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517 4.1 Sudnlaneeu larinnnuasldusmsluszeznar 12 @eunirmiuu @ ldnals
10)
{ 1 = o
105N 4.1 nud faeuuuvaeunw Idimsldusnmsiudilaneeulailu
A A & Y o ¢ g ¢ ¢ X a ¢ ¢
srezinal 12 woudiumniga laun Tada eoulail, Nelld ooulaw, Und eou'lail, o3

4 =] < a o v
WA W5NA L ulnlas AanaINaIRy
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4.2 MIIAHANUIANAIVRIANYAUE Iz ININO T dBMIUMIN
MIAATIEHANVLANAIVOIANY ALY Tz NI az NN Taanyuzl szans ludu
1WA, 819, SEAUMIANEIZgA 518 ldmasaeiRon, 013n uazswauainsnlunseunss 110
1 1A 1 @ A T v Y <] I A a @ .
uaaznguiinuuanANnuYIe li aeademugunmveadl lva wie townansu (Website
or application quality) A111599919@1UAIWEAZAINTVIY (Convenience Motivation) ATUAI I
$181um 319909 (Perceived Ease of Use) A11ANNHAINNAIVOITUA (Product variety) A1
Msvudwazn155u152 i (Delivery and Guarantee) ATUNAUAARUS 1A (Consumer Attitude)
AuMssuianuamsnlunisnIuguNgAns sy (Perceived Control) ATMALTINED 19904
o ¥ y = 1 an
(Customer Satisfaction) #azA11A 3194091 (Purchase Intention) 1A l4n13As 1z viAadA T-
Test tazAULLU5UIUN1UAYY (One-Way ANOVA) TuTdsunsu SPSS
) a & o B
1@nansnasIzy il
a A @ 9 = 1 [ v 9 1
auNAgIUN 1 HO : anvazdszmnsdums ludianuuanaienuludadeaiuaise

[ k) = 1 o v 9 [
HI : anyagdszmnsaung Ianuuana1ani lutadeniuaig o



1 a o 1 [
Mmaai 4.18 ﬂ1§’3lﬂ§1$1’iﬂ’31ﬂu§lﬂ@NGIJENﬂﬂEﬂlgﬂiZGMﬂ‘iﬁlHﬁHuLWﬁ
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ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 1.034 2 0.517 0.157 0.855
Quality Within Groups 1262.987 384 3.289

Total 1264.021 386

Between Groups 8.510 2 4.255 0.640 0.528
Conve Within Groups 2551.744 384 6.645

Total 2560.253 386

Between Groups 15.181 2 7.591 1.087 0.338
Ease Within Groups 2682.126 384 6.985

Total 2697.307 386

Between Groups 1.808 2 0.904 0.292 0.747
Variety Within Groups 1187.820 384 3.093

Total 1189.628 386

Between Groups 11.013 2 5.507 1.012 0.364
Delivery Within Groups 2089.173 384 5.441

Total 2100.186 386

Between Groups 4.786 2 2.393 0.586 0.557
Attitude Within Groups 1568.982 384 4.086

Total 1573.767 386

Between Groups 13.658 2 6.829 1.164 0.313
Perceived Within Groups 2253.417 384 5.868

Total 2267.075 386

Between Groups 2.384 2 1.192 0.342 0.711
Satis Within Groups 1338.149 384 3.485

Total 1340.532 386

Between Groups 4.024 2 2.012 0.399 0.671
Repur Within Groups 1934.105 384 5.037

Total 1938.129 386




A9 Lﬂu”lﬂmuﬁ’mwﬁgm (HO)

a d' (% k) [P 1 [ v 9 1
auuAgIud 2 Ho : anvuzlszannisiuery lulianuuanasnuludeteduais

% 9 = 1 [ o 9 [
H2 : anbazlszmnsauery Ianuuanaanludedeaiueia

M50 4.19 MIINTzANULAnA YAy syrns Tuduey

ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 100.082 4 25.021 8.212 0.000
Quality Within Groups 1163.938 382 3.047

Total 1264.021 386

Between Groups 164.904 4 41.226 6.575 0.000
Conve Within Groups 2395.349 382 6.271

Total 2560.253 386

Between Groups 182.788 4 45.697 6.942 0.000
Ease Within Groups 2514.519 382 6.583

Total 2697.307 386

Between Groups 79.694 4 19.924 6.857 0.000
Variety Within Groups 1109.934 382 2.906

Total 1189.628 386

Between Groups 153.469 4 38.367 7.529 0.000
Delivery Within Groups 1946.717 382 5.096

Total 2100.186 386

Between Groups 110.161 4 27.540 7.188 0.000
Attitude Within Groups 1463.607 382 3.831

Total 1573.767 386

Between Groups 136.669 4 34.167 6.126 0.000
Perceived Within Groups 2130.406 382 5.577

Total 2267.075 386
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4 a d 1 v 1
M3191 4.19 mmm51$wmmummNmmaﬂymzﬂizﬂﬂﬂﬂuﬁ’mmq (n9)

ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 97.714 4 24.429 7.509 0.000
Satis Within Groups 1242.818 382 3.253

Total 1340.532 386

Between Groups 126.388 4 31.597 6.662 0.000
Repur Within Groups 1811.741 382 4.743

Total 1938.129 386

NNAINT 4.19 Wud udazgrsegianuuandaiuludeseduganmue ey
Tl 130 u,awwﬁmsfi’u (Website or application quality), ivgﬁuuiQj}]ﬂ%ﬁﬁuﬂ’ﬂllﬁzﬂ’mﬁ‘]ﬂEJ
(Convenience Motivation), guanudrelumsldau (Perceived Ease of Use), MuMIVUTILAY
n135U152 7 (Delivery and Guarantee), ATURAUAARYS 1nA (Consumer Attitude), ATUNITTUS
ANEIW150 TUNITAIVANNGANTTY (Perceived Control), A1uANN W0 Taue s Inn
(Customer Satisfaction) AUANUHAINUAIIUDIAUA (Product variety) uazmmﬁﬂﬂ%acﬁw

