abilities. 

2. Honesty means consistency in providing useful information with sincerity and honesty, and 

without disclosing any other unauthorized personal information. 

3. Benevolence refers to the feelings that areshown to those who trust them. It feels good, 

feels trusted and valued, and has a support system to help with a transparent mind. 

B.Technology Variables 

Technology refers to the adoption of technology in various areas of human life. This 

technology provides a connection between a computer and a computer network. [84] This 

stimulates both textual and virtual interactions between humans, facilitating more efficient 

and effective human communication around the world. [73] It is crucial to follow the TAM 

model of technology because it best describes consumers' acceptance of new technologies. 
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Therefore, we adopted the TAM model as an important theory to explore the factors affecting 

consumer attitudes and intentions based on relevant reviews, using Davis et al. (1986). 

According to the review of the researchers, there are three  components of  technology, which 

are: 

1. Ease of Use  Awareness refers to the fact that it helps determine the amount of use or 

success it will receive, how much it meets the needs, and that the perception of ease also 

comes from the acceptance behavior of technology users. 

2. Perceived benefits refer to the benefits, which are the level of personal beliefs towards the 

use of technology. They enhance the potential of technological operations. Recognizing the 

benefits also increases the level of belief and enhances the user's performance in all aspects. 

3. Attitude toward use refers to behavior, intention to use, actual use, and attitudes that arise 

from the effect of perceived benefits and perceptions of ease of use. 

C. Marketing Strategy Variables 

Marketing strategy means choosing a planning method. There are a variety of marketing 

strategies to achieve marketing or business goals. Whether it is choosing a channel to share 

different media in presentations, placing campaigns, or choosing advertising methods by 

marketing strategy.  We can implement both short-term and long-term strategies defined by 

marketing goals and business objectives. [35] Marketing strategies are marketing tools to 

build trust in highly competitive marketing. This is important to address customer distrust and 

the quality of service they receive [2] based on relevant reviews  referring to Kotler (2008) 

[143] 

According to the reviews of the researchers, there are seven components of  marketing 

strategy, which are: 

1. Product Strategy refers to what can be offered to the market to meet its needs or demands. 

The product also includes services, which are activities or interests offered for sale that do not 

exist and do not result in any ownership, including bank repair services,airlines, and hotels 

2. Price Strategy means that the pricing of services will vary more or less depending on the 

type of product or service and market conditions. It depends primarily on cost, competition, 

and market demand. 

3. Promotion Strategy means a plan to conduct a promotion for a short period, offer special 

offers and dates, attend new trade shows, or hold existing sales promotions for new and 

existing customers. 

4. Place Strategy refers to the choice of premises as appropriate to the business environment 

and services such as (direct) without intermediaries using a salesperson without an agent. 

5. People Strategy means that people in the organization or employees need to know how to 

define and segment the market and how to position themselves within it. 

6. Process Strategy refers to work or service procedures. It is maintained and enhanced in a 

strong relationship full of value for customers and other relevant stakeholders. 

7. Physical Evidence Strategy refers to the creation of an experience that customers will gain 

by purchasing goods or services, such as visibility. Smelling and hearing are perceptions of 

true physical sensations, which are what build credibility and make a memorable impression 

on your customers. 

D. Brand Variables 
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Brand refers to the linkage of branded properties added to a business's product as an extended 

feature of a product or service, which [135] describes as brand value as acceptance by 

consumers of different levels. If a customer likes a brand, it will result in customer loyalty to 

the brand, whose brand loyalty reflects the strength of the brand's success [31]. A related 

review based on the [144] David A. Aaker concept (1991) 

According to the review of the researchers, there are five  components of a Brand, which are: 

1. Brand Awareness refers to brand awareness, and the higher the level of brand awareness, 

the better. Moreover, it reflects that the brand is very strong in the minds of consumers. 

2. Perceived Quality refers to the occurrence of sensory conditions and the interpretation of 

what we know and understand. 

3. Brand Association refers to an important part of extracting information and knowledge of 

products from consumers' memories in order to see the difference from competitors and  the 

main reason for buying goods. 

4. Proprietary Assets mean differentiating their products to attract consumers with purchasing 

power, introduction of new or improved products, as well as new processes in the production, 

sale, or marketing of products. 

5. Brand Loyalty refers to the consumption experience, the relationship between the 

consumer and the brand,  customer satisfaction, and trust in the brand. This is fundamental to 

developing loyal brand relationships. [135] 

E. Consumer Decision-Making Variables 

Consumer Decision-Making refers to the decision-making process. It reflects the most 

established five-step customer resolution processes. Since customers are decision-makers 

trying to meet their needs, [31] a review of the relevant literature bases on Kotler (1997). 

[144] 

According to the reviews of the researchers, there are five  components of Consumer 

Decision, which are: 

1. Problem Recognition refers to a person's perception of his or her own needs, which can be 

caused by instincts within the human body or by external stimuli. 

2. Information Search means that searching for consumer information does not require much 

thought and time to buy. Searching for information from personal sources includesfamily, 

friends, and acquaintances. Commercial sources include advertising materials, salespeople, 

and online network sources. 

3. Evaluation of Alternatives means that when a consumer searches for information, the user 

is entitled to the same. In most consumer assessment processes, consumers try to satisfy one 

of their needs. Consumers are looking to benefit from the productand a wide range of abilities 

to deliver the benefits they are looking for. [145] 

4. Purchase Decision means that consumers decide to purchase the products they like the 

most after evaluating their choices and refusing to buy products that they are not satisfied 

with. 

