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OVERVIEW: CONSUMER GOODS ECOMMERCE

SIZE AND GROWTH OF THE B2C CONSUMER GOODS* ECOMMERCE MARKET (IN U.S. DOLLARS)

NUMBER OF PEOPLE TOTAL VALUE OF THE ANNUAL GROWTH IN THE TOTAL ONLINE CONSUMER GOODS
PURCHASING CONSUMER CONSUMER GOODS VALUE OF THE CONSUMER PURCHASES: AVERAGE
GOODS VIA THE INTERNET* ECOMMERCE MARKET GOODS ECOMMERCE MARKET ANNUAL SPEND PER USER
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WHY DO YOU LIKE OR FOLLOW IF IT WAS POSSIBLE, WOULD YOU LIKE

BRANDS ON SOCIAL MEDIA TO PURCHASE ITEMS DIRECTLY FROM
CHANNELS? THE FOLLOWING SOCIAL MEDIA SITES?
TOP 5 IN ORDER

st s ACEBOOK 10
O LOOKAT NEW RANGES WHEN THEY LAUNCH m 2 TWITTER 10

1 INSTAGRAM
TOGET IDEAS WHEN | NEXT GO SHOPPING 1% 1 PINTEREST
TOGETINSPRATION FORGIFTS 5 SNAPCHAT

O KEEP UP'T0 DATE WITH TRENDS INFASHION m

MW 17 dadruuaastaaunginud laduaz@amunusuauu Social Media
= v v d' v 9 d‘ dy a Y

534D Platform 5 euﬂuwﬂuuﬂ%%ma%ﬁum

TERE www.marketingweek.com (2562)

o % - 4 & o '
sintedsaulaiinsiinaseBadudraanlaitin social media

' o a dd a o ., y “
wihg: % vesduilnandeiudchutamuesulafludszinadinsm

27% 26%
g on
Aaaolan = 16%
6% o
AL U riunannany wAg \Auandr waid

{1

51%

leim: PWC Total Retail Survey (2016)
o Y . . dy a Y o
MW 1.8 daa 1uAU ¥ Social Media Platform 11n1s%eauaAIng lan

17 EIC (2560)

nawusinasiolnagdbavlisuBodumwiu social media
10usuduaon sevon Lazada

Lazada | = 657
Social Commerce I 9519
Bulscuoousun [N 26%
Weloveshoppping I (=] 18%
Tesco, Big C, 7-11 [N ™= 14%
coof 0L KL%

Y
a v . . < v W
MU 1.9 ﬂu"lﬂﬂc%ﬁuﬁlmm Social Media L‘]Juﬂus-mﬁmimmﬂ Lazada

17 EIC (2560)


http://www.marketingweek.com/

@

9 o 1 dy a 9 g . . '
windeooulalnenii 51% dedudiooulaiiniu Social Media 9819 Facebook
A A 1 . I ] 1 ~ I v o Y ~ [
1ag Instagram ¥39NL38¥NI1 Social Commerce Lﬂuaﬂmquuﬂu@uﬂmuq w4 lan Meun
A A . 8L A Y A Y
Aunaveelanil 16% Social Commerce platform 3uiludnsondroou larindisznouns
[l Y 1 32 9 a @ a j’ a Y J . . I
Ineliorawesdu odrelsna dus Tnnrn Inedintiondedumoou lariniu social media 111
Y v
SUALADY 509910 Lazada Y93 Alibaba sia1it nolddunulunaazseiniamsneiuanaienu
duszneunis Ineazidonn15ve1855n09#1U Social Commerce platform %50 e-Market place
platform 9819 Lazada 399zasanuihvunouazlszinngsnauiniiga 59094 Line Application 9
o dy a 9 d dy 3 A = a U o W 9
awinvzaedudioou larik1u Platform Hunluizess Fenatessnalaanudiglumsai
. 9 ) ° = Y 9 ' ' v
Official Account 13 1% 1un1sAnAodoa1s apuM101N TINDINITUIITOYAVIIE1TAIN 1FU

o A ' 1 1o 2 4 E
Tols Tuwu dudr i vazuaulyaien Niaduiead1e Engagement tazid1ngnai launiu

RANKINGS OF TOP MOBILE APPS AND GAMES BY AER IN 2020

RANKING OF MOBILE APPS BY CON RANKING OF MOBILE GAMES BY CONSUMER SPEND*
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Figure 2. Results of the PLS analysis. ** p < 0.01, *** p < 0.001
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PR IETR -.25394 18195 344

AN DN
¥ 09405 20922 895

M35199 4.10 Anwdasansdudeyanazmsinginisuaiee lunaazmst

N Mean Std. Deviation Std. Error
N4 292 3.7808 95283 05576
all 67 3.4328 96577| 11799
SIT »
WANIADN 31 3.5269 105330 18918
Total 390 3.7009 97085 .04916

AVUATIUN 5
[ Y v == 12 1 ' v 9 Y
H,: anyuzlIzINIAIUTZTAUM AN Ulilllﬂ’ﬂlll,mﬂﬁ?\i@]@ﬂi}ﬂﬂﬂ'luﬂ'liclﬂf\ﬂu
4 1 @ a § a a a a
uwaarosua1e naziadeaunsegelyldinamsseduduFundaman (Hedonic)
@ 9 (% = =\ 1 1 v 9 9
H: anHuLsEWINTAIUTEAVNITANE llﬂ')'lllLlﬂﬂﬂ1ﬂﬂ@ﬂﬂﬂﬂﬂ1uﬂ1iﬁl%ﬂ1u

4 3 @ a f a a a a
unaaresuaen nazadeduusagleldinamsyeduausanaaman (Hedonic)



{ a 7 ' o s 9
ﬂTﬁNﬁ 4.11 ﬂ1i’3lﬂ51$ﬁﬂ’JHJLLGITWINSUi’Naﬂ‘blﬂ!gsll’mﬂ§$%1ﬂﬁﬂ1ﬁﬁiiuﬁ}1u§$ﬂﬂmﬁﬁﬂ‘bﬂ

Mean
Sum of Squares df F Sig.
Square

Between Groups .045 2 .022 .093 911
UIQ

Within Groups 92.853 387 240

Total 92.898 389

Between Groups 1.570 2 785 2.790 .063
PEU

Within Groups 108.883 387 281

Total 110.453 389

Between Groups 1.466 2 733 1.970 .141
PIQ f7.