(Repurchase Intention) ® 819118 dA1 o

M3 4.20 anuuanssvesonglutfasoduganmueaudy lod vio uonwdindu (Website
or application quality) 114113999198 1UAMUAZAINA LY (Convenience Motivation) ATHAIIH
$181um 319U (Perceived Ease of Use) A1HANNHAIANAVBIAUA (Product variety) A3
msuuawazmMssul e (Delivery and Guarantee) A1UAUARKDS 1nA (Consumer Attitude)
AUMITuIAMUaINII luMIAIUANNGANI TN (Perceived Control) MuAMAINe l9ves

) 4 Pl
(Customer Satisfaction) wazaNuaaladod (Purchase Intention)

Mean Difference

Dependent Variable o 81¢g (?J) J) 01y (?J) Std. Error Sig.
a-J
<25 25-34 -0.66142%* 0.13054 0.000
aamnveaiflad nse
. 35-44 -0.75505* 0.13610 0.000
HOWNALATY (Website or
45-54 -0.72727* 0.15444 0.000

application quality)

55 -0.83838* 0.20881 0.001
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M4 4.20 anunandavesonglutfasoduganmueady led vio uowwdindu (Website
or application quality) 211113999198 1UAMWAZAINT LY (Convenience Motivation) ATHAIH
918151997 (Perceived Ease of Use) MUANNHAINHABUBIAUA (Product variety) A1
m3syudazmsiulseiu (Delivery and Guarantee) ATUNAUAAKLS 1nA (Consumer Attitude)
AumssuinuamsnlumsnIugungAnssu (Perceived Control) ATUAM WD l9v09

9 4 v '
(Customer Satisfaction) tazauadlagoa (Purchase Intention) (¢19)

Mean Difference

Dependent Variable oM 8¢ (?J) ) 91g (?J) ) Std. Error Sig.

55 <25 0.83838" 0.20881 .001

25-34 0.17696 0.17281 1.000

35-44 0.08333 0.17705 1.000

45-54 0.11111 0.19151 1.000

<25 25-34 -0.50257" 0.11236 0.000

35-44 -0.57189" 0.11715 0.000

usagalodunnuazainauey 45-54 -0.55818" 0.13293 0.000
(Convenience Motivation) 55 -0.68485" 0.17973 0.002
59 <25 0.68485" 0.17973 0.002

25-34 0.18228 0.14875 1.000

35-44 0.11296 0.15240 1.000

45-54 0.12667 0.16484 1.000

<25 25-34 -0.48758" 0.11512 0.000

35-44 -0.60859 0.12003 0.000

45-54 -0.55136 0.13620 0.001

ANMdElumslFau (Perceived 55 -0.68636 0.18415 0.002
Ease of Use) 55 <25 0.68636 0.18415 0.002
25-34 0.19878 0.15240 1.000

35-44 0.07778 0.15614 1.000

45-54 0.13500 0.16889 1.000

<25 25-34 -0.50769" 0.12747 0.001

ANNNANHALUDITUM 35-44 -0.65853" 0.13291 0.000

(Product variety) 45-54 -0.63106" 0.15082 0.000
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M4 4.20 anunandavesonglutfasoduganmueady led vio uowwdindu (Website
or application quality) 211113999198 1UAMWAZAINT LY (Convenience Motivation) ATHAIH
918151997 (Perceived Ease of Use) MUANNHAINHABUBIAUA (Product variety) A1
m3syudazmsiulseiu (Delivery and Guarantee) ATUNAUAAKLS 1nA (Consumer Attitude)
AumssuinuamsnlumsnIugungAnssu (Perceived Control) ATUAM WD l9v09

9 4 v '
(Customer Satisfaction) tazauadlagoa (Purchase Intention) (¢19)

Mean Difference

Dependent Variable oM 8¢ (?J) ) 91g (?J) ) Std. Error Sig.

55 -0.71717" 0.20391 0.005

55 <25 0.71717° 0.20391 0.005

25-34 0.20949 0.16876 1.000

35-44 0.05864 0.17290 1.000

45-54 0.08611 0.18702 1.000

AuUMSVUTILELNS <25 25-34 -0.56940" 0.12661 0.000
Suilsenu (Delivery and 35-44 -0.70013" 0.13201 0.000
Guarantee) 45-54 -0.67443 0.14980 0.000
55 -0.73485" 0.20253 0.003

55 <25 0.73485" 0.20253 0.003

25-34 0.16545 0.16762 1.000

35-44 0.03472 0.17173 1.000

45-54 0.06042 0.18576 1.000

<25 25-34 -0.49263" 0.10979 0.000

naunfveuilan 35-44 -0.60122" 0.11446 0.000
(Consumer Attitude) 45-54 -0.55284" 0.12989 0.000
55 -0.61742" 0.17561 0.005

55 <25 0.61742" 0.17561 0.005

25-34 0.12480 0.14534 1.000

35-44 0.01620 0.14890 1.000

45-54 0.06458 0.16107 1.000
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M4 4.20 anunandavesonglutfasoduganmueady led vio uowwdindu (Website
or application quality) 211113999198 1UAMWAZAINT LY (Convenience Motivation) ATHAIH
918151997 (Perceived Ease of Use) MUANNHAINHABUBIAUA (Product variety) A1
m3syudazmsiulseiu (Delivery and Guarantee) ATUNAUAAKLS 1nA (Consumer Attitude)
AumssuinuamsnlumsnIugungAnssu (Perceived Control) ATUAM WD l9v09

9 4 v '
(Customer Satisfaction) tazauadlagoa (Purchase Intention) (¢19)

Dependent Variable @) 01g (?J) J) 91 (?J) Mean Difference (I-J)  Std. Error Sig.
<25 25-34 -0.52683 0.13245 0.001
m3suianuannsaly -
- 35-44 -0.64583 0.13810 0.000
MINIVANNGANT TN .
45-54 -0.65000 0.15671 0.000
(Perceived Control) y
55 -0.72917 0.21187 0.006
55 <25 0.72917° 0.21187 0.006
25-34 0.20234 0.17535 1.000
35-44 0.08333 0.17965 1.000
45-54 0.07917 0.19432 1.000
<25 25-34 -0.58877" 0.13489 0.000
anuisnelovesduslan 35-44 -0.74242" 0.14064 0.000
(Customer Satisfaction) 45-54 -0.69242" 0.15959 0.000
55 -0.79798" 0.21577 0.002
55 <25 0.79798" 0.21577 0.002
25-34 0.20921 0.17857 1.000
35-44 0.05556 0.18295 1.000
45-54 0.10556 0.19789 1.000
<25 25-34 -0.59889" 0.12215 0.000
35-44 -0.57071" 0.12735 0.000
45-54 -0.65682" 0.14451 0.000
ﬂ]ndé%i%éﬂ“l% 55 -0.72348" 0.19539 0.002
(Repurchase Intention) 55 <25 0.72348" 0.19539 0.002
25-34 0.12459 0.16170 1.000
35-44 0.15278 0.16567 1.000