5. Post Purchase Behavior means after purchasing and trialing the product. Consumers will 

feel satisfied or dissatisfied with the product. This feeling depends on the features of the 

product and consumer expectations. If the product meets their expectations, there will have a 

positive effect. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

453 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

3. Relationship between variables 

H1: The relationship between technology and trust. 

Technology is very important to human beings, bringing innovations suitable for the rapidly 

advancing era to apply in everyday life. There is an understanding of the use of technology 

and a decision to embrace it for good. It takes trust in the person to gain an advantage over 

the competitors because customers often come up with expectations every time they utilize 

the technology. [81]-[146] 

H2: The relationship between technology and consumer decision-making. 

Nowadays, consumers are increasingly accepting of the technology. There are more trends 

toward makingtechnological transactions than traditional ones.  By adopting technology, 

sellers need to build trust with consumers and avoid the risk of customer dissatisfaction by 

building positive relationships with consumers to build trust in making technology buying 

decisions. [146]-[147] 

H 3: The relationship between marketing strategies and trust. 

A marketing strategy is a long-term strategic plan for a business to achieve its goals by 

prioritizing marketing. It must create sustainable competitive advantages and disadvantages. 

Marketers need to define processes to reach customers, build relationships as efficiently as 

possible, and build customer trust.[40] 

H4: The relationship between marketing strategies and consumer decision-making. 

Marketing strategies are critical to consumers' purchasing habits. The consumption of goods 

or services is caused by the consumer's need to buy something to satisfy their own needs for 

maximum benefit and satisfaction. Marketers apply these strategies to meet the needs of 

consumers as they make purchasing decisions.[148][149] 

H 5: Brand relationship with trust. 

Brands help build customer trust. Reliability through perception comes from real consumer 

experience. With the image of a well-known brand, consumers tend to accept it because they 

are aware of the brand's value.[12] 

H6: The relationship between brands and consumer decision-making. 

A good brand is vital to consumers' purchasing decisions. Consumers have a positive 

experience, boosting overall brand awareness and noting that brand awareness has a direct 

influence on consumers' purchasing decisions based on the value they receive. [148]-[96] 

H7: The relationship between trust and consumer decision-making. 

Trust is a mental state to accept based on positive expectations about the intentions or 

behaviors of building more lasting trust. Building trust with consumers includes Competence, 

Integrity, and Benevolence.[149]-[14] 

Based on all the relationships among variables reviewed above, the researcher was then able 

to create a conceptual framework with five latent variables and twenty-three observational 

variables to be applied for further research, as shown in Figure 2. 
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Figure 2 illustrates the conceptual frameworks with five latent variables and twenty-three 

observational variables. 

4. Future Research Procedures 

After presenting modeling methods in a research study, several future research procedures 

can be conducted to further investigate the proposed model. There is research about the 

proposed model of the relationship betweentrust, technology, marketing strategy, brand, and 

consumer decision-making amulets in Thailand. 

Empirical testing of the proposed model: Conduct a survey or experiment to test the proposed 

model and its relationships in practice, using a sample ofconsumers buying amulets in 

Thailand. 

Qualitative research: Conduct an in-depth interview with business owners selling amulets in 

Thailand to understand their experience more deeply about trust, technology, marketing 

strategy, brand, and consumer decision-making about amulets in Thailand. 

Comparative analysis: Conduct a comparative analysis of the proposed models with other 

models that examine the relationship between trust and consumer decision-making behavior 

to identify similarities and differences, and provide more insight into the proposed model. 

Longitudinal study:Conduct longitudinal studies to monitor changes in the relationship 

between trust, technology, marketing strategy, brand, and consumer decision-making about 

amulets in Thailand over time and to assess the impact of the change in the amulet business 

landscape in Thailand. 

5. Conclusion 

This project aims to study the conceptual framework of the relationship between trust, 

technology, marketing strategy, brand, and consumer decision-making about amulets in 

Thailand. There is an attempt to investigate how trust can increase the competitiveness of the 

amulet business in Thailand by analyzing the relationship between these critical factors. 

Education will provide insight into how trust can help amulet businesses develop effective 

marketing strategies. By building stronger customer relationships and improving overall 

efficiency by understanding these relationships, education can lead to the development of a 

framework that can guide the amulet business in Thailand toward successful practices. 

References 

[1]Angelos N. Alexopoulos And Finian Buckley (2013),What Trust Matters When: The 

Temporal Value Of Professional And Personal Trust For Effective Knowledge 

Transfer, Journals Permissions, Vol.38, No.3, pp.361-391. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

455 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[2]Verónica H. Villena, Thomas Y. Choi And Elena Revilla (2016),Revisiting 

Interorganizational Trust: Is More Always Better Or Could More Be Worse? Journal Of 

Management,Vol. 45 No. 2, February 2019, pp.752-785. 

[3]Fernanda Leão Ramos, Jorge Brantes Ferreira, AngilbertoSabino De Freitas, Juliana 

Werneck Rodrigues (2017),The Effect Of Trust In The Intention To Use M-

BankingBBR,Vol. 15, No. 2 

[4]Thought Piece (2018),"An Examination Of The Antecedent And Corollary Of Personal 

Financial Planning: The Need For Early Education"Social Business,Vol. 8, No1.  

[5]SathasivamMathiyalakan, George Heilman, Kevin K.W. Ho And Wai Law (2018),An 

Examination Of The Impact Of Gender And Culture On Facebook Privacy And Trust 

In Guam,Journal Of International Technology And Information Management,Vol. 27, 

No.1. 