Within Groups 144.040 387 372

Total 145.506 389

Between Groups 2218 2 1.109 3.324
SIQ Within Groups 129.156 387 .334

Total 131.374 389

Between Groups 748 2 374 1.335 264
CTD L

Within Groups 108.394 387 280

Total 109.142 389

Between Groups 11.517 2 5.759 6.275
SIT Within Groups 355.138 387 918

Total 366.655 389

Between Groups 3.057 2 1.528 5.553
HND o

Within Groups 106.526 387 275

Total 109.583 389

51



52

dl 1 [ = 1 v A 1 v Y
1NN 4.11 WuNszauMsanE luudazszauianuuanaeluladeaiu
Wy an15U3N15NATVRIU (Service Information Quality: SIQ) s¥AUgINIUT Yo IAT iAW
1 @ o = o ' = 1 A v oo W v v Y 9
uaNANADIEAUMIANEITINII S yanesegniiedidy Tutliweauanulasansaiudeya

1AENIIMFINTTUAE) (Security For Information and Transaction: SIT) 3¢AUMIN 13 yaes,

A o o Y

v ) U ' = A A 1 1 v -d' v
seaufiganeitazssaugannyanaiianuuananedaliedian Tuvagnluledsain

Y
u5999lamsseduduFunaaman (Hedonic: HND) szaumsanu1fSyanasinnuuanaig

[ Y Y 9 2

=2 J ~ ' A v o W A v
ﬂ'iJ53ﬂ‘]Jﬂﬁﬁﬂ}!'li;ﬁﬂ'J'ITEiUuiUuWﬁE]EJNﬂJHEJﬁ1ﬂiUU (®1INN 4.12) Tutlaveaudoyanisusns

u

Y A A

NA5UAIU (Service Information Quality: SIQ) szAUMIANYINININS YT A URABDYN 3.81
= Y 1 = & 1A o = A 1A o w v 9

FareunIyaaiedn 4.10 uazszaumsanu)SayanInedn 4.22 muaau Tutdageaiu
mmﬂaa@ﬁﬂﬁ’mﬁﬁ'@yauazmiﬁmﬁﬂﬁmhm (Security For Information and Transaction: SIT)

[ = :; 1 =y d' ld‘ é Y A [ [ =Y Ul d' ld‘
53WUﬂ1iﬁﬂ}ﬂ$‘nﬂ31ﬂiigiy1@illﬂuﬂaEJE]Q“I/] 3.37 “H\iclﬂﬁl,‘ﬂﬂﬂﬂﬂizﬂﬂﬂimﬂlﬂﬁiﬂuﬂﬁﬂﬂgﬂ

o 1 =y 1 { 1A o ] 4 a Y a
3.63 wazszaugan IS yarasaunaeegn 4.05 awdiay vazluladsaunsFeFud uza

v
A =

IWAAINAY (Hedonic: HND) szaumsantdinisyanailnunasegh 4.40 Tuamsiiszau
YSyaasnunaoogn 434 azszaugannUsyaainmasegin 4.11 MUa1AY (91351990

4.13)
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A ' o = v ¥ 9 a = Y
A1919N 4.12 ﬂ’)']iJLLG]ﬂﬁ%ﬁl@\iﬁ%ﬂﬂﬂﬁﬁﬂ‘ﬂ'}q\iq{ﬂ Gluﬂ%ﬂﬂﬂWu‘ll@iJ"ﬁﬂﬁUiﬂﬁﬂﬂﬁTJQTIJ,

v 9 v 9 9 o 1 [ tg a Y Aa
ﬂfﬂﬂﬂmummﬂaaﬂﬂﬂmumﬂgau,azmﬁm“qiﬂiﬁijm\ic] Haz A IUNIT TR TUA LY

GG
Dependent Variable (I)i%ﬁumiﬁﬂm (J)i%ﬁﬂﬂﬁﬁﬂ‘hﬂ Mean Difference (I-]) | Std. Error Sig.
w . a3 229546 1576 131
danmilfiganes .
GRURIELTACE: -41314 16479 034
. mnnlsamnag
SI10 B e 29546 15276 131
gl _11768 o4 a8
. RN ETENEH 41314 16479 034
GRUXBIERTACE -
IR 11768 0743 8
A S ETACE: -25957 25331 562
annliganas )
ganmlSgaas 68105 27326 035
) mnmfyaas 25957 25331 562
SIT ﬂ%ﬂJﬂ]u’]gs] . =
ganImfsyane - 42147 12839 003
. L ANy 68105 27326 035
GRURBIERTNCE -
NN 42147 12839 003
. . anes 05920 13874 905
anmilfiganes »
ganmlsaane 28787 14966 133
- i MmbBuanag .
. By vl 05920 13874 905
gnmfsggne 20867 07032 oo
. L mambBannas ]
quninBa kk 28787 14966 133
LR 20867 07032 004
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= v ¥y a = Y v Y v Y 9 o
AT NN 4.13 ﬂﬂGUEJQTL!‘Uﬂyﬁﬂ']'iﬂiﬂﬁ‘lﬂﬂﬁ‘ﬂﬂ’)u, ‘ﬂfﬂ%ﬂmummﬂaaﬂmmu%gauazmsm

o 9 g a Y a J 1Y =
§INITY !.l,aZﬂﬂ%EJﬂ1ulliﬂﬂﬂﬁlfﬂﬂ1§ﬁﬁ@ﬁuﬂ'}w\ﬂuLLﬂﬁ%igﬂUﬂ']ﬁﬁﬂHWq\‘]Qfﬂ

N Mean Std. Deviation | Std. Error

i e’ 15 3.8133 73472| 18970
Ysyaes 307 4.1088 55544 03170
S1Q ganfiyas 68 4.2265 63707 07726
Total 390 4.1179 58114 02943
i aaas 15 3.3778 97482 25170

U3 a3 307 3.6374 96613 05514

SIT ganafiyaag 68 4.0588 91594 11107
Total 390 3.7009 97085 04916
mninfyaes 15 4.4000 42835 11060
S IEL T TR 307 4.3408 51889 02961
ARURRIECITAE 68 4.1121 56736 06880
Total 390 4.3032 53076 02688

ANVATIUN 6
o ) Y A 1A = ' ' v Y v
H,: aﬂ‘]&lﬂlgﬂﬁgcbqﬂjﬂ']U'ﬁ"]ﬂllﬂlﬂaﬂﬁﬂlﬂ@u ll?JﬁJﬂ’ngJLlﬂﬂﬂ’]\iﬁﬂﬂ{ﬂ{ﬂﬂﬂ']uﬂ’]ﬁisﬁ
J 1 v 9 Y a dy a Y Aa A Aa .
\ﬂulw‘la@ﬁ/\lﬂiu@nq@]U,agﬂﬂi]ﬂﬂqullﬁﬁyﬂiﬁ]iﬁlﬂ@ﬂ']icl‘f’f]ﬁuﬂ'llclﬁlwaﬂlwau (Hedonic)
9 v Yy A 1A = 1 ' o Y v
H,: aﬂ‘]ﬁm8ﬂjgclﬂﬂﬁﬂ']u'T]ﬂqﬂlﬂaﬂﬂﬂlﬂ@u Nﬂ’JYJJLlﬁﬂﬂ’]\iﬁﬂﬂﬂ%ﬂﬂ']i‘lﬂ'liﬂlsﬁ

4 1 v Y Y a dy a Y A a a .
QTHL!WQ@W\I@SN@NG]LLﬁ%ﬂfﬂ‘UEJ@TL!LLﬁQ@\‘ioli]olﬁlﬂﬂﬂTﬁ“BﬂﬁuﬂTW\HWﬁmWfﬂu (Hedonic)



{ a 7 ' o s
ﬂTﬁNﬁ 4.14 ﬂ1i’3lﬂ§1$ﬂﬂ’JHJLmﬂﬂNﬂJ’ENaﬂ‘blﬂ!gsllf’Nﬂi%‘lﬂﬂiﬂTﬁﬁﬂuﬁ}?uﬂﬂqﬁ}