45-54 0.06667 0.17920 1.000
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d' 1 ] d' Y U S A 1 1y ] 3’, 1 =
1INM5 1T 4.20 WU FN0 AN 25 PiAnuuananusIIeIgaILa 251

2 1] < 4 a o
Yu Tl luldsdrunanimueady lad wse tonwansu (Website or application quality) A1ULLS
a9aladiunudzAINA U1 (Convenience Motivation) @11A 10918 uN15 19911 (Perceived
Ease of Use) A1HANHAINHA18VDITUAT (Product variety) mUAITvHdIasmMssulseiu
(Delivery and Guarantee) ﬁTHﬁﬁﬂﬂﬁﬁU@Tﬂﬂ (Consumer Attitude) au ﬂ1i§ﬂ§ﬂ Nuamsaly
mﬁmuqquﬁﬂﬁu (Perceived Control) Fuanuianslaves (Customer Satisfaction) (la ¥

g’; dy %:l . 1 = d%l a ' Y (3 '

A1uA919%0%1 (Purchase Intention) Haz11901g 55 Yyu lilianuuanarslunngdrunueg

I Ao oo

c!' 9 1 = [
9YNUDYNIT 25 1 YNUUHYT ALY

ﬂ]iN‘lc’;l 4.21 @9]}11!?1 amnvead) lyd vie LL@WWSLW]‘}LH (Website or application quality) ﬁﬁulliﬂﬂﬂﬁ]
ATUANUEZAINE L (Convenience Motivation) A1uANNG18 1115 194711 (Perceived Ease of Use) AU
ANUNAINHABVBITUA (Product variety) ATUMFYUAAZMI5 VY52 Y (Delivery and Guarantee)
AUTTALAAR1S 10 (Consumer Attitude) A1UNFSUFANWA WD TUMIAIIANNYANTTU (Perceived
Control) A 114 1WW N0 19903713 TnA (Customer Satisfaction) tazauaaledad (Purchase

Intention) 111AAZ %9018

N Mean Std. Deviation Std. Error

aummveudl <257 22 3.7727 0.89316 0.19042
Jase viso 25-341 205 44341 0.55877 0.03903
HONWAIATA 35-441 108 4.5278 0.57487 0.05532
(Website or 45-5417] 40 4.5000 0.56488 0.08932
application 551 12 4.6111 0.31248 0.09020
quality) Total 387 4.4350 0.60320 0.03066
us3galodu <2517 >3 3.8818 0.83873 0.17882
A 25-3417] 205 4.3844 0.48603 0.03395
azAINAY 35-441 108 4.4537 0.47566 0.04577
(Convenience 45-547) 40 4.4400 0.45562 0.07204
Motivation) 551 12 4.5667 0.22293 0.06435

Total 387 4.3866 0.51508 0.02618
anudelums <251 22 3.8636 0.82436 0.17575
1% 25-347) 205 43512 0.50755 0.03545
(Perceived Ease  35-44 1) 108 4.4722 0.48642 0.04681

of Use) 45-541) 40 4.4150 0.44234 0.06994
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i 421 4 1w mueady o 13 o oWWAnd 1 (Website or application quality) 11399410
MuANUAZAINALY (Convenience Motivation) A11AN1d18 1113 19910 (Perceived Ease of Use) A1
ANUHAINNABVBITUAT (Product variety) A 1HATVUALELMIT V52U (Delivery and Guarantee)
AUNAUAARDS 10 (Consumer Attitude) ATUMI5VIAMWATNTD TUMIAIAUNOANTTN (Perceived
Control) A 114A1WW N0 19903G 13 TnA (Customer Satisfaction) tazaualedos (Purchase

Intention) 1UHAAZFII01Y (91D)

N Mean Std. Deviation Std. Error
557 12 4.5500 0.27136 0.07833
Total 387 4.3700 0.52869 0.02687
anuvanvial <251 22 3.8939 0.93936 0.20027
YoIaUM 25-347) 205 4.4016 0.58270 0.04070
(Product 35-441 108 4.5525 0.51993 0.05003
variety) 45-54 1] 40 4.5250 0.39141 0.06189
557 i) 46111 0.23925 0.06906
Total 387 4.4341 0.58518 0.02975
MUMIVUES <251 22 3.6818 0.91346 0.19475
Hazms 25-341 205 42512 0.59486 0.04155
Suilseiu 35-441 108 43819 0.46797 0.04503
(Delivery and 45-547) 40 4.3563 0.44537 0.07042
Guarantee) 559 12 4.4167 0.26827 0.07744
Total 387 42713 0.58314 0.02964
GATLIEREE <257 22 3.9659 0.87388 0.18631
Auslan 25-347) 205 4.4585 0.46848 0.03272
(Consumer 35-441 108 4.5671 0.49837 0.04796
Attitude) 45-547) 40 4.5188 0.29082 0.04598
557 12 4.5833 0.26827 0.07744
Total 387 4.4709 0.50480 0.02566
M33u3 <251 22 3.7500 0.80178 0.17094
anuannsely  25-34% 205 42768 0.60321 0.04213
M3AIUN 35-447) 108 4.3958 0.57916 0.05573
ngAnssN 45-547) 40 4.4000 0.46616 0.07371
(Perceived 551 12 4.4792 0.31003 0.08950

Control) Total 387 4.2991 0.60587 0.03080
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i 421 4 1w mueady o 13 o oWWAnd 1 (Website or application quality) 11399410
MuANUAZAINALY (Convenience Motivation) A11AN1d18 1113 19910 (Perceived Ease of Use) A1
ANUHAINNABVBITUAT (Product variety) A 1HATVUALELMIT V52U (Delivery and Guarantee)
AUNAUAARDS 10 (Consumer Attitude) ATUMI5VIAMWATNTD TUMIAIAUNOANTTN (Perceived
Control) A 114A1WW N0 19903G 13 TnA (Customer Satisfaction) tazaualedos (Purchase