[6]Suhail A. Bhat, Mushtaq A. Darzi, And Shakir H. Parrey(2018),"Antecedents Of 

Customer Loyalty In Banking Sector:A Mediational Study", The Journal For Decision 

Makers, Vol.43 No.2, pp.92-105. 

[7]Shashank Mittal (2018),Antecedents Of Dyadic GroupFormation Intention From A 

Networks’ Perspective: An Exploratory Study On Management Students South Asian, 

Journal Of Management, Vol. 25 (56), No.4. 

[8]Ben Capell, Shay S. Tzafrir, Guy Enosh, Simon L. Dolan (2018), Explaining Sexual 

Minorities’ Disclosure: The Role Of Trust Embedded In Organizational Practices, 

Journals Permissions, Vol. 39, No.7, pp.947-973. 

[9]Ben Capell, Shay S. Tzafrir, Guy Enosh, Simon L. Dolan (2018),"Factors Influencing A 

Bank’s Competitive Ability: The Case Of Lithuania 

AndLatvia"OeconomiACopernican,Vol. 9, No.1, March 2021. 

[10]Rex P. Bringula, Shirley D. Moraga, Annaliza E. Catacutan, Marilou N. Jamis And 

Dionito F. Mangao (2018), Factors Influencing Online Purchase Intention Of 

Smartphones: A Hierarchical Regression AnalysiscogentBusiness & Management,Vol. 

5, No.1. 

[11]M.K. Gorshkov(2018) HowRussianSociety Is Developing At A Time Of Economic 

Crisis: A Contextual Approach (Article 1) Sociological Research 3-4, 2018, pp. 167-

181.  

[12] Mugdha Y. Keskar And Neeraj Pandey (2018),Internet Banking: A Review (2002–

2016),Journals Of Internet Commerce, Vol. 17, No. 3, pp.310-323. 

[13]Ying Tang, Andrea Moro, Sandro Sozzo And Zhiyong Li (2018),Modelling Trust 

Evolution Within SmallBusinessLending Relationships Springer Open, vol. 4, No.19.  

[14]W. Brooke, M. Et Al. (2018),Negative News And Investor Trust: The Role Of $Firm 

And #Ceo Twitter Use, Journal Of Accounting Research, Vol.56 No. 5 December 

2022. 

[15]Stephan Haggard And Marcus Noland (2018),"Networks, Trust And Trade:The 

MicroeconomicsOf China-North Korea Integration"Asian Economic Journal,Vol. 32 

No. 3, pp.277-299. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

456 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[16]Carin Van Der Cruijsen (2018), Payments Data: Do Consumers Want Banks To Keep 

Them In A Safe Or Turn Them Into Gold?Applied Economics, Vol. 52, No. 6, pp.609-

622. 

[17]"Jeffrey G. Proudfoot, David Wilson, Joseph S. ValacichAnd Michael D. Byrd" 

(2018),Saving Face On Facebook: Privacy Concerns, Social Benefits, And Impression 

Management, Vol. 37, No. 1, pp.16-37. 

[18]Thomas Mollanger (2018),The Effects Of Producers’ Trademark Strategies On The 

Structure Of The Cognac Brandy Supply Chain During The Second Half Of The 19th 

Century, The Reconfiguration Of Commercial Trust By The Use Of BrandsBusiness 

History, Vol.60, No.8, pp.1255-1276. 

[19]Steven L. Grover And Markus C. Hasel(2018), "The Ironic Double Whammy Of Being 

An Ethical Leader: Follower Response To Leaderinfidelity", Almsn, Vol.21, No.3, 

pp.1032-1049. 

[20] YusmanYacob, JatiKasuma Ali, RosmimahRoslin, Hiram Ting (2018), The 

Relationships Between Member Participation, Trust, Behavioural Loyalty Abd The 

Moderating Effect Of Value Co-Creation Among Cooperative Members In Sarawak, 

Vol. 19, No. 2, pp.505-522. 

[21]Anders Carlander, Amelie Gamble, Tommy Garling, Jeanette CarlssonHauff, Lars-Olof 

Johansson (2018), The Role Of Perceived Quality Of Personal Service In Influencing 

Trust And Satisfaction With Banks Financial Services, Vol.27, pp. 83-98. 

[22]Katharina Koch (2018),The Spatiality Of Trust In EU External Cross-Border 

Cooperation, European Planning Sudies, Vol.26, No. 3, pp591-610. 

[23]David B. Audretsch, Nikolaus Seitz (2018),Tolerance And Innovation: The Role Of 

Institutional And Social Trust,Eurasian Bus Rev, Vol. 8, pp.71-92. 

[24]Seth Kaplan, Lia Engelsted, Xue Lei And Karla Lockwood (2018),Unpackaging 

Manager Mistrust In Allowing Telework: Comparing And Integrating Theoretical 

Perspectives, Journal Bus Psychol, Vol.33, 365-382. 

[25]Marita Heyns And SebastiaanRothmann(2018),Volitional Trust, Autonomy Satisfaction, 

And EngagementAtWorkjournals.Sagepub, Vol. 121 No.1, pp.112-134. 

[26]Raluca IACOB (BÂRA) (2018),Trust And Transparency: Perspectives Upon The 

Communication Of The National Bank Of Romania During The Financial Crisis 

Management Dynamics In The Knowledge Economy,Vol.6, No.1, pp.129-144. 

[27] NorbayahMohd Suki And NorazahMohd Suki (2019),"Examining Users’ Trust In The 

Travel Information Provided In Social Networking Services (Sns)", JurnalPengurusan, 

Vol.57, Issn 0127-2713.  

