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Abstract

This research studied influence of corporate
reputation on satisfaction and trust in online markets
of consumers in Bangkok. Data were collected from
400 samples that had been selected from a cluster
sampling method. The data were then analyzed with
statistic, sum, percentage, mean, standard deviation
(SD), one-way analysis of variance (one-way ANOVA),
and multiple regression analysis. The findings showed
that corporate reputation factors that had influence
on consumers’ satisfaction in online markets were 1)
running business with sincerity and good intention,
2) quickly adapting to social and business changes,
and 3) promptly taking responsibility and account-
ability when a crisis happens; these three factors
can predict consumers’ satisfaction in online markets
at 55.00 percent. In addition, corporate reputation
factors that had influence on consumers’ trust in
online markets were 1) promptly taking responsibility

and accountability when a crisis happens, 2) running
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business with sincerity and good intention, and 3)
quickly adapting to social and business changes;
these three factors can predict consumers’ trust
in online markets at 59.00 percent. Meanwhile,
corporate reputation factors that had influence on
consumers’ satisfaction and trust in online markets
were 1) promptly taking responsibility and account-
ability when a crisis happens, 2) running business
with sincerity and good intention, and 3) quickly
adapting to social and business changes; these three
factors can predict consumers’ satisfaction and trust
in online markets at 59.00 percent.
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