Sum of Mean
df F Sig.
Squares Square

Between Groups 1.054 3 351 1.477 220
uIQ Within Groups 91.844 386 238

Total 92.898 389

Between Groups .198 3 .066 231 874
pEy  Within Groups 110.255 386 286

Total 110.453 389

Between Groups 943 3 314 .839 473
PIQ Within Groups 144.563 386 375

Total 145.506 389

Between Groups 226 3 .075 222 .881
SIQ Within Groups 131.149 386 340

Total 131.374 389

Between Groups 576 3 .192 .682 563
CTD Within Groups 108.566 386 281

Total 109.142 389

Between Groups 7.785 3 2%93 2.791
SIT Within Groups 358.870 386 930

Total 366.655 389

Between Groups 3413 3 1.138 4.136 W
HND  Within Groups 70 386 275

Total 109.583 389
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d' 1 QI 9 d' T A 1 v A 1]
1NAITINN 4.14 W”U’J'li%ﬂ“]J‘i'lEJllﬂLﬂﬁﬁlﬁ@mfluiulma3i$ﬂ‘ljllﬂ'ﬂlll,mﬂi5]'lﬂﬁl,u

aunnuilaoademiuteyanaznisiigsnssua1ee (Security For Information and Transaction:

SIT) Taens1e1@sed 20,001 — 40,000 V1N FANVUARAIHAUTEAUTI8 A 40,001 — 60,000 VN

' ISICY

DYNNUITINY ITAVIY

9

(% [

18d1171 20,000 1M TARALEYN 3.81, 5zAUT181A 20,001 — 40,000
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A A 1A [ k2 a0 A 1A k) 1
UIN UAURagayn 3.57, izﬂ‘Ui?fJUlﬂ 40,001 - 60,000 UMM UAURAYDYN 3.94 u,amm"lﬂmmmw

60,001 1myu i) TAundeedh 3.72 odn1elii

@

pdAYy (13199 4.15)

i ) Y 1 vy v ¥ 9 o '
AT NN 4.14.1 ﬂmamuim"lﬂmmwa@amummﬂaamamumayauaxmim‘giﬂiimmm

Mean
o 1e'ld 0 1e'la Std. Error | Sig.
Difference (I-])
20,001-40,000 119 23980 12927 249
#1n3120,000 N 40,001- 60,000 VN -.13248 16557 854
g1 60,001 vl 08208 16718 961
#1971 20,000 1M 223980 12927 249
20,001-40,000 11N 40,001- 60,000 LN -37228 14243 046
SIT . 2
g4n3160,001 vl -15772 14430 694
#1171 20,000 1M 13248| 16557 854
40,001- 60,000 V1N 20,001-40,000 UM 37228 14243 046
' 2
74n3160,001 vl 21456 17755 622
#1131 20,000 179 _08208| 16718 961
: 2
74n7160,001 VM1l 20,001-40,000 1 15772 14430 694
40,001- 60,000 119 -21456 17755 622
- v 9 v 9 9 o 1
#15197 4.14.2 JadsmuanulasansnutoyauazMIMIFing sua1ee
N Mean Std. Deviation Std. Error

Gthﬂ?h 20,000 UIN 78 3.8120 95587 .10823

20,001-40,000 LN 194 3.5722 95597 .06863

SIT | 40,001- 60,000 110 60 3.9444 97069 12532

E;Nﬂ’j? 60,001 UIN 58 3.7299 99601 13078

Total 390 3.7009 97085 04916




A v 9 k) SIdll 1 ti’ a Y Aa a a
AT NN 4.15 ﬂﬂ%mmmuiw"lmnmWaﬁ’e)mwaﬁuqumamwau
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Mean Difference
1 51016 ) el Std. Error | Sig.
(I-))

20,001-40,000 LN -08723 07031 601

M 20,000 170 40,001- 60,000 VN 10433 09006 653
Higher 60,001 110 14937 09093 356

#119120,000 11 08723 07031 601

20,001-40,000 1M 40,001- 60,000 LN 19156 07747 066
4n1160,001 111 23660 07849 015

HND #1041 20,000 1710 -10433 09006| 653
40,001- 60,000 11M  20,001-40,000 VN -19156 07747 066
4412160,001 1710 04504 09657 966

#1191 20,000 170 -14937 09093 356

74n1160,001000  20,001-40,000 170 -23660 07849 015
40,001- 60,000 V1N -04504 09657 966

= 1 [ dy a Y a a a ] A o
ummu@mmﬂuﬁmamuu,sQgﬂ%mwaﬁumwuwamwau DYINUUY

910915197 4.15 518145211319 20,001 — 40,000 VINLAZNINNI 60,001 VN Ta)

9 o [

iy szauTiela

17120,000 U1 A undgogh 4.29, 52AU51818 20,001 — 40,000 VN HAuNToagN 4.38, SzAU

51014 40,001 — 60,000 UM TAunAeegh 4.19 uazs1e 1duNn1 60,001 VMWl Taundeeg

1 4.14 agiiodAy (13199 4.16)

A v 9 FY dy a Y Aa a a
MTNN 4.16 ﬂﬂimmumuuﬂ@jﬂi}mwaﬁumwuwamwau

N Mean Std. Deviation | Std. Error

@%Tﬂ’j”l 20,000 UIN 78 4.2981 .58256 06596
20,001-40,000 VN 194 4.3853 .50745 .03643

HND  40,001- 60,000 LN 60 4.1938 49383 .06375
Q’flﬂ’j’l 60,001 U 58 4.1487 .52901 .06946

Total 390 4.3032 .53076 .02688
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a d (Y Y d v ci:! v U A &’ a Y 1
4.4 ﬂ'li’J!ﬂi1Zﬁﬂi’l“l]ﬂﬂ'lial‘lf\ﬂ‘l!!!‘i/‘lﬂﬂ‘ll‘lE]iﬂJﬂ1QC]ﬂNNaﬂ®ﬂ1§ﬂﬂﬁuﬁl%"ﬁﬂﬁuﬂ1N1u
Facebook, Instagram, Line, Tiktok

a d 4 v \ [ Y d

4.4.1 MyIANzHANMRUYL IR LIUVTa UM NARTadeMsIT NHuana SN
1 d‘d Al U A tg a Yy 1 . .
ﬂ1aqmmamsmau‘lwaaummu Facebook, Instagram, Line, Tiktok

a 4 <3 9 1 [ 9 AAa [
MIATENANUHUYIRRR ULV TR U INADTITBs0M s Tdma Tu Tagnlinane

v A dy a Y . . a S Y F ~
mM3anaulaodUAINIU Facebook, Instagram, Line, Tiktok @1113031A5124 19 lagldaunae

1 Y 4 1 <
(Mean) g a1 T8UUUNIATFIU (Standard Deviation) Lﬁamm:’muuuuaaumuﬁmmmu

1 1 [ 4 { [
a8 lsretasemseenuuuunanrlesuia1891y (User Interface Quality: UIQ), Yasan13 14
1 4 1Y a ~
Nudevenanosy (Perceived Ease of Use: PEU), Masadudoyadumnnsudau (Product
Information Quality: PIQ), 199893an15U3n15MATUR U (Service Information Quality: SIQ),
o v & A ] v v ¥ )
Jadansai1aieniNuanly (Content Design: CTD) taza1uANUlaoansmuIoyaUaz N3
W5INTIUAY (Security for Information And Transaction: SIT) ttazadea1unsegelalinan
Y ' Y

FoIFUNAANAY (Hedonic: HND) Niinanamanauladed U1 Facebook, Instagram, Line,

Tiktok



A 1 A 1 A o Aa 1 9 o 1 A
ATNN 4.17 ﬂuﬂaﬂllﬁ%ﬁ’)ul‘uﬂﬂlﬂuuiﬂiﬂiuﬂl@ﬂﬂ%ﬁ]fJ‘I/IiJWﬁﬂEJﬂﬁGlGBLLWa@W\l’E]ill@]N“]“VIlIWﬁ