[28]Cherinet Boke Chakiso(2019), Factors Affecting Attitudes Towards Adoption Of Mobile 

Banking: Users And Non-Users Perspectives Emerging Markets Journal,Vol. 9, No. 1. 

[29]Subhasis Thakur (2019),A Reputation Management Mechanism That Incorporates 

Accountability In Online RatingsElectron Commer Res19, Pages 23-57.  

[30]William A. Jackson (2019) Active And Passive Trading Relations, Journal Of Economic 

Issues,No. 1.  



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

457 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[31]MargheritaPagani, MargotRacat, Charles F. Hofacker(2019) Adding Voice To The 

Omnichannel And How That Affects Brand TrustJournal Of Interactive 

MarketingVolume 48, Issue 1. 

[32]Yusimi Rodriguez-Ricardo, Maria Sicilia And Manuela López(2019), Altruism And 

Internal Locus Of Control As Determinants Of The Intention To Participate In 

Crowdfunding: The Mediating Role Of Trust,Journal Of Theoretical And Applied 

Electronic Commerce Research,Vol. 14, Issue 3, Pp. 1-16, September 2019.  

[33] Amir Manzoor, Naveed R Khan, KhurramAdeel (2019), An Empirical Analysis Of The 

Buyer’s Perspective Of Gaining Competitive Advantage Through Supplier 

Development South Asian, Journal Of Management Sciences,Vol.13, No.1, pp.56-73. 

[34]V. Malarvizhi, K.T. Geetha(2019),"An Empirical Investigation On Users And Non-Users 

PerceptionAbout E-Banking Services In Coimbatore City",Journal Economic Of 

Management Perspectives,Vol. 13, Issue 2, pp.14-24. 

[35]Yadgar M. Hama Khan (2019), AnEssential Review Of  Internet Banking Services In 

Developing Countries,FinancialInternet Quarterly,Vol. 15, No. 2, pp.73-86. 

[36]Marko Van Deventer (2019), Antecedents Of Trust In Mobile Banking Amongst 

Generation Y Students In South Africa, Vol.15, No.3, pp.123-141. 

[37]Matias Huhtilainen (2019), Banks’ Trust In TheEuMacroprudential Regulation,Journal 

Of Banking And Financial Economics, Vol. 2(12), pp.29-38. 

[38]Linda Berns Wright, James C. Haug, And Allen Huckabee (2019), "Blueprint For Retail 

Website Design: Attracting And Retaining Millennial Online Shoppers",Journal Of 

Internet Commerce, Vol.18, No. 2, pp.170-196. 

[39]Kerry Liu (2019),Chinese Shadow Banking: The Case Of Trust FundsJournal Of 

Economic Issues, No. 4 December 2019. 

[40]Patrick Poon And Gerald Albaum (2019),Consumer Trust In Internet Marketing And 

Direct Selling In China,Journal Of Relationship Marketing Vol.18, No.3, pp.216-232. 

[41]PouyanEsmaeilzadeh (2019),Consumers’ Perceptions Of Using Health Information 

Exchanges (Hies) For Research Purposes,Information Systems ManagementVol.36, 

No.1, Pp.57-77. 

[42]Yang Yuan, Fujun Lai, Zhaofang Chu (2019), Continuous Usage Intention Of Internet 

Banking: A Commitment‐ Trust Model InfSyst E-Bus Manage, Vol.17, Pages 1-25.  

[43] C. Eger et al. (2019), Corporate Philanthropy Through the Lens of Ethical 

Subjectivity,Journal Bus Ethics, pp. 141-153. 

44]L. Tourigny et al. (2019), Ethical Leadership And Corporate Social Responsibility In 

China: A Multilevel Study Of Their Effects On Trust And Organizational Citizenship 

Behavior,Journal Of Business Ethics, pp. 427-440. 

[45]Anupama Vohra And Neha Bhardwaj (2019),From ActiveParticipation To Engagement 

In Online Communities: Analysing The Mediating Role Of Trust And 

Commitment,Journal Of Marketing Communications, Vol. 25, No. 1, pp.89–114. 

[46]Brooke Ann Gazdag, Marie Haude, Martin Hoegl, Miriam Muethel(2019),I Do Not Want 

To Trust You, But I Do: On The Relationship Between Trust Intent, Trusting Behavior, 

And Time Pressure,Journal Of Business And Psychology, Vol.34, pp.731-743. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

458 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[47]Sigi Goode (2019), "Keeping The User In The Cloud: A Cognitive Social Capital 

Antecedent To Use Continuance And Trust-CommitmentInPersonal Cloud Storage 

Services",Vol. 38, No. 7, pp.701-725. 

[48]Stefano Tasselli (2019),Love And Organization Studies: Moving Beyond The 

Perspective Of Avoidance, Journals Permissions,Vol. 40 (7), pp.1073-1088. 

[49]Stanley Yap Peng Lok, ChokNyenVui, SeowKhaiChuen, Leow Hon Wei 

(2019),Modelling Perceived Value, Trust, Satisfaction And Consumer Commitment: 

An Analysis Of Fastmoving Consumer Goods In Malaysia Vol.11, No. 2. 

[50]CristinaAcedo-Carmona And Antoni Gomila (2019),Personal Trust Extends Cooperation 

Beyond Trustees: A Mexican StudyInternational, JournalOfPsychology,Vol. 54, No. 5, 

pp.687-704. 

