sl olgic
851l o33l Sy e dulyo — ouSlgiall o) elpidl &5 Ll Lelaizdl Juolgil Jlwg e Gaguwidl S

(Research Questions) Cuswdl dliwl (1

a3l Jl 3133l &Sy Slgime o) eyl ds Ll Gelaizdl Juolstdl Blug pe @aguidl i Lo
Selyidl dy jujss 9 Jwoloill Glaie le aygud! sgizall 8s 3G oo Lo

Selpidl &5 8ol B (i) Bole] — Olagde] — Glxedl) cllgimall Jelés 190 Lo

Selyidl cllgiuall dxé) 0bj U8 Lelaizdl Juolsill Glaie Ule £ gdonll oMeyl 55 Jo
803l ol Ayt 9 pasimal] il Juslsill Wolul e uSlaiumall Ly oiume Lo

oD W RN

(Research Objectives) cusdl Glanl (2

B3l il aSin Sgiue o elpid] d Gle Gelaisdl Juslgidl Jilwg e Gagud! 5T pulid
elpidl &5 ujei e Ghgud] (sgiseall 809 il apas

eyl bl Gle Juolstl Jilwy o8 oaSlgimall Jelss 156 sow e U el

eyl 950 cllgiumall azg3 80lj L9 degdonll UMYl Hg0 Julo

&Syl adbodl ddngud] Mol oo clgimall Loy Lulid

oD W RN

(Research Hypotheses) Coudl Glusyd (3

H1: guSlgiad] o) elpidl d Lle elaizdl Juolsil Jilwg e Gaguid) dbas] a4 93 5T oz,
H2: elpidl do Jle (2lou] JSiin 1955 Ragudd] ggiall 809>

H3: el dy Lle Lol J380 Juolgid]l Olaie Lle cllgiuall Jelss.

H4: elyidl &5 Lle (ol 58U o) elaisdl Juolod] Jilug jue degdandl SN,

H5: elpid] duiy Lol by dusygund] OMasdl e ellgimall Ly,

(Research Model) ol 2ig05 (4

(Jolgidl 309> — degdane Llde] — Jeldi — sgiwo) eloizdl Juolgd] J5lwg jue @oumd] : Jdiiwad] jusiall
il 4ot Wl jusiall
giwall Loy @ Joizwadl o gl] yjusiod]

HEV-H | ATV-SH)



elyidl dp > cllgiwall Loy > Leloixdl Lolgdl Jluwg jue Gagudl
gl el g e Gasadll o plio 5l go

(Study Context) g ridadl Guubdl Ho (5

dyleadly doledl ORI ouud) dwud)S Olgiw &)T dio lgsd Jocl Lsug 3l il as i Lle Guwlyo Gudas CJJJ.}I
203l lim lg= G>9 laiylay dio elaizl Juolgid] Jilwg jue Gagmdd] &zl yohad o Guwlul 125> CuSg
Jams Lo oalelisy siosll ok e oysil 8 iaelis ASpill U515 byl @apuil] Gl Gsac Ligh @onio
Lol i ely>Y dumdlgg duwlio diy dS il

(Research Methodology) Coull dusgio (6

RENEL RN WY WFTS

Ll plasiwl oSl zgtoll :Coull Zeio

Wbl aliog &Syl (Slatus o dissd arss duig i)l &bl sduwlyall 8lof

coelaiz¥l Juolat]l Jilug jue oodagimall Syt edlac :duwlyod] gaisw

Julsss 810 (6T of SPSS jue Slusyall Hlisly Gawsll cbasyl plasiwly oS Julss :Jukouidl Wbl

A

o w

(Proposed Outline) g g ol 2 xidall blosall (7

il )3l : sl i
doodoll .

Aol

dpon3l

Slandl

Aiwdl

Olus ol

ol Zigaill
dyludl Olwlydl : SUI Juasd]
Olelyzly Coudl dusmgivo S Juad]
o>l Judoddl gl Jl Juaddl
Oluogily 25U : oIl Juad]|

N

o w



(Table of Contents) Olgixall Jgu=> (8
dovssdall 1

Coud| don]

Coudl Blond

s dliad

il Olpyd

Coull Zdgad

Gl (8

2>l 0l]

© 0N o oA wN

N
o

(References) g=l,aJl (9

Kotler, P., & Keller, K. (2016). Marketing Management. Pearson.

Mangold, W., & Faulds, D. (2009). Social media: The new hybrid element of marketing
communications. Business Horizons.

Alalwan, A. (2018). Investigating the impact of social media advertising on purchase intention.
Journal of Promotion Management.

Schiffman, L., & Wisenblit, J. (2015). Consumer Behavior. Pearson.


http://www.tcpdf.org