Y
aamsananlalumssedumpIY Facebook, Instagram, Line, Tiktok

Std.
N Minimum| Maximum Mean
Deviation

fasenseenuuuuwanies unareay

390 2.50 5.00 43615 48868
(User Interface Quality: UIQ)
Haseaunisldnudeveamanosy

390 2.40 5.00 4.2241 53286
(Perceived Ease of Use: PEU)
Jadeaudoyaduiinasuiu

390 2.40 5.00 4.1349 61160
(Product Information Quality: PIQ)
Madeaudoyanisusmsnasudu

390 2.40 5.00] 4.1179 58114
(Service Information Quality: SIQ)
Tasadumsairaiiominiiauls

390 2.50 5.00 4.0881 52969
(Content Design: CTD)
duanuilasasodudoyataznsmgsnssuaieg

390 1.67 5.00 3.7009 97085
(Security for Information and Transaction: SIT)
aseamusagalalifinanissedundama

390 2.25 5.00 4.3032 53076
(Hedonic: HND)
Jasedunnunalade (Purchase Intention: PI) 390 233 5.00 4.5915 49739
Tassdumsvenasihaaein

390 1.00 5.00 4.4692 70004
(Word of Mouth: WOM)

v v 9
919915199 4.17 Javentimanenisldma TuTadlunsd¥eduA1HIY Facebook,

. . ] @ < Y a3 J R v 9 Y dy
Instagram, Line, Tiktok Iag3iueg lussaumualouiniluaiulng saijevesaiunnuailaie

D.

< o Aa { P 1Y
(Purchase Intention: PT) tHuiladaniinunadsuiniigaeg 4.59 sevasuineifateaiunisuen

[} [

11n@011n (Word Of Mouth: WOM) fiAumagedh 4.46 sauasuifelatediuusegelalidms

g a a a . v 9 ¢S A
FoLBIUNAALNAY (Hedonic: HND) !lﬁgﬂﬂﬂﬁlﬂ'luﬂ'ﬁ@@ﬂllﬂﬂllwﬂﬁ?‘l@ill“lﬂﬁ')ﬂ\ﬂll (User

o w

Interface Quality: UIQ) if1tndeogh 436 uaz 430 awudiay Jadeaiunslaaiudioyss

14 1 $ 1 { (% a 1
unaaWoin (Perceived Ease of Use: PEU) inundgodh 4.22 luvmezhiivosiudoyadumi

u

A5UG2U (Product Information Quality: PIQ) ttaz ademiudoyan1susnmsnasudav (Service

. . a A Y o 1A o w v 9 Y
Information Quality: SIQ) nmmaa%amamuagm 4.11 uag 4.13 gayainy ﬂﬂﬂﬂﬂ?uﬂWiﬁi'l\‘]

dy A . = ~ (= 1 < v Y @
tier11eula (Content Design: CTD) UAURALDYN 4.08 pg1a lsnenuilaseduanuilasans



AudoyanazN3¥IFINTINA1 (Security for Information and Transaction: SIT) AN AN

U

é 1 %
3.7 daegluszauiunan
a d v Y v d v :;d 1 U A tg
4.4.2 msanzhtadsmumsls nuunanresumeqiiinanemsdaaulowe
GO Facebook, Instagram, Line, Tiktok
a 4 1] 4 1 v A ¥ a ]
msunszrilasesumslamaluladniiaemsaadulaeduA1H 1IN Facebook,
a s A, " W a 4 [ v J
Instagram, Line, Tiktok #1130 34A512% 1401082038 Msiardulsz@nsanduwusnygu
1] 4 < S I 4 ' o o w
(Multiple Regression Analysis) FTAUANUTONU 95 1WoTHua ﬂ%ﬁlmuﬂﬁmm 0.05 Tagnagoy
Y
AUNATIU A91
AUUAFIUN 6
[ 4 d‘ . (=1 a
H,: Yateniseenuuuunaneiufaiv91y (User Interface Quality) JuTNaIF
Y 9
7nae liTinanon1ua1194e (Purchase Intention) tazm3sueni1naein (Word of Mouth)
o ¢ A A
H,: TatemseanuuuunanalosuNnaie91u (User Interface Quality) HWAIBILIN
v 9
G]’E]ﬂ’ﬂllﬁﬂ%‘%ﬂ (Purchase Intention) wazmsvenilinaein (Word of Mouth
ANNATIUN 7
% 9 1 4 . = a 1
H,: TatemslFaudievesunannesy (Perceived Ease of Use) lilinaidauinge
Y 9
A11a319%® (Purchase Intention) tazn1suen1naein (Word of Mouth)
v 1 14 = a [
H,: YedenslFaudieveaunanesy (Perceived Ease of Use) INALEIUINGAD
Y 9
A1ua319%® (Purchase Intention) azmsuen1nae1n (Word of Mouth)
AVUATIUN 8
v 9 a Y A Y . . 1 a '
H,: ﬂmﬂmayaauﬂmmumu (Product Information Quality) ”bmwammma
9 9
ANuAala%e (Purchase Intention) Hazn13Uen11nao11n (Word of Mouth)
H,: Jadedoyadud1nnsudau (Product Information Quality) JHAIFILINABA Y
$q & .
741990 (Purchase Intention) 4azn5UenU1nA011n (Word of Mouth)
AUVATIUN 9
v 9 A = Y . . . 5 a
H,: ﬂ%%ﬂmy‘amimmiwmumu (Service Information Quality) IllliJNaL“IN‘U’Jﬂ
1 g’/ g 1
ADA1UAI 9% (Purchase Intention) wazmsvenilinaeiin (Word of Mouth)
H,: Tadetoyan1susnsiasuaiy (Service Information Quality) IWaIFalINAD

% X :
AUnala%e (Purchase Intention) HazMsvoninae1n (Word of Mouth)
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AUUAFIUN 10
v 9 9 &I A . (= a [
H,: Jadedeyamsadrauiloniniraula (Content Design) hifinaFeuanuaai
Y 9
a119@® (Purchase Intention) tazmsuen1nae1n (Word of Mouth)
o 9 9 t&l d' ] . = a [
H,: Madsdoyan1sas1auiieri1nuIaula (Content Design) UWAIFILINAAIY
k) 4
aalade (Purchase Intention) wazmsvenilinaeiin (Word of Mouth)
AuuAgIun 11
[ ) v 9 9 o 1 .
H,: fdsvoyaniiuilasansaiutoyauaznisnigsnssuaiee (Security for
v 9
Information and Transaction) lusinadauinaennuaalage (Purchase Intention) (LAZN1TUDN
1hnae11n (Word of Mouth)
H,,: Jevedeyaanuiasassdiudeyanaznisiigsnssuaiee (Security for
v 9
Information and Transaction) Hnaraulnaenuaaladse (Purchase Intention) waznsveniln
a011n (Word of Mouth)
AUVATIUN 12
Y
H,: Jadeamusegalaldinanisdeduansunaaman (Hedonic) TiflinaiFauan
9 9
A0AMNUAI 1990 (Purchase Intention) Hazn13uen1nae11n (Word of Mouth)
Y
H,,: Tavesmuusegelaldinamsseduduganaaman (Hedonic) lifinaigauan

Y Y
#0113 19%0 (Purchase Intention) tazM5UoNUNABLN (Word of Mouth)