[51]M. Poongodi et al. (2019),Recommendation Model Based On Trust Relations & User 

Credibility,JournalOf Intelligent &Fuzzysystems. 

[52]Aaron Bruhn (2019),Relying On The Heuristic Of Trust: A Case Study, Accounting & 

Finance 59. 

[53]Edward Shih-Tse Wang (2019), RoleOf Privacy Legislations And Online Business Brand 

Image In Consumer Perceptions Of Online Privacy Risk, Journal Of Theoretical And 

Applied Electronic Commerce Research,Vol.14, Issue, May 2019, pp.59-69. 

[54] Dambra, Gustafson, And Quinn (2019)," Tax-Advantaged Trust Use Among IPO 

Executives: Determinants And Implications For Valuation And Future 

Performance",The Accounting, Vol. 95, No.3. 

[55] Rogelio Puente-Díaz, Judith Cavazos-Arroyo (2019), "That Is Disgusting! Should I 

Trust You?: The Role Of Mindsets In Brand Trust After A Negative Incident", Review 

Of Business Management, Vol.21, No.2, p.254-273. 

[56]S. Ashurov, A. H. A. Othman (2019), The Effects Of Trust Mediator And Education 

Level Moderator On Adoption Of Islamic Banking System In Tajikistan,Journal Of 

Economics, Vol.5 pp.277-296. 

[57]Boglarka Zoster, Ras Bauer (2019), The Importance Of Institutional Trust For Financial 

Service Providers Among Young Adults And Their ParentsIn An Emerging Market", 

Society And Economy, No.2, pp. 211-225. 

[58]Sora Kim (2019),The Process Model Of Corporate Social Responsibility (CSR) 

Communication: CSR Communication And Its Relationship With Consumers’ CSR 

Knowledge, Trust, And Corporate Reputation Perception, Journal Bus Ethics. 

[59]Jean-Pierre NeveuAnd Benjamin Kakavand (2019), "Endangered Resources:The Role Of 

Organizational Justice And Interpersonal Trust As Signals For Workplace Corruption" 

Relations Industrielles Industrial Relations Vol.74, No. 3, pp. 498-524. 

[60]SamadAali, AbdulhamidIbrahimi, Vahid Reza Mirabi, ShahramZare (2019),The Role Of 

Organizational Leadership In Customer Loyalty Through Managing Conflict Between 

Employees And CustomersInternational, Journal Of Organizational Leadership,Vol.8, 

1-16. 

[61]John Paul Kosiba, Henry Boateng, Abednego FeehiOkoe, Robert Hinson(2019),"Trust 

And Customer Engagement In The Banking Sector In Ghana", The Service Industries 

Journal,Vol. 40, No.13-14, pp.960-973. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

459 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[62]BenteEvjemo, Humberto Castejón-Martínez And Sigmund Akselsen (2019), 

TrustTrumps Concern: Findings From A Seven-Country Study On Consumer Consent 

To ‘Digital Native’ Vs. ‘Digital Immigrant’ Service Providers, Vol.38, No. 5, pp.503-

518. 

[63]Dawn R. Deeter-Schmelz,Timothy P. Lauer and John M. Rudd (2019), Understanding 

Cross-Cultural Sales Manager–Salesperson Relationships In The Asia-Pacific Rim 

Region: A Grounded Theory Approach,Journal Of PersnalLsellng And Sales 

Management, Vol.39, No. 4, pp.334-351. 

[64]Irene Gil-Saura, M. Eugenia Ruiz-Molina, Gloria Berenguer-Contr And Maja Seric 

(2020), TheRole Of Retail Equity, Value And Relational Benefits In Building B2B 

Relationships In Retailing, Journal Of Relationship Marketing,Vol. 19, No. 4, pp.253-

286. 

[65]Christina Breuer, Joachim Hüffmeier, FrederikeHibben, Guido Hertel (2020),Trust In 

Teams: A Taxonomy Of Perceived Trustworthiness Factors And Risk-Taking 

Behaviors In Face-To-Face And Virtual Teams, Journals-Permissions, Vol.73(1), pp.3-

34. 

[66]Rogelio Puente-Diazand Judith Cavazos-Arroyo (2020),That Is Awful! Should I Trust 

My National Team A Gain?: The Role Of Mindsets In Team TrustInternational, Journal 

Of PsychologyVol. 55, No. 2, pp.315-322. 

[67]Qiuyuan Zhao, ThanathornVajirakachorn (2020), A Study Of Factors Influencing 

Chinese Spa Service Tourists To Revisit Bangkok Thailand,Journal Of Business And 

Economics, Vol.12, No1, April 2022. 

[68] EphremHabtemichaelRedda, Marko van Deventer (2020), Antecedents Of Trust In 

Retail Banking: Evidence From South Africa, Vol. 16, No. 4, pp. 125-138. 

[69] Oliveira, A. F., GomideJúnior, S., &Poli, B. V. S. (2020), Antecedents Of Well-Being 

At Work: Trust And People Management Policies, Revista De Administração 

Mackenzie, Vol.21, No.1, pp.1-26. 

[70] Tzeng, S.-Y., &Shiu, J.Y. (2020), Can Involvement Increase Trust In A Confusing 

Online Setting? Implications For Marketing Strategy. South African, Journal Of 

Business Management, Vol.51, No.1. 

[71] Adel A Al-Wugayan(2020), Customer Relationships In Banking: Does Relationship 

Strength Influence Relationship Quality And Outcomes?College Of Business And 

Economics, Vol.23, No.1. 