Intention) 1UHAAZFII01Y (51D)

N Mean Std. Deviation Std. Error
ANuanelo <257 22 3.7576 0.84941 0.18110
vasuilan 25-341) 205 4.3463 0.60934 0.04256
(Customer 35-441 108 4.5000 0.55347 0.05326
Satisfaction) 45-54 1 40 4.4500 0.59700 0.09439
559 12 45556 0.21711 0.06268
Total 387 4.3730 0.62119 0.03158
anudalodedn <25 22 3.8182 1.00647 0.21458
(Repurchase 25-34 205 44171 0.50834 0.03550
Intention) 35-44 108 4.3889 0.56301 0.05418
45-54 40 4.4750 0.30905 0.04887
55 12 4.5417 0.38188 0.11024
Total 387 4.3850 0.56019 0.02848

NNMINA 421 wud Fregidesnt 251 Tinundeludunuamueatylsd vie
HOWWRALAT Y (Website or application quality 11711 3.7727 #1unsagaladiuanuazanauie
(Convenience Motivation) 111111 3.8818 Fuanudrelunsldau (Perceived Ease of Use) 11111 1)
3.8636 AUANUHAINNAIBUBIA UM (Product variety) INA 3.8939 aumsyuauaemssusziu
(Delivery and Guarantee) 1N 3.6818 ﬁmﬁﬁuﬂaﬁu‘% Tnn (Consumer Attitude) M 3.9659 A1
M35 u§AuEII0 TuMIAILANNGANTTY (Perceived Control) MR 3.7500 A1ANNTIWe l9ups

Y a

1 % g‘/ 1 sol 1 %
Qﬂﬂﬂﬂ (Customer Satisfaction) iN10U 3.7576 HazAUAT lag o (Purchase Intention) N1 3.8182

v Y
=2 =2

a0 =) 9 1 Y 1 1 g’/ 1 = 1 A o o W
Fatiaunasluduaiegfesningsergaa 25 Tauldedredivedamy
auuAgIuin 3 Ho : anvaizlszannssuaniug lilanuuanaiulufadesiuaie g

[ 9 = 1 Y] v 9 1
H3 : anvazdszmnsauaniue Januuanaanu lutlateaiuaig o



1 a d 1 o
Mmaai 4.22 fﬂﬁ’llﬂ§1$ﬂﬂ’313JlL€°'lﬂﬁNsU@\TdﬂHmZﬂi$%1ﬂ51uﬁ}1uﬁﬂ1uﬂ1W
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ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 19.120 2 9.560 2.949 0.054
Quality Within Groups 1244.900 384 3.242

Total 1264.021 386

Between Groups 15.098 2 7.549 1.139 0.321
Conve Within Groups 2545.155 384 6.628

Total 2560.253 386

Between Groups 51.923 2 25.962 3.769 0.024
Ease Within Groups 2645.384 384 6.889

Total 2697.307 386

Between Groups 24.580 2 12.290 4.051 0.018
Variety Within Groups 1165.047 384 3.034

Total 1189.628 386

Between Groups 49.257 2 24.628 4.611 0.010
Delivery Within Groups 2050.929 384 5.341

Total 2100.186 386

Between Groups 15.200 2 7.600 1.873 0.155
Attitude Within Groups 1558.567 384 4.059

Total 1573.767 386

Between Groups 35.639 2 17.819 3.066 0.048
Perceived Within Groups 2231.436 384 5.811

Total 2267.075 386

Between Groups 31.183 2 15.592 4.573 0.011
Satis Within Groups 1309.349 384 3410

Total 1340.532 386

Between Groups 18.297 2 9.149 1.830 0.162
Repur Within Groups 1919.832 384 5.000

Total 1938.129 386

11015199 422 wu Tundazaoiuaimdanuuanarnludededugunin

< s A a < . . . . (Y ' 9
o131 T 150 LOWNALAFY (Website or application quality) A 1111418114015 19911
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(Perceived Ease of Use) A1UAINHAINHA18VBIFUAT (Product variety) A1UAITYUAULAZNNT
U152 U (Delivery and Guarantee) ﬁ'mmi%u;}fmmmmiaiuﬂWiﬂQUﬂth}ﬁﬂiiu

@ [

(Perceived Control) uazﬁ'wmmﬁqwa%mmﬁj’ﬂ?Tm (Customer Satisfaction) BEJ'NfI‘L!EJﬁWﬂiy‘

A151af 4.23 anuuanasvosaatuzluidodruguainveauillad vio uewndmdu
(Website or application quality) muanudrelunsldauy (Perceived Ease of Use) AU
NAINHABVOIFUM (Product variety) AIUMIVHAULAZMITUUTLAY (Delivery and Guarantee)
AuUMITuIANua I 0 lunsAIUAUNGANT Y (Perceived Control) taza1uAW AN 19

"ll’e]ﬂﬂilﬂgiﬂﬂ (Customer Satisfaction)

Mean Difference Std.

Dependent Variable I aomug J) aoue Sig.
I-J) Error
Ter LRSI -0.16226" 0.06682 0.047
ammmve i lud vie .
: , Taiszy -0.05943 0.11321  1.000
UONWAIAYY (Website or '
AU Taa 0.16226' 0.06682  0.047
application quality)
Taisen) 0.10282 0.11900 1.000
Tajseqy Taa 0.05943 0.11321 1.000
AU -.10282 0.11900 1.000
Ter A9 -0.16003" 0.05844 0.019
anudelumsliau :
Taiszy -0.07495 0.09902 1.000
(Perceived Ease of Use)
A9 Taa 0.16003" 0.05844 0.019
sz 0.08508 0.10408  1.000
Taiseyy Taa 0.07495 0.09902 1.000
LAY -0.08508 0.10408 1.000
Taa AU -0.17983" 0.06464 0.017
ﬂ31uﬂﬁ1ﬂﬁﬁ1ﬂmﬂﬂauf?\l1 \
Taiszy 0.00162 0.10952 1.000
(Product variety)
HANTU Tera 0.17983" 0.06464 0.017
Taiszy 0.18145 0.11512 0347
Taiszy Taa -0.00162 0.10952 1.000

LAY -0.18145 0.11512 0.347
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a151aft 4.23 anuuandrvesaarue ludasoduganinveaiylad wie newndndy
(Website or application quality) Muanudrelunsldau (Perceived Ease of Use) Funluy
NANHAWVBIFUM (Product variety) ATUMIVU AL MITVYTEAY (Delivery and Guarantee)
AumMssuianuamsnlunsnugungAns sy (Perceived Control) taza1uA 9N 19

GUENIi‘]J%Tﬂﬂ (Customer Satisfaction) (99)

Mean Difference Std.