A a o v Y 14 1 A 1 g’/ dy
#1319N 4.18 Nafﬂﬁ’le,ﬂ'ﬁg‘Vi‘ﬂﬁ]%ﬂﬂ?ﬂﬂﬁﬂﬂﬂlmﬂlmﬁ@W@ﬁN9’]1\16]ﬂﬁﬁwaﬁﬂﬂﬁiﬂﬁﬁiﬂ"lﬁ)

Adjusted R
Model R R Square Std. Error of the Estimate
Square
1 .550 303 290 41904

a. Predictors: (Constant), UIQ, PEU, PIQ, SIQ, CTD,SIT, HND, PI

1NATT 4.18 wams A5z Jasedumseenuuunnaaeufiaiosy (User
Interface Quality: UIQ), adadumsldanuaievesunannosy (Perceived Ease of Use: PEU),
fTasedudoyadudfinsudIu (Product Information Quality: PIQ), Tasedudoyamarzmsd
518 (Service Information Quality: SIQ), Ta3d 1M T 1aifion At 1au9 (Content
Design: CTD) tazifasearunuasassdiudoyauaznisiiginisua1ee (Security for

. . ¢ a &’ a a a a .
Information and Transaction: SIT) TaseauusegaleldinamsseduauFundaman (Hedonic:
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HND) ﬁd aNaneMsAaa ui%%’@a UMFIY Facebook, Instagram, Line, Tiktok (Purchase Intention:
PI)

MNAT 4.18 W50 IATZHANUE W0 TuN15e5 10 (Explonatory Power)
vouiTasodumseenuuuunaanesuRa1091 (User Interface Quality: UIQ), TTasad1unis 19
audeveunanie sy (Perceived Ease of Use: PEU), tlasedudoyaduiiasudan (Product
Information Quality: PIQ), Jaded meﬁ’ayams u'%m‘sﬁmuﬁ’ U (Service Information Quality:
SIQ), Tasedrumsadraiiomaiiaula (Content Design: CTD) adsaunnutasasodiy
%}ayauazmiﬁmiﬂimﬁnq (Security for Information and Transaction: SIT) uazuazﬁﬁ]fﬁ"ﬂﬁ'm
uﬂgﬂﬂﬂlﬁ’ﬂﬁ%a@qmSmwau (Hedonic: HND) ‘ﬁt’hwas&iaﬂﬁ@‘i’ﬂ%u%%@?’fnﬁﬁmwacebook,
Instagram, Line, Tiktok (Purchase Intention: PI) #14150% 11418937211 F1ladodudiiy

Facebook, Instagram, Line, Tiktok fouaz 29.0

~ a EaL v 9 P
A19199 4.19 wamsnaszRanNuulssrvveslavedumseonuuuunaares unarenu
[ 1 14
(User InterfaceQuality: UIQ), T1998a11n15 19911 d18v09unan¥lo31 (Perceived Ease of Use:
PEV), lavamudoyadua1iNasudiu (Product Information Quality: PIQ), fadeaiudoyanis
a = Y . 5 - v 9 Y & A
UINIINATUDIU (Service Information Quality: SIQ), J998a1un1sas1udonInuIgu e
(Content Design: CTD) Hateduanuilasasodudoyauazniviiginisna1eq (Security for
Y
Information and Transaction: SIT) uazﬂmﬂﬁ’mmagﬂﬁﬁ’mﬁ%mmwamwau (Hedonic:

H k4
HND) Pdamanemsaaaulasoaumeiy Facebook, Instagram, Line, Tiktok (Purchase Intention:

PI)
Sum of
Model df Mean Square F Sig.
Squares
Regression 29.163 7 4.166 23.726 .000
1 Residual 67.076 382 176
Total 96.238 389
a. |Dependent Variable: Purchase Intention
b. |Predictors: (Constant), UIQ, PEU, PIQ, SIQ, CTD,SIT, HND, PI

1 [~ 1 ] (% (%
10913199 4.19 azneuldifiuitedaties 117998 Tasedrunisesnuuy
J A o ' s
unaa oI uNaI8919 (User Interface Quality: UIQ), Tav38a 1115 19audreveaunanmlosy

(Perceived Ease of Use: PEU), 1a38@ 1udoyadua1finsud v (Product Information Quality:



63

PIQ), JadeA1udoyan1suin1sNAsud U (Service Information Quality: SIQ), Tda@1un13
9 & A . v 9 v 9 9 o
ﬁimuﬂwmumu% (Content Design: CTD) !La%‘ﬂ%%ﬂﬂWHﬂ'ﬂNﬂa@ﬂﬂﬂﬂ"luellﬂyﬁlmgﬂ'ﬁﬂ']

Y
TINTTUN9E (Security for Information and Transaction: SIT)) uazﬂmaﬁﬁuuiqgﬂﬂ“lﬁ’mi«%
v Y
IBUNAAUNAU (Hedonic: HND) naawanemsdaaulasoduairIu Facebook, Instagram, Line,
. . 1 A v o w aa a s Y 1 . Aa
Tiktok (Purchase Intention: PI) 981NN UITIAUNINTDA Tagns129 1a91AA1 P-Value (Sig.) Ny

]
o v A

A1 P-Value (Sig.) 11171 0.000 Fetinonnanisdrnai 0.05

{ Aa S w a J
A137197 4.20 HAN1AUATIEHAITNYsEANTNIT0ADDINYAY (Multiple Regression Analysis)
v Y s A . v Y P}
voatadgaumsesnuuuLnaaosuNa 18914 (User Interface Quality: UIQ), Jadaa1uns 14
1 4 1Y a ~
NudBvenann o5y (Perceived Ease of Use: PEU), Masasudioyadumnnsudau (Product
Information Quality: PIQ), 19 38A1440yan15U5N157NA5UN I (Service Information Quality:
9 v
SIQ), avsdumsaiiutioniNuianly (Content Design: CTD) uazasomuanuiaoass
ﬁlmﬁﬁjayauazmiﬁv‘giﬂﬁmhm (Security for Information and Transaction: SIT)) nagavy
Y Y dal a a a = A 1 v A dy a Y
Aunsagdlalvimsseraunaaman (Hedonic: HND) Nadnanon1sanaulagaduairiu

Facebook, Instagram, Line, Tiktok (Purchase Intention: PI)

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 1.807 245 7.377 .000
Jadedumseonuuuunaanes uialeam
A 5178 .058 155 2.693 .007
(User Interface Quality: UIQ)
JadedumslFaudevesunanle sy
130 .066 139 1.961 051
(Perceived Ease of Use: PEU)
fdeaudoyaduainasunu
-.092 .061 -113] -1.519 130

(Product Information Quality: PIQ)

Jasedudoyanisusnishasudu
| 042 066 050|639 523

(Service Information Quality: SIQ)

2 v
Tadedunrsadratieniniiauls

059 075 062 783 434
(Content Design: CTD)
Taseduanuilasassaudeyauaznism
FINTTUANE) -.059 032 -115| -1.824 069
(Security for Information and Transaction: SIT)
o v A A a a
Tassanusagalalimsgorandaman
403 044 430 9.198 .000