[72]Christine Rinik (2020) Data Trusts: More Data Than Trust? The Perspective Of The Data 

Subject In The Face Of A Growing Problem, Vol.34, No. 3, pp.342-363. 

[73]Melanie Wiese And Husain SalilulAkareem(2020),Determining Perceptions, Attitudes 

And Behavior Towards Social Network Site Advertising In A Three-Country Context, 

Journal Of Marketing Management, Vol.36, No.5-6, pp.420-455. 

[74] Marko Van Deventer(2020), Differences In Mobile Banking Trust Amongst Generation 

Y Consumers Of The Major South African Retail Banks", Vol. 16, No.2. 

[75]Jacek Jakubczak (2020), Guanxi Influence On Trust And HRM: A Rapid Review, DOI: 

10.5604/01.3001.0014.584. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

460 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[76]Wenjuan Fan, Jingnan Liu, Shuwan Zhu, Panos M. Pardalos(2020), Investigating The 

Impacting Factors For The Healthcare Professionals To Adopt Artificial Intelligence-

Based Medical Diagnosis Support System, pp.567-592. 

[77]K. Jackowicz et al. (2020),Location, Location And It Significance For Small 

Banks,Vol.58, No.1, pp.1-33. 

[78]D. G. MARTIN ET AL. (2020),Meanings Of Limited Equity Homeownership In 

Community Land Trusts, Vol.35, No. 3, pp.395-414. 

[79]Atefi et al. (2020),Open Negotiation: The Back-End Benefits Of Salespeople’s 

Transparency In The Front End,Journal Of Marketing Research, Vol. 57, No.6, 

pp.1076-1094. 

[80]SherlenTertia, Anny Nurbasari (2020),"Perceived Ease Of Utilization, Usefulness, 

Security, And Trust In Mobile Banking", Asian Institute Of Research,Vol.5, No.2. 

[81]Dr. Rajiv Sindwani (2020),Predictor Of Customer Trust: Role Of Technology, JournalOf 

Indian Management,Vol.17, No.4. 

[82]Collins Asante-Addo, Daniela Weible(2020),Profiling Consumers Based On Information 

Use And Trust In A DevelopingEconomy,Journal Consum Stud. Vol.44, pp.285-295. 

[83]JianhuaWang, Chenchen Yang, Wanglin Ma, Jianjun Tang (2020), Risk Preference, 

Trust, And Willingness‐ To‐ Accept Subsidies For Pro‐ Environmental Production: 

An Investigation Of Hog Farmers In China, Environmental Economics And Policy 

Studies, Vol.22, pp.405-431. 

[84]Amna Farooq,Moin Ahmad Moon (2020),Service Fairness, Relationship Quality And 

Customer Loyalty In The Banking Sector Of PakistanPakistan, Journal Of Commerce 

And Social Sciences,Vol. 14, No.2, Pp.484-507. 

[85]Nicky H.D. Terblanche, Marita Heyns (2020),The Impact Of Coachee Personality Traits, 

Propensity To Trust And Perceived Trustworthiness Of A Coach, On A Coachee’s 

Trust Behavior In A Coaching Relationship, Journal Of Industrial Psychology, Vol.46. 

[86] J. Of The Acad. Mark. Sci(2020), The Interplay Between Business And Personal 

TrustOn Relationship Performance In Conditions Of Market Turbulence", Journal Of 

The Academy Of Marketing Science, Vol. 48, No.1, pp.138-155. 

[87] Catherine Mei Ling Wong And Olivia Jensen (2020),The Paradox Of Trust: Perceived 

Risk And Public Compliance During The Covid-19 Pandemic In Singapore, Journal Of 

Risk Research, Vol. 23, No.7-8, pp.1021-1030. 

[88]Amer Al Shishany, Nael M Sarhan, Aisha Al-Turk, Mohamad AlbakjajiCatherine Mei 

Ling Wong and Olivia Jensen (2020),The Role Of Institutional Mechanisms In 

Creating Online Trust: Cross-Cultural Investigation, Journal Of Management 

Information And Decision Sciences,Vol. 23, Issue4. 

[89]Yiyi Su, Shaker A. Zahra, Rui Li and Di Fan (2020),Trust, Poverty, And Subjective 

Wellbeing Among Chinese Entrepreneurs, Vol. 32, No.1-2, pp.221-245. 

[90]Abid et al. (2020), What Corporate Social Responsibility Brings To Brand Management? 

The Two Pathways From Social Responsibility To Brand Commitment, Vol. 27, 

pp.925-936. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

461 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[91] U. R. Paudel et al. (2020), What Determines Customers’ Perception Of Banking 

Communication? An Empirical Evidence From Commercial Banks Of Nepal, Global 

Economy Journal, Vol. 20, No. 4. 

[92] EyalErt And Aliza Fleischer (2020), What Do Airbnb Hosts Reveal By Posting 

Photographs Online And How Does It Affect Their Perceived Trustworthiness?", Vol. 

37, pp.630-640. 

[93] Umme Hani, Ananda Wickramasinghe And UraipornKattiyapornpong(2021), Reviving 

Social Banking Using Relationship Quality Dynamics In A Developing Country, 

Vol.29, No.7. 

[94] WaiMun Chan, Jason Wai Chow Lee (2021), "5G Connected Autonomous Vehicle 

Acceptance: The Mediating Effect Of Trust In The Technology Acceptance 

Model",Journal Of Business Research, Vol.11, Issue 1. 

[95]Valentina Pitardi And Hannah R. Marriott (2021), "Alexa, She's Not Human But... 