Dependent Variable D aoue J) aoug Sig.
(I-J) Error
Taa HASU -0.19125" 0.06432 0.009
MUMSVUTIAZNS .
o sz -0.00098 0.10898 1.000
Sutlsenu (Delivery and '
LAY Tara 0.19125" 0.06432 0.009
Guarantee)
Taisey 0.19027 0.11456  0.293
Taiseyy Tan 0.00098 0.10898 1.000
HASTU -0.19027 0.11456 0.293
Taa AU -0.16469" 0.06709 0.044
msSudanuamnselums sz Sy 0.11367  1.000
AIUANNGANIIM (Perceived LAY Tan 0.16469" 0.06709 0.044
Control) ]liiizu 0.14365 0.11949 0.690
Taiseyy Taa 0.02104 0.11367 1.000
AU -0.14365 0.11949 0.690
Tan AU -0.20668" 0.06852 0.008
anuianelavesduilan Taisz) -0.09713 0.11610 1.000
(Customer Satisfaction) HASY Taa 0.20668" 0.06852 0.008
Taiszy 0.10954 0.12204  1.000
Taiszy Taa 0.09713 0.11610  1.000
AU -0.10954 0.12204 1.000

91013199 4.23 WU aoug Taalanuuanaanuaniuzuaanululsdediu
<3 a ) ]
Aunmvedillad wie onnadu (Website or application quality) a1un1ud1eluns 14

41U (Perceived Ease of Use) A14AMNNHAIANA18UBIAUA (Product variety) mUMIVUTILAL
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135015210 U (Delivery and Guarantee) ﬁ’mﬂ15%‘u:.i?ﬂamﬁ1u15a1uﬂ15ﬂ3Uﬂanaﬂii11

Y

. Y a . . [ o w
(Perceived Control) Hag@1uAIUNaNe 19uoaf U3 1nA (Customer Satisfaction) 08193 1iad1ATy

a Y 3 S A a o . L. . 9 '
3197 4.24 Auaun el led 3o LoWNGAATY (Website or application quality) A 11AIIH1Y

9 . a . U
113519914 (Perceived Ease of Use) A14ANNHAINHAVBIAUA (Product variety) @11 AT YU A

uazn35uUsziu (Delivery and Guarantee) A 1UM3 5D ANNEINITD TUNITAIDAUNYANT TN

. 1Y a . . '
(Perceived Control) ttagA AN aNe Touo iU 1nn (Customer Satisfaction) Tunaaz dnuy

N Mean Std. Deviation Std. Error

aan e adilaa Tan 231 43781 0.64338 0.04233
wi3e wevmianiu LAY 124 4.5403 0.50039 0.04494
(Website or sz 32 4.4375 0.63040 0.11144
application quality) Total 387 4.4350 0.60320 0.03066
anuaiglumsldau T 231 43126 0.56612 0.03725
(Perceived Ease of LAY 124 4.4726 0.38283 0.03438
Use) Taisey 32 43875 0.67382 0.11912

Total 387 4.3700 0.52869 0.02687
ANNKAINHAILVDS Taa 231 43766 0.64310 0.04231
FuM (Product UAIIY 124 45565 0.40037 0.03595
variety) sz 32 43750 0.68653 0.12136

Total 387 4.4341 0.58518 0.02975
Mmumsvudazms Taa 231 42100 0.64037 0.04213
Suiseiu (Delivery LAY 124 4.4012 0.39409 0.03539
and Guarantee) sz 32 42109 0.69011 0.12199

Total 387 4.2713 0.58314 0.02964
M33u3anuainse Taa 231 4.2446 0.63479 0.04177
Tumsaiuau LAY 124 4.4093 0.47960 0.04307
NQANTIN (Perceived 11321 32 4.2656 0.77235 0.13653
Control) Total 387 4.2991 0.60587 0.03080
Anunanelaves Ter 231 4.2987 0.64811 0.04264
AU3laA (Customer LAY 124 4.5054 0.50915 0.04572
Satisfaction) sz 32 43958 0.74023 0.13086

Total 387 4.3730 0.62119 0.03158
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A 1 v 9 3 4 A
ANNATTINAN 4.24 WU ’dmuﬂﬁﬂ Gl‘LlﬂEUiDEJﬂWNiﬂmf]WWSIJ@QHﬂll“]fﬂ 1ioe
LOWWAIATU (Website or application quality) HiAunamiiny 4.3781 auanudielunisldau
(Perceived Ease of Use) HAURAUNMINY 4.3126 srumsvuadnazmssulsziu (Delivery and
Guarantee) HAURAGININU 4.2100 AIUMITVFANVAWIT0 IUMITAIVAUNYANTTY (Perceived
a1 d' 1w k) = Y Aa . . = d‘
Control) UAURQUNINY 4.2446 muﬂ’JWWQWB%ﬂIGQQUSTﬂﬂ (Customer Satisfaction) UAUNAY

R 4.2987 AeliAumdsdeenaniuzuasnunas liszyaniug @ruduanurainvaie

' '
= ' v =2

YOIAUM (Product variety) HAUNAVNINY 4.2100 FIUAURAIT08AINADIULUAINY LA

A @ o £

aundenn luszyaoiug edrlisdiany

a ~ % 9 a A (=} 1 [ o Y 1
TUUAFIUN 4 HO : aﬂymzﬂizmmmumumau "llliJﬂ’ﬂiJLmﬂ@]NﬂuGlu‘ﬂﬂﬁ]ﬂﬂ?ﬂﬁﬂ\i 9