(Hedonic: HND)

a. |Dependent Variable: Purchase Intention
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A a 4 1 v Y P
1INAITN 420 WANI3AUATIEHIEYN Tadearunisesnuuuunaaoiun
Y
38914 (User InterfaceQuality: UIQ), ﬂfﬂﬂﬂﬁ’muﬁgﬂﬂﬁ'mi%wqLwamwau (Hedonic:
b
HND) ?NWamﬁﬂﬂﬁu%éjﬂf’ﬂﬁuﬁﬁmuFacebook, Instagram, Line, Tiktok E)EJNﬁufJ’s’hﬂﬂJﬂNﬁﬂ@
Y A4 4 s I L A ' . Ay 1 oA
U ITAUANUTONY 9511051 UA 11D9910ATP-Value (Sig.) UA1tiven1awean19 0.05
4 [ 1 4 [
Tuymznatedumsldnudievesunaanein (Perceived Ease of Use: PEU), Jadeaiudoya
a 9 A ] . . v v 9 a A Y
FUANNATUDIY (Product Information Quality: PIQ), ‘ﬂi]i]fJﬂWuﬁlJ’t’]qujaﬂﬁﬂiﬂﬁTIﬂ’i‘Uﬂ’Ju
A [
(Service Information Quality: SIQ), Jadedrumsadrationiniiauls (Content Design: CTD)
v 9 v 9 9 o ! . .
wazadesirunnuiasassdiudoyanazn1sii§inss ua199 (Security for Information and
k4
Transaction: SIT) lifinanemsananladoduUA1H 1Y Facebook, Instagram, Line, Tiktok 88193
v o o aa Y d’ @ S D 4
WodAynana o szaunNuFelu 95 nlofisua
~ A A 1 a J Y1 oA v 9
11NA15199 4.20 1HONTAUIA Beta A10150 105124 WA a1 Nfaseduusgele
9 2
19N 15%01FUNaAINaY (Hedonic: HND) d9Maaan1sanauladadufA1miu Facebook,
1 o o o He 1 % I [
Instagram, Line, Tiktok 861907 od 1A A1 Beta 111171 0.430 509a3uniutlodoaiunis
J 1 1 [ o I
onUUULNan oI uNEI8914 (User Interface Quality: UIQ) A1 Beta 11101 0.155 oAy
[ ] J [ A [
atearunisldireveaunannosn (Perceived Ease of Use: PEU) 1ifi1 Beta 0g#1 0.139 A
I Y] 1 $ o a {
WudadearunisadraiioniNuraula(Content Design: CTD), Tadod1udoyanisusnish
1 A o w [ I
ASUBIU (Service Information Quality: SIQ) 11A1 Beta 847 0.62 1az 0.50 Mua1ay dauilu
Tadearunniudaoansdrudeyanazn13153n35UA199 (Security for Information and
. A 1A 1 ~ 9 A I v Y Y a k) k4
Transaction: SIT) UA1 Beta 087 -.115 4azf1 Beta NHvengaiuilodeaudoyadumnsugiu

(Product Service Quality: PIQ) ﬂfjﬁ -113 Mud1AL

{ a o o 4 1 J 1
A1519% 4.21 GI”IiNLLﬁﬂQNaﬂH’JLﬂ'§1$Wﬂ%%EJ@%}TL!ﬂ”licl%}\ﬂuuwaﬂWﬂiﬁJ@NG]ﬁﬁwﬁﬁﬂﬂﬁ“ﬂﬂﬂ

aeilnaeiin (WOM)

Adjusted R
Model R R Square Std. Error of the Estimate
Square
1 567 322 309 58176

a. Predictors: (Constant), UIQ, PEU, PIQ, SIQ, CTD, SIT, HND, WOM

{ a 4 a
1AA15 190 4.21 U130 1ATIEHANNEINITD luNITeT U1 (Explanatory Power)
@ 4 { v
vl seenuuULNanos NN a8 (User Interface Quality: UIQ), Yadaiunis 14

' 4 @ a {
udreueanaanosy (Perceived Ease of Use: PEU), adsd1udoyadumiiinsudau (Product
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Information Quality: PIQ), Javadrual REVRANE STERRE ﬁﬂﬁ U (Service Information Quality:
SIQ), Tasedumsadraitomatiaule (Content Design: CTD) assaunnuilaoaisaiu
Glgl}’e]ﬂga Hagn1s ﬁﬂ; N9 ﬁiJﬂ'Nﬂ (Security for Information and Transaction: SIT) tt& 219 ‘ﬁ)EJﬁITLl
Lmgﬂﬂ“lﬁ'mic%m%uwﬁmwﬁu (Hedonic: HND) 1’7if'Nwassiami@Tﬂauﬂlﬂéga%uﬁﬁr}huFacebook,
Instagram, Line, Tiktok ttazn15uenae11nae1n (Word of Mouth: WOM) @ 111381111804

M3uon11nae11n (Word of Mouth: WOM) 50802 30.9

~ a EAR v 9 ¢S
@139 4.22 mamsansigranNuslsUsiuvesaveaiumsesnsuunaalosuna 891
[ 1 4
(User Interface Quality: UIQ), Fasedunsldanudisvoaunannasy (Perceived Ease of Use:
v Y 9 a g A v A . v Y 9
PEU), ﬁiﬁmmumayaauﬂmmumu (Product Information Quality: PIQ), ﬂfoi}amumayami
A A v ) > . v 9 9 X A
UINITNATUDIU (Service Information Quality: SIQ), Hovearunisaitaudeinuiauly
. v v 9 9 o ' .
(Content Design: CTD) ﬂmaﬁ'mmmﬂaaﬂﬂﬂmumayjmmzmim‘g5ﬂﬁmw] (Security for
Y
. . v Y a a a .
Information and Transaction: SIT) aztavsa1unsegalalinisdoFunaawan (Hedonic:
v Y
[ 1 v Aa a Y 3 .
HND) fidananomsnadulad%odun 111 Facebook, Instagram, Line, Tiktok tagn1suanin

a011n (Word of Mouth: WOM)

Sum of Mean
Model df F Sig.
Squares Square
Regression 61.347 7/ 8.764 25.895 .000
1 Residual 129.284 2R 338
Total 190.631 389
a. Dependent Variable: Purchase Intention
Predictors: (Constant), UIQ, PEU, PIQ, SIQ, CTD,SIT, HND, WOM

~ < L= [ @ [

A1319% 422 azeuliifiuitedrates 1 1793 (Taded1unisesnuuy

¢ o ' s
unaa oI uNaI1891Y (User Interface Quality: UIQ), Tav8a1un1s Idaudrsveaunanilosy
(Perceived Ease of Use: PEU), Jadedrude ya Fudinasudiu (Product Information Quality:
PIQ), 938@ U4 0yan15UTN15NATUIU (Service Information Quality: SIQ), 38R 1UN1S
9 j’ A . v 9 v 9 9y o
af1uitoninuidula (Content Design: CTD) Jadoa1uanulasadsdudoyanaznisi
1] U j’
TINTTNUA9 (Security for Information and Transaction: SIT)) LLaz‘ﬂ%%ﬂﬁ1ullidgﬂ1%1ﬁﬂﬁ%ﬂ

a a a H 1 1 U a é’ a 1
IUNAAUNAU (Hedonic: HND) ‘ﬁmwammsmauiwaﬁuﬁmm Facebook, Instagram, Line,
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[l ] v o w an a d
Tiktok ttagm3ven1inae11n (Word of Mouth: WOM) ae1iiied1nnuana Taonsigd 1a