Unveiling The DriversOf Consumers' Trust In Voice‐ Based Artificial Intelligence", 

Vol.38, pp.626-642. 

[96]Kwee Kim Peong, Kwee Peng Peong And Kui Yean Tan (2021), Behavioural Intention 

Of Commercial Banks’ Customers Towards Financial Technology Services, Journal Of 

Finance And Banking Review, Vol.5, No.4, pp.10-27. 

[97]Lisa Beeler, Alex ZablahAnd Adam Rapp (2021),"Blinded By The Brand: Inauthentic 

Salesperson Brand Attachment And Its Influence On Customer Purchase Intentions, 

Vol. 41, No. 3, pp.268-284. 

[98]Sebastian Schiffels, Guido Voigt (2021), Capacity Reservation And Wholesale Price 

Contracts Under Forecast Sharing: A Behavioral Assessment, Vol. 30, No. 10. 

[99]Christian Nedu Osakwe And TesilimiOladimeji Yusuf (2021), CSR: A Roadmap 

Towards Customer Loyalty, Total Quality Management,Vol. 32, No.13, pp.1424-1440. 

[100] F.Pasiouras Et Al. (2021),Culture And Multiple Firm–Bank Relationships: A Matter Of 

Secrecy And Trust?, Journal Of Business Ethics. 

[101] Selvalakshmigopalsamy, SuganthiGokulapadmanaban (2021),DoesImplementation Of 

Customer Relationship Management (CRM) Enhance The Customer Loyalty? An 

Empirical Research In Banking Sector, Journal Of Management Studies, Vol.14, No.2, 

pp.401-417. 

[102]C. A. Dos Santos, P. R. Da Cunha (2021),Effect Of Trust Between The Time Pressure 

And Complexity In Judging And Decision-Making In Auditing, Journal Of 

Contemporary Administration, Vol.25, No.5. 

[103]ChatpongTangmanee, NapalaiSritadawut (2021), Effects Of Perceived Risk And Bank 

Reputation Through Online Trust On The Use Of Internet Banking Services,Journal Of 

Electronic Commerce Studies,Vol.12, No.2. 

[104]O. O. Afolabi et al. (2021),Effects Of Privacy Concern, Risk, And Information Control 

In A Smart Tourism Destination, Vol. 34, No.1. 

[105]A. Zarifis Et Al. (2021),Evaluating If Trust And Personal Information Privacy Concerns 

Are Barriers To Using Health Insurance That Explicitly Utilizes Ai, Journal Of Internet 

Commerce, Vol.20, No.1. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

462 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[106]Prashant Tiwari, Shiv Kant Tiwari And Ashish Gupta (2021), Examining The Impact Of 

Customers’ Awareness, Risk And Trust In M-Banking AdoptionJournals-Permissions-

India, Fiib Business Review, Vol. 

10, No.4, pp.413-423. 

[107]Sady Darcy Da Silva Júnior, EdimaraMezzomo Luciano, Rafael Mendes Lübeck 

(2021),Future Intention To Disclose Personal Information Via Mobile AppsRevista De 

Ciências Da AdministraçãoVol. 23, No. 59. 

[108]P. K. Chintagunta, J. Chu (2021),Geography As Branding: Descriptive Evidence From 

Taobao,Quantitative Marketing And Economics, Vol.19. 

[109]Chau et al. (2021),Incorporating The Time-Order Effect Of Feedback In Online Auction 

Markets Through A Bayesian Updating Model,The Time-Order Effect Of Feedback In 

Online Auction Markets,Vol. 45 No. 2. 

[110]Djakona Valentina AndPerminov Stanislav (2021),Modern Trends Of Development Of 

The Global Market Of Trust Management ServicesManagement, Theory And Studies 

For Rural Business And Infrastructure DevelopmentVol. 43. No. 4, pp.474-483. 

[111]WennyPebrianti, WenseslausTanwira And Ahmadi (2021),Online Relationship 

Marketing And Customer Loyalty Based On Signalling Theory,Journal Of 

Management And Marketing Review, Vol.6, No.1, pp.86-93. 

[112] David Boto-García (2021, Public Support For Lockdown Policies, Economics And 

Business LettersVol.10, No.3, pp.299-309. 

[113]Bright et al. (2021),Should I Post Or Ghost?: Examining How Privacy Concerns Impact 

Social MediaEngagement In Us ConsumersWileyonlinelibrary.Com/Journal/Mar. 

[114]Konstantinos Fotiadis AndProdromosChatzoglou (2021),Tax Morale: Direct And 

Indirect Paths Between Trust Factors:Empirical Evidence From Greece,Journal Of 

Economic Issue,Volume Lv, No. 4. 

[115]Zijun Ye (2021),The Factors Which Affect People Sharing Knowledge In 

ChinaOnlineFertilityHealthCommunity,Journal Of Business And Economics,Vol.13, 

No.3. 

[116]NugrahaRomadhoni, Christian WiradendiWolor, UsepSuhud (2021),The Impact Of 

Agent Motivation On Customer Trust In Improving The Performance Of Government 

Bank Agents In The Administrative City Of North Jakarta: Qualitative Research, 

Vol.93, No3. 

[117]Korhan K. GokmenogluAndAysel Amir (2021),The Impact Of Perceived Fairness And 

Trustworthiness On Customer Trust Within The Banking Sector, Vol. 20, No. 3. 

[118]M. S. Moise Et Al. (2021), TheImportance Of Green Practices For Hotel Guests: Does 

Gender Matter?, Vol.34, No. 1. 