@ Y a = = 1 [ v 9 J
H4 : anvazdsznnsmutuaon Uanuuanaenu ludateaiuaig 9

Y a d 1 o a
m‘neﬁ 4.25 mmm'ﬂz‘HmmuﬂﬂmNsumaﬂymzﬂizmﬂﬂuﬁﬁummﬁ@u

ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups LONEST'S 4 25.378 8.339 0.000
Quality Within Groups 1162.508 382 3.043

Total 1264.021 386

Between Groups 115.475 4 28.869 4.511 0.001
Conve Within Groups 2444778 382 6.400

Total 2560.253 386

Between Groups 195.245 4 48.811 7.452 0.000
Ease Within Groups 2502.062 382 6.550

Total 2697.307 386

Between Groups 103.336 4 25.834 9.085 0.000
Variety Within Groups 1086.292 382 2.844

Total 1189.628 386

Between Groups 180.362 4 45.091 8.972 0.000
Delivery Within Groups 1919.824 382 5.026

Total 2100.186 386




d' a 4 1 [ 9 a A 1
M1319N 4.25 MIAATIEHANUUANANVOIENE UL UTZHINT TUAmUR AU (919)

ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 111.878 4 27.970 7.309 0.000
Attitude Within Groups 1461.889 382 3.827

Total 1573.767 386

Between Groups 190.472 4 47.618 8.760 0.000
Perceived Within Groups 2076.603 382 5.436

Total 2267.075 386

Between Groups 117.293 4 29.323 9.157 0.000
Satis Within Groups 1223.240 382 3.202

Total 1340.532 386

Between Groups 106.707 4 26.677 5.564 0.000
Repur Within Groups 1831.422 382 4.794

Total 1938.129 386

A ey = = ' o ) < s A
INAITINN 4.25 NI Nulﬂﬂuuﬂ’JTJJEW]ﬂﬂWQﬂucluﬂ"luﬂmﬂTWGU@\jnﬂvlcﬁﬁ NI

UOWWALAYU (Website or application quality) ﬁ’mmqg 1lad1uANNAZAINAVIY (Convenience

Motivation) A14AN1418 115 19911 (Perceived Ease of Use) A1HANNHAINYAEUDIAUAT (Product

variety) A 145U d 98z nM35U152 17U (Delivery and Guarantee) A TWAUAAF 13 1nA (Consumer

Afttitude) ATUMI5 U3 ANUENT0TUNIAILANNYANTTN (Perceived Control) A TUATNN WD T9UDs

Y a

Y 9 9
W3 Tna (Customer Satisfaction) LaZANUNI Tadoa (Purchase Intention)
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1519 4.26 anuuanaveaiudeuluiisduguniwvondylad vie nenwdindu
(Website or application quality) & muﬂgﬂ%ﬁ' TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) A1Un15vudauazn155 0152 AU (Delivery and Guarantee) AU AUAAR VS 1A
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

a H ¥ ¥ .
ﬂ’ﬂiJﬁQWﬂsli]ﬂJfNﬁjUi Tan (Customer Satisfaction) azANuAdlagoa (Purchase Intention)

Dependent n a n A Mean
M) KUY J) U U Std. Error Sig.
Variable Difference (I-J)

Hosnn 15,001-30,000 119 -0.74445%* 0.14242 0.000
pamwweadiflad  vTowhiy  30,001-50,000 LN -0.66369* 0.14088 0.000
150 u'e)wwamfi‘;'u 15,000 UM 50,001-80,000 LN -0.52632%* 0.15858 0.010
(Website or 110111 80,001 LN -0.38346 0.18411 0.379
application ¥INNN YosndmIeminy 0.38346 0.18411 0.379

quality) 80,001 1M 15,000 LN
15,001-30,000 UM -0.36099 0.13634 0.084
30,001-50,000 V1N -0.28023 0.13473 0.382
50,001-80,000 LN -0.14286 0.15314 1.000
Younn 15,001-30,000 1N -0.47933" 0.12392 0.001
usspdlodiany  WIOWAL  30,001-50,000 1M -0.50073 0.12258 0.001
azaInaLIe 15,000 UM 50,001-80,000 LN -0.39359" 0.13798 0.046
(Convenience 11NN 80,001 LN -0.38697 0.16020 0.162
Motivation) ¥INNI UouNINHITOININ 0.38697 0.16020 0.162

80,001 UM 15,000 LN
15,001-30,000 U1 -0.09237 0.11863 1.000
30,001-50,000 LN -0.11377 0.11723 1.000
50,001-80,000 1119 -0.00663 0.13325 1.000
Wosndwie  15,001-30,000 UM -0.64853" 0.12536 0.000
anudelums 0D 15,000 30,001-50,000 LN -0.60727" 0.12400 0.000
1591 um 50,001-80,000 119 -0.49565" 0.13959 0.004
(Perceived Ease NN 80,001 N -0.44762 0.16207 0.060
of Use) 1NN 80,001 UesnNHIaAL 0.44762 0.16207 0.060

UM 15,000 LN

15,001-30,000 LN -0.20091 0.12001 0.949
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1519 4.26 anuuanaveaiudeuluiisduguniwvondylad vie nenwdindu
(Website or application quality) & 11!&!53@@61%%) TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) A1Un15vudauazn155 0152 AU (Delivery and Guarantee) AU AUAAR VS 1A
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

a A ¥ ¥ .
ﬂ’ﬂiJﬁﬂWﬂiilﬂlﬂﬂEjUiTﬂﬂ (Customer Satisfaction) tazaNnuadladoa (Purchase Intention)