'
9 w A

91nA1 P-Value (Sig.) N13A1 P-Value (Sig.) 11171 0.000 Fetivennaniod1nni 0.05

1 a SN o a 4
A1519% 4.24 wammmﬁwmﬁuﬂizﬁmmiaﬂaaﬂwmm (Multiple Regression Analysis)
v 9 s A . v 9 )
ﬂl@\ﬂﬂ‘”ﬂ“'l]EJ@]11!ﬂ15@f]ﬂu1|ULLWQ@V\I@?N‘V]E‘T’JEJQ'HJ (User Interface Quality: UIQ), ﬂi]i]ﬂﬂWuﬂ'lﬁal‘lf
' 7 . ) a 9 A Y
Nuaevesunanesy (Perceived Ease of Use: PEU), ﬂﬂﬂﬂmumagaauﬂmﬂmmu (Product
Information Quality: PIQ), Jaded meﬁ’ayams ELRERES I RRY (Service Information Quality:
4 1
SIQ), avsmunmsadiuiioninuiianly (Content Design: CTD) Tadaa1unnuasaisaiy
%’ayauazﬂﬁﬁwﬁﬂﬁwmq (Security for Information and Transaction: SIT)) naziladediy
k4 H I
usegalalimsyeFunaawan (Hedonic: HND) NaananonsdaauladeduMHIuL Facebook,

Instagram, Line, Tiktok ttazmsventnaoiin (Word of Mouth: WOM)

Unstandardized Standardized

Model Coefficients Coefficients t Sig.
B Std. Error Beta

(Constant) 995 340 2.925 004

364 081 254 4483 l .000

o ¢ A
hdsdmavenuuuuwaalos una s
(User Interface Quality: UIQ)

thisdruns lFnuheveamannasy
033 092 025 364 716
(Perceived Ease of Use: PEU)

thismudoyaduaiasudam
-076 084 -.066 -904 367
(Product Information Quality: PIQ)

thisiudoyanisusmsnnsudiu
1 -.002 092 -.001 -019 985
(Service Information Quality: SIQ)

v 9 y X A
ﬂ"l]fl]ﬂﬂquﬂ1iﬁ§1\nuﬂw1ﬂu1ﬁu1"ﬂ

.104 104 079 1.000 318
(Content Design: CTD)
thismuanulasadedmdeyauaznisih
INTIANC -167 045 231 374 ool

(Security for Information and Transaction: SIT)

v 9 vy A A a a
Taveanusagalalinsderananmay

525 061 398 8.630 l 000

(Hedonic: HND)

a.  |Dependent Variable: Word of Mouth
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A a P ' v v s A
91NA15199 4.23 HAN13AUATIEHI2Y Tadearunisesnuuuunaaveiun
@789 (User InterfaceQuality: UIQ), asaduanuasansdudoyanazmsiginisuaeg
Y
(Security for Information andTransaction: SIT) uaz‘ﬂﬂ%fJﬁ’muNgﬂﬂﬁ’tﬂﬂﬂwﬁ%mwaﬂswau
v Y
(Hedonic) Naamamsaadulagedusiriu Facebook, Instagram, Line, Tiktok {aZiNANITUDN
] ' @ o W aa @ 4 < J I 4
1109110 (Word of Mouth: WOM) odiidediaynedda o szaunudony 95 wosidua
118991071 P-Value (Sig.) HiAtfosniiaeanin 0.05 luvazhtfademums ldaudeues
P . v Y Y a 94 v .
unaaosu (Perceived Ease of Use: PEU), ﬂﬂﬁ)ﬂmmagaﬁuﬂmmumu (Product Information
. v Y Y a = v . . . o
Quality: PIQ), ﬁm}amuﬂmgamimmwmumu (Service Information Quality: SIQ) oz
Y Y & A = 1A 1 o a A a 9
Arumsas1aiien1Nu1aula (Content Design: CTD) lsiflinasonisanduleadodudiniu
] A v o w aa [ 4 ) R 4
Facebook, Instagram, Line, Tiktok 98 NUUITIAYNNADA U FEAUAMMFRNY 95 15 IFua
d' d' a 1 a 4 Y v Y
1NA15197 4.23 1ONTAUA Beta 1015010312 Ha 1811 Tadeduusegela
k2 1 2
MIFBTUAUTUNAANAY (Hedonic: HND) Nasnanen1saaaduladadua1m1u Facebook,
Instagram, Line, Tiktok 961901 8d18y A1 Beta 1M1 0.398 599041117938/ 1UMDOALLY
¢ A | = 1T o ] I v Y
uwanwosuNa18913 (User Interface Quality: UIQ) 1A Beta 111101 0.254 auniluiaveniu
v & A X ) Y1 ¢
n1sad1aierINnu1gula (Content Design: CTD), Jadaa1unis l¥drovesunanosy
(Perceived Ease of Use: PEU) i1 Beta 1911111 0.79, 0.25 awaiau daunnulasassaiudoya
LLﬁzmi‘ﬁTﬁ’iﬂiiN@iN‘] (Security for Information and Transaction: SIT) 3171 Beta ’E]Ej‘ﬁ -231 g
I @ A Y . 1
Hutatedudoyadud1finsusan (Product Information Quality, PIQ) 31 Beta 887 -.066
o o Y 1 A9y A VA A o Y v a = Y .
A1AUgANI8A1 Beta NUogNgABEN -.001 ADTITEVDYAAIUNITUINITNATUOIU (Service

Information Quality: SIQ)

4.5 aglannngiu
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anuAFIY

wamsmﬁeuauu?lgm

a 2
CEENIZERITAT

HO: anvazlsznnsaume Tudanuuanaaaetfasediung e
P o Y Y a A a v a
nuumaaresuan uazieduusgalaldinansaedudums

manmau (Hedonic)

@ Y = ' ' v 9 Y
HI: anvazdszannsanund Ianuuanaeaeaten1unis 19au
4 1 v 9 Y a j’ a Y a a a
uwamﬂammmuazﬂmamungﬂﬂwmﬂ%aumwuwamwau

(Hedonic)

Ufuers HO

a =
AUHNAFIUN 2

HO: dnvazilszannsauduiegerds lulinnuuananaeiladodin
] o il v v Y a A A v
mslFauunaanlesuae vazildednusegalalifanissedum

FUNaAWa Y (Hedonic)

@ 9 A A 1 (Y= 1 1 v 9
H2: ﬂﬂﬂmgﬂi&’ﬂﬂﬂSﬂﬂ‘!ﬂu’ﬂﬂQ@Wﬁﬂi\lﬂﬂmmﬂGINGIE]‘]ji]%EIﬂWH

Y o i v 9 9y a A A Y Aa
ﬂ]ﬁ'i“]fﬂullWﬁﬁW@iilﬁN"]ﬂ%%ﬂ@?uuiﬁj}ﬂﬁlﬂﬁlﬂmﬂ“ﬁ@ﬁuﬂ?!ﬁlﬂ

anmau (Hedonic)

1f1ers HO

aUNAFIUN 3

HO: anvazlszannsauormnw ludanuuanaeaeiladediuns e
ol Wy v 9 Y A A = Y a
nuuwaarlesua1n uazihidsduussgalaldinanissedunuas

maamau (Hedonic)

@ Y a oA ' ' v 9 Y

H3: aﬂ‘Hm‘SﬁﬂﬁSf’lﬂ']ﬂiﬂ'l‘LlEJ'](’])"Wllﬂ'ﬂlleﬂ@nﬂ@@ﬂﬂﬂﬂﬂ]uﬂ]iﬁlﬂf
J ' v 9 Y a Ay a Y a