[119]Minseo Kim And Terry A. Beehr (2021),"The Power Of Empowering Leadership: 

Allowing And Encouraging Followers To Take Charge Of TheirOwn Jobs",Vol. 32, 

No. 9. 

[120]V. Badrinarayanan Et Al. (2021),The Pull-To-StayEffect: Influence Of Sales Managers’ 

Leadership Worthiness On Salesperson Turnover Intentions, Journal Of Personal 

Selling, Vol. 41, No.1. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

463 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[121]WiktoriaRakowska(2021),"Trust And Other Factors Impacting The Platform Choice 

InSharing Economy: A Case From Poland", International Entrepreneurship Review, 

Vol. 7, No. 3. 

[122]Rasty Et Al. (2021),Trust Barriers To Online Shopping: Investigating And Prioritizing 

Trust Barriers In An Intuitionistic Fuzzy Environment, Wiley Journaln Online Library, 

Vol.45. 

[123] HsiangtingShatina Chen AndTun-Min (Catherine) Jai (2021),Trust Fall: Data Breach 

Perceptions From Loyalty And Non-Loyalty Customers, Vol. 41, No.13-14, pp.947-

963. 

[124]Yates et al. (2021),"Trust, Accountability And ‘The Other’ Within The Charitable 

Context: U.K. Service Clubs And Grant-Making Activity", John Wiley & Sons Ltd, 

Vol.37. 

[125]Montag-Smit And Smit (2021),What Are You Hiding? Employee Attributions For Pay 

Secrecy Policies, John Wiley & Sons Ltd, Vol.31. 

[126]Inna Lola, Murat Bakeev (2021),What Determines The Differentiation In The 

E‐ Commerce Adoption By Consumers: Evidence From Russia, Electronic Commerce 

Research, Vol.7 

[127]EbesEsho,GrietjieVerhoef(2021) What Influences Online Shopping In Nigeria: Trust Or 

Website Quality?, Journal Of Business And Economic Research, Vol. 16, Issue 3. 

[128]SerajBharwani, ArielaNerubay (2022), "SerajBharwaniCapitalisingOn Brand Purpose: 

Creating Brand Equity And BusinessValue From The Ground Up", No.1, pp.6-14. 

[129] Jenny Caven (2022),Brand Purpose, Authenticity And Impact Measurement,Journal Of 

Brand Strategy Vol.11, No.1. 

[130] TegarRismanuarNuryitmawan(2022),Determinants Of The Intention To Participate In 

Waqf: Altruism, Trust, And Religiosity,Journal Of Innovation Management,Vol. 3 

No.2, October 2022. 

[131] AbdulrahmanBada Bello, PremalathaKarupiah(2022), Dispositional Dimension Of 

Trust On Customer Interaction With The Banking Sector: A Smartpls Approach, 

International Journal Of Business And Society, Vol. 23 No. 2 

[132] NurullahGür (2022), Does Social Trust Promote Behavior Aimed At Mitigating 

Climate Change?, Wileyonlinelibrary.Com/Journal/Ecaf, Vol.40 

[133] M. R. Peixoto, J. B. Ferreira, L. Oliveira (2022), Drivers For Teleconsultation 

Acceptance In Brazil: Patients’ Perspective During The Covid-19 Pandemic, Journal Of 

Health Management, Vol 26, No.2. 

[134]Richard Olley (2022),In Authenticity, We Trust – The Influencing Functions And 

Behaviours Of Aged Care Leaders To BridgeThe Intention-Experience Disparity Of 

Followers,Journal Of Health Management, Vol.17, No.3. 

[135]Dr. AsimRafiq, Muhammad MuzammilGhayas,Dr. Sana Arz Bhutto, Anila Devi 

(2022),"Mediating Effect Of Trust In Leader BetweenTransformational Leadership 

And Job Satisfaction"Kasbit, Business Journal, Vol.15, No.1, pp.1-21. 

[136]Sunday AdewaleOlaleye, OlayemiOlawumi, Richard Agjei, IsmailaTemitayoSanusi 

(2022),Mobile Banking App As A Medium Of Engagement For Customers In A 

Developing Country, The Journal Of Developing Aeas,Vol. 56 No. 3. 



A PROPOSED MODEL OF THE RELATIONSHIP BETWEEN TRUST, TECHNOLOGY, MARKETING STRATEGY, 

BRAND AND CONSUMER DECISION-MAKING AMULETS IN THAILAND Section: Research Paper 

464 
Eur. Chem. Bull. 2023,12(4), 449-464 
 

[137] A. V. Shutaleva, A. N. Novgorodtseva, O. S. Ryapalova(2022), "Self-presentation in 

Instagram: promotion of a personal brand in social networks", Business Economics, 

Vol.37, No.1. 

[138] L. F. BRIGHT ET AL. (2022), "Social Media Fatigue and Privacy: An Exploration of 

Antecedents to Consumers’ Concerns regard" Vol.22, No. 22 

[139]SulaimanAlthuwaini (2022),"The Effect of Social Media Activities on Brand Loyalty 

for Banks: The Role of Brand Trust", Adm. Sci. 2022, 12, 148. 

[140]Joanna Paliszkiewicz, Edyta Skarzynska (2022),Trust and DigitalizationFuture 

Directions, FaimaBusiness&Management Journal. 

[141] SyajarulImnaMohd Amin Et Al. (2022), Liquidity Risk And Regulation In The 

Organization Of The Islamic Cooperation (Oic) Banking Industry, Journal Of 

Accounting And Finance 17, No.2, pp.29-62. 
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