G))
Dependent n A — Mean
D) [uaeu (J) _RUIAdY Std. Error Sig.
Variable Difference (I-J)
30,001-50,000 11N -0.15965 0.11859 1.000
50,001-80,000 11 -0.04803 0.13480 1.000
OEIPRVED 15,001-30,000 11 -0.78522 0.13767 0.000
ANKAINYIAY SRl 15,000 30,001-50,000 YN -0.74397" 0.13618 0.000
YoIFU VN 50,001-80,000 11N -0.63997" 0.15329 0.000
(Product 1INN1 80,001 VM -0.51713° 0.17798 0.039
variety) AN 80,001 TesnNHIBIINY 0.51713" 0.17798 0.039
UIN 15,000 LN
15,001-30,000 11N -0.26809 0.13179 0.426
30,001-50,000 VN -0.22684 0.13023 0.824
50,001-80,000 L1 -0.12284 0.14804 1.000
Ypsnimie 15,001-30,000 LN -0.67454" 0.13726 0.000
AuMsvuad A 15,000 30,001-50,000 V1N -0.67440" 0.13578 0.000
HazmMs VN 50,001-80,000 1N -0.51916" 0.15284 0.008
Sutlseiu 110N 80,001 LN -0.25752 0.17745 1.000
(Delivery and 11AA71 80,001 Yesnnvseminy 0.25752 0.17745 1.000
Guarantee) UIMN 15,000 LN
15,001-30,000 119 -0.41702" 0.13140 0.016
30,001-50,000 VN -0.41688° 0.12985 0.014
50,001-80,000 119 -0.26165 0.14760 0.771
NAUAAYDY OEIPAVED 15,001-30,000 LN -0.60284" 0.11978 0.000
Juilan MU 15,000 30,001-50,000 VN -0.60167" 0.11848 0.000
(Consumer UM 50,001-80,000 LN -0.47569" 0.13337 0.004
Attitude) 110111 80,001 LN -0.45990° 0.15485 0.032
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1519 4.26 anuuanaveaiudeuluiisduguniwvondylad vie nenwdindu
(Website or application quality) & 11!&!53@@1"1]@%) TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) frunsvuaanarnssulseiu (Delivery and Guarantee) ﬁ'wuﬁ’ﬁuﬂaé’u?hﬂ
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

a A ¥ ¥ .
ﬂ31uﬁQW61ﬂﬂlﬂﬂﬁjU§Tﬂﬂ (Customer Satisfaction) tazaNnuadladoa (Purchase Intention)

G))
Dependent n A — Mean
(I [quUAY J) Quaeu Std. Error Sig.
Variable Difference (I-J)
AN 80,001 TeANHIBMIN 0.45990° 0.15485 0.032
N 15,000 VN
15,001-30,000 1% -0.14294 0.11467 1.000
30,001-50,000 UM -0.14177 0.11331 1.000
50,001-80,000 LN -0.01579 0.12880 1.000
OEIPAVED 15,001-30,000 1% -0.65470° 0.14276 0.000
M33u3 N 15,000 30,001-50,000 LN -0.63740° 0.14121 0.000
ANuEINIalY UM 50,001-80,000 LN -0.42077 0.15896 0.085
MINIVAN 11NN 80,001 LN -0.19173 0.18456 1.000
NYANIIN 1N 80,001 Hoondmsermiiy 0.19173 0.18456 1.000
(Perceived UIN 15,000 LN
Control)
15,001-30,000 UM -0.46297" 0.13666 0.008
30,001-50,000 VN -0.44567 0.13505 0.011
50,001-80,000 11N -0.22904 0.15351 1.000
OEIPAVED 15,001-30,000 1% -0.72639" 0.14609 0.000
anudanelaves 1IN 15000  30,001-50,000 LN -0.70558" 0.14451 0.000
Auslan UM 50,001-80,000 LN -0.56026° 0.16267 0.006
(Customer 110111 80,001 LN -0.24728 0.18886 1.000
Satisfaction) WINA 80,001 TeAHIBIMIND 0.24728 0.18886 1.000
UM 15,000 VN
15,001-30,000 1% -0.47911° 0.13985 0.007
30,001-50,000 VN -0.45830° 0.13820 0.010
50,001-80,000 LN -0.31297 0.15709 0.470
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1519 4.26 anuuanaveaiudeuluiisduguniwvondylad vie nenwdindu
(Website or application quality) & 11!&!53@@61%%) TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) A1Un15vudauazn155 0152 AU (Delivery and Guarantee) AU AUAAR VS 1A
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

a S ¥ ¥ .
ﬂ’ﬂiJﬁﬂWﬂiilﬂlﬂﬂEjUiTﬂﬂ (Customer Satisfaction) nazauadladoa (Purchase Intention)

G))
Dependent n A — Mean
D) [uaeu (J) _RUIAdY Std. Error Sig.
Variable Difference (I-J)
Yeenimie 15,001-30,000 LN -0.61407 0.13407 0.000
anudslade A1 15,000 30,001-50,000 V1N -0.58772" 0.13262 0.000
i UM 50,001-80,000 LN -0.54062" 0.14928 0.003
(Repurchase 11011 80,001 LN -0.46867 0.17332 0.072
Intention) AN 80,001 WesANKIBMINY 0.46867 0.17332 0.072
STRLY 15,000 L9

15,001-30,000 L% -0.14540 0.12834 1.000
30,001-50,000 LN -0.11905 0.12683 1.000
50,001-80,000 119 -0.07195 0.14416 1.000

91NA1319N 4.26 WU TLAVERUADUNTININNI 01N 15,000 UIN IR

1 o YA a v A A Y 1 o 9 < J A
UANANNUNNUICAVNUIADUAILA 15,001-80,000 ‘]J1‘1/1(11‘!ﬂ%ﬁ]ﬂﬂWUﬂmﬂWWﬂl@ﬂlﬂﬂq“ﬁ@] nIo

' v k3 Y

uennanTL, Assgalasmanuazainaute, suanudelumsldou uazdmnuaddages
Y

fan LA UANUMAINHANEYIAUAT WL HANUUANANADTEAVIRUADY 15,001 -80,001 VINUY

11 FamndumsvuaaazmsFulseiu nu seauRuReundsen I amAY 15,000 1M 3

ANVLANANNUITLAD 15,001-80,000 11N HALTEAVRUADUNLUINAIT 80,001 LN WANUUANAHY

YA A v a A

ANTTZAURWADY 15,001-50,000 11 AAMIMIMAAUAAYDIRYS 1nA WU szAURUADUTDENIY

U

A 1w = ' @ v o a A K1 v 9 v 9y
HIDUNINY 15,000 UANULANAWNVIEAVNUADU 15,001- 80,001 '1.]11/]"111&11] Lm$ﬂ€l]‘ﬂﬂﬂ11Jﬂ1§§‘]J§

