ISSN: 2985-2366 (Online) Journal of Administration Management and Sustainable Development, 3(4), 2025

ISSN: 2985-2366 (Online)

215815115US1IS N1SANNTT BAZNISWAINITIE U

Journal of Administration Management and Sustainable Development

Homepage: https://so15.tci-thaijo.org/index.php/jamsd

E-mail: jamsdonline@gmail.com

‘i‘ja%’amﬁmuﬁssuﬁﬁwaﬁiamwé’ﬂLfswaam%éf@ﬁﬂﬁmm;ﬁu’%‘hﬂ

The cultural factors influencing the success of consumers’ purchase decisions

Chen Xian®", Inen 9dad?, Wia AnnALYIFA’

Chen Xian", Nittaya Wongyos?, Phahol Sakkatat®

MAgIngIn15INNTT U IeNdesvigaiu
AMZNANNITUNITNYAT UNINEIFBUATA
Y?Faculty of Management Sciences, Lampang Rajabhat University
*Faculty of Agricultural Production, Maejo University

*Corresponding author's e-mail: chenxian@tfswufe.edu.cn®’ nittaya.w@g.tpruz, |ohahol@)mju.ac.th3

Received: August 14, 2025 Revised: September 07, 2025 Accepted: September 17, 2025

UademneTausssy \Wussruszneunildvsnanenisdndulatevesiuilng naluefion anude Vinuad
warngAnssunUlaalasudrinanndsruuarunndennfuslnaefuey Fasaufismaun Anude YuusTIulley

Y

Useinedl anuennediny seaunmsdnet wazaAnlloydiuyana memﬁﬁi’mqﬂﬁzmﬁﬁaﬁnmﬂﬁamﬁwuﬁﬁu
fifinaronudifavesnisinduladovewfuilan nasnauiinsesinansznuresaundedenanisiaiuaing
auilindlalundninsiuazuing nieuhiaueuummansaiunniideiioiannsnhluviulildetdudnagns
Weiudnamuanuselunsueiulazanudduremsndnsausiiunaaiiasuategsings JademeTansssy

niinasennuddaveinsdaduladevesuilng unaruiidmensveunnvesesdanudinu nedliduiwansenu

o

o s

Beiinvesinusssunildenisindulade Feufusznounisanunsatunldluniseaniuundnsdiug 11anagnsnisnain

o o

WagUIMTeIAns ieasemnuldisunaranuduseegededu fadudnuilsdaduddnfisvdisduaiugsio

o

IpflganieidulaiuduegdidunazannsasnwinguanAnmnznduanaed viievense waziiuaulinnga
TifiugnAnlaeenadsdu

Adfey: AwdS, nsinaulatio, Tausssu

1559



ISSN: 2985-2366 (Online) NMIFIINISUINIT NI59ANTT U ISHAITENE, 3(4), 2568

Abstract

The cultural factors are components that influence consumers’ purchase decisions, encompassing
values, beliefs, attitudes, and behaviors shaped by the society and environment in which consumers live.
These include religion, traditions, social status, educational level, and personal values. The objective of this
article is to examine the cultural factors that affect the success of consumers’ purchase decisions, as well as
to analyze the impact of credibility on building trust in products and services. Furthermore, it aims to
propose practical strategies for establishing credibility that can be applied to enhance competitiveness
and ensure the sustainability of brands in rapidly changing markets. The cultural factors influencing the success
of consumers’ purchase decisions are further explored in this article by extending the existing body of
knowledge and highlighting the profound effects of culture on consumer decision-making. Businesses can
apply these insights in product design, marketing strategy, and organizational management to establish
competitive advantages and achieve long-term success. This constitutes a crucial factor in driving sustainable
sales growth, retaining existing customers for repeat purchases and referrals, and strengthening customer

trust in the long run.

Keywords: success, purchasing decisions, culture
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