\ﬂull‘waﬂ‘v\lﬂiiwnﬂc]U,ﬁ3ﬂﬂﬂ8ﬂ1ulﬁﬂ§ﬁiﬂ1ﬂlﬂﬂ%@ﬁu'ﬂT!ﬂN

manmau (Hedonic)

gaN51 HO

a 2
ANNAFIUN 4

o Y v =2 = 1 1 [
HO: aﬂ}lmgﬂiz‘mﬂiﬂiu‘J%ﬂ‘ﬂﬂﬁﬁﬂﬂﬂiﬂlﬂ’ﬂmmﬂﬁﬁﬁ@ﬂﬁ]ﬂﬂ
Y 9y 4 1 v 9 Y a d’)
mumﬂmmuwawﬂammm LLa$ﬂfﬂﬂﬂﬂ1ulliﬂgﬂ1"ﬂﬂlWLﬂﬂﬂﬁ“]f’f)

a Y a a a .
FUAUFUNAALNAY (Hedonic)

% 9 o = =) 1 1 v Y
H4: ANEULUTLHINTAUTZAUNTANEINANUUANA NN VT8A Y

v 4 J v 9 Y a nﬂy a Y Aa
ﬂ”lﬁsl"]f\ﬂuuwa9’1‘1/\]@'ill@]”l\i‘]llﬁ%ﬂﬂ%ﬂﬂ”luLliﬂﬂﬂiﬂiﬁlﬂﬂ“ﬁ@ﬁuﬂ%‘lﬁ

maamau (Hedonic)

Ufuers HO
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ANNAFIUN 5

(Z 9 Yy A oA = ' 1
HO: anwmzilszannsamsieldmasaomou lilinnuuanaieae
o 4 ' [ a
avedunsldauunanoiuaie nazilasesiuusegalalifing

Y
ﬂ’li"?fﬂ oy ﬁ}H‘D\HW’d ANAU (Hedonic)

o ) Y A oA = ' '

HS: aﬂymgﬂjg%’]ﬂiﬂ’llﬁ’]ﬂh},ﬂlﬂaﬂ@]@lﬂﬂuuﬂ')’]uuﬁﬂﬁ’mﬁ@
) v ¢ o 9 ya X
ﬂﬂﬂﬂﬂ1uﬂ1§1%’§7ull7‘lﬁ9’]‘1/\]'0331“3”\16]Llagﬂﬂﬂﬂﬂjulliﬂﬂﬁi@iﬁlﬂﬂ“ﬂﬂ

FUAUTUNIANWAU (Hedonic)

UQtas HO

ANNAFIUN 6

9 O e
Ho: aveniseonuuuunaanesunaIsay (User Interface Quality)
£l 4
TutinaFauinas lulinaaeanuaalade (Purchase Intention) 1AL

nsueninaeiin (Word of Mouth)

o s A
H6: deniseenuuuunanilosuialeay (User Interface Quality)
v 4
ﬁNﬁL%QU?ﬂ@@ﬂ?TN@Qi%%@ (Purchase Intention) Lmzf‘ﬂﬁ’ﬂ@ﬂﬂ'lﬂ

@911 (Word of Mouth)

Uf1as HO

auNAIUN 7

[ 1 14 1=
HO: Javensldaudieveaumannosy (Perceived Base of Use) 1l
Y Y
NAEAUINADANNAAIITD (Purchase Intention) azn15Uen1nae

1hn (Word of Mouth)

@ Y ' J R =
H7: Tvenslgaudieveswnanosy (Perceived Ease of Use) UNa
- . 2 a9 A :
FIUINADANNAI 1980 (Purchase Intention) aznisuenihnaein

(Word of Mouth)

#9015 HO

ANNAFIUN 8

= Y

HO: TTadedoyaduainasudIu (Product Information Quality) Taifina
A \ yq X !
F9UINADANUAI L% (Purchase Intention) itazn1suenihnaeiin

(Word of Mouth)

T

a Y A

Hs: adedeyaduanasudIu (Product Information Quality) HiHa
Y 2
#91InAANUAI19%0 (Purchase Intention) taza1sueniinasin

(Word of Mouth)

gaN5U HO
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[l
=}

ANNAFIUN 9

HO: adedoyanisusnsNnsudau (Service Information Quality) Tai
v i
NNamInAeANNA19%0 (Purchase Intention) tazmsUaniingde

‘]JWﬂ(Word of Mouth)

H9: Tasedoyan1susn1sinsusau (Service Information Quality) &
9 4
HAIBLINABANNAT19%B (Purchase Intention) tazn1sUeningde

11n(Word of Mouth)

goU5Y HO

ANNAFIUN 10

v 9 9 dy A i =
Ho: sedoyanmsaiuiioniniiauly (Content Design) Tiina
9 P
#91nA0ANNAI19%8 (Purchase Intention) azmsueninaein

(Word of Mouth)

v 9 9 dy A . =
H10: : ﬂ%i]fl"ll’e]gami’diNm@ﬂWﬂquuiﬁ] (Content Design) UH@
v Y
(#917nA0ANNAI19%D (Purchase Intention) aznsueninaein

(Word of Mouth)

g9U5U HO

a =
aNNAZIUN 11

o 9 o 9 9 o 1
HO: ﬂi]i]ﬁl‘ll@Hﬁﬂ?nﬁjaﬂﬂﬂﬂﬂ?uﬂl@l}uﬁLlﬁgﬂ'liﬂWﬁiﬂiiiJﬁ'Nc]
(Security for Information and Transaction) TitnaFauinaennu

9 4
@419@® (Purchase Intention) 1azMVeNAAB1LN (Word of Mouth)

H11: thieioyaniulasaisdudoyatazmsmgsnasunie
9
(Security for Information And Transaction) TNAIFIUINADANUAL 1D

9
@® (Purchase Intention) azA13V0n11AAB1A (Word of Mouth)

115 Ho

ANNAFIUN 12

F
HO: TadedunsagelaldinanissoduauFunaamay (Hedonic) 1
Y F
INaIrIUINAANUAI19%0 (Purchase Intention) 11a¥A1TUBNINAD

110 (Word of Mouth)

F
H12: TadedmnsgelaldinanissoduduBunaamau (Hedonic)
Vv 9
liinaFauinaennunalade (Purchase Intention) azAsUenn

ae1n (Word of Mouth)

Uquers HO
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=
Unn s

a3wan1sI9y eflNanansITy uazdoiauenuy

[ k4
1MAMIANYT “nagnimsnataitinanemsaadula¥eduUA1HIU Facebook,
1 g I {
Instagram, Line, Tiktok Y8909 Gen Y Tungamuuriiuas” Tuuniazitlumsaglwaninuni

] o a 9 ) o a v ¥ o
W'I‘Ll”]ll'luﬁZﬂ'lﬁ/l'l'f]ﬂﬂﬁ'lﬂwaﬁﬂllﬁim@lﬁu@uugﬁ'lWﬁU\i'lU'Jﬁ]ﬁﬂUﬂi\i@@llﬂ

a v

5.1 agUwamsiay
a o = A v 9 9 Aaa 1 v Aa dy a 9
Waf‘ﬂﬁ’JFl]Uf‘ﬂﬁﬁﬂ[H']Lﬁ’ﬁl\iﬂﬁ]i]ﬂ@']uﬂ'lﬁsl(’mﬂﬂiuiaﬂ%ﬂﬂaﬁ@ﬂTiﬁﬂﬁuiﬂcﬁﬂﬁUﬂ'l

[

[ T 3 [ dy
WU Facebook, Instagram, Line, Tiktok E‘T?ﬂNﬂLL‘]NL‘]Ju 4 93U AU
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