ANUENI0 TUMIAILANNGANTTU WU TTAVRUABUNTDENIIHI DN 15,000 119 AN

v a

uANANA LN SEAURWADY 15,001-50,000 DM B WTiad ey
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a v < s A a & . . NS %
m319h 4.27 Sugunnueudt) T w5 uenwamau (Website or application quality) @ 114539319

MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1

ANUHAINNABUVBITUAT (Product variety) A 1HATVUAWLDLMIT V52U (Delivery and Guarantee)

a9y a

AUNAUAARD

5 10A (Consumer Attitude) U5 U3ATIANNTO TUMIAILANNGANTIU (Perceived

9 k4 9
Control) A 114A1WW N0 1990313 TnA (Customer Satisfaction) 118z A 1WA 194 0% 1 (Purchase

Intention) 1A FIIVBIUIUIADY

N Mean Std. Deviation Std. Error
AUYUNN tesnivmseniny 19 3.8070 0.93832 021527
vourii/lua 15,000 11N
EL) 15,001-30,000 LN 136 4.5515 0.43580 0.03737
HOWWAIRTAS 30,001-50,000 LN 165 4.4707 0.57734 0.04495
(Website or 50,001-80,000 11N 46 43333 0.74370 0.10965
application 111731 80,001 LN 21 4.1905 0.63746 0.13910
quality) Total 387 4.4350 0.60320 0.03066
usagalodiu Wesnimiemny 19 3.9368 0.84077 0.19289
AU 15,000 UM
azaINaLg 15,001-30,000 11N 136 44162 0.41744 0.03580
(Convenience 30,001-50,000 VN 165 4.4376 0.51542 0.04013
Motivation) 50,001-80,000 11N 46 4.3304 0.49390 0.07282
111N 80,001 LN 21 43238 0.59153 0.12908
Total 387 4.3866 0.51508 0.02618
anudiglums Ween s e 19 3.8000 0.86923 0.19941
159 15,000 LN
(Perceived Ease  15,001-30,000 1% 136 4.4485 0.43170 0.03702
of Use) 30,001-50,000 1N 165 4.4073 0.50793 0.03954
50,001-80,000 11N 46 42957 0.57618 0.08495
11NN 80,001 LN 21 42476 045124 0.09847
Total 387 4.3700 0.52869 0.02687
ANMHAYANE  1eonIvI oy 19 3.7368 0.92014 0.21109
YoIaHM 15,000 LN
(Product 15,001-30,000 11N 136 45221 0.50788 0.04355
variety) 30,001-50,000 VN 165 4.4808 0.54394 0.04235
50,001-80,000 1N 46 43768 0.58630 0.08645
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i 4274 uganmveadi lad Wi aWWRiAYU (Website or application quality) & 11549419
MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1
ANUHAINNABUVBITUAT (Product variety) A 1HATVUAWLDLMIT V52U (Delivery and Guarantee)
AUNAUAARDS 10 (Consumer Attitude) ATUMI5VIAMWATNTD TUMIATAUNOANTTN (Perceived
Control) A 114A1WW N0 19903713 TnA (Customer Satisfaction) tazauasledon (Purchase

. 1 1 a2 A 1
Intention) 1HLAAZ B IVDIRIUADY (AD)

N Mean Std. Deviation Std. Error

11NN 80,001 LN x 4.2540 0.57643 0.12579

Total 387 4.4341 0.58518 0.02975

MUM VU Ween M3 e 19 3.6711 0.98267 0.22544
Hagn13 15,000 U

Sutlsenu 15,001-30,000 119 136 43456 0.53925 0.04624

(Delivery and 30,001-50,000 1% 165 4.3455 0.50264 0.03913

Guarantee) 50,001-80,000 LN 46 4.1902 0.55574 0.08194

110N 80,001 LN 21 3.9286 0.63316 0.13817

Total 387 4.2713 0.58314 0.02964

NAUAAUD WosnK3 oy 19 3.9211 0.88605 0.20327
Auslan 15,000 LN

(Consumer 15,001-30,000 V1% 136 4.5239 0.42150 0.03614

Attitude) 30,001-50,000 UM 165 4.5227 0.49450 0.03850

50,001-80,000 LN 46 4.3967 0.46121 0.06800

111171 80,001 LN 21 43810 0.42293 0.09229

Total 387 4.4709 0.50480 0.02566

M35 Heenimieniny 19 3.7368 0.85177 0.19541
ANuEINIaly 15,000 UM

MINILAN 15,001-30,000 LN 136 43915 0.48276 0.04140

NYANIIN 30,001-50,000 VN 165 43742 0.55740 0.04339

(Perceived 50,001-80,000 LN 46 4.1576 0.72526 0.10693

Control) 110N 80,001 LN 21 3.9286 0.72948 0.15919

Total 387 4.2991 0.60587 0.03080
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i 4274 unanmveadi lad wie 1eWWRiIAGU (Website or application quality) & 11549419
MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1
ANUHAINNABUVBITUAT (Product variety) A 1HATVUAWLDLMIT V52U (Delivery and Guarantee)
AUNAUAARDS 10 (Consumer Attitude) ATUMI5VIAMWATNTD TUMIATAUNOANTTN (Perceived
Control) A 114A1WW N0 19903713 TnA (Customer Satisfaction) tazaualedos (Purchase

. 1 1 a2 A J
Intention) TuuaazyveItuAo Y (%9)

N Mean Std. Deviation Std. Error

ANuanelo Heun M3 aIn Y 19 3.7368 0.92014 0.21109
vasuilan 15,000 UM

(Customer 15,001-30,000 LN 136 4.4632 0.52301 0.04485

Satisfaction) 30,001-50,000 LN 165 4.4424 0.59942 0.04666

50,001-80,000 LN 46 42971 0.61354 0.09046

1¥1NNI1 80,001 VN ol 3.9841 0.62784 0.13701

Total 387 4.3730 0.62119 0.03158

anuddlomedn  Tooniniieniiiy 19 3.8289 1.12130 25724
(Repurchase 15,000 U0

Intention) 15,001-30,000 LN 136 4.4430 0.45742 0.03922

30,001-50,000 LN 165 4.4167 0.48556 0.03780

50,001-80,000 LN 46 43696 0.62525 0.09219

1¥1INNI1 80,001 LN 21 4.2976 0.60528 0.13208

Total 387 4.3850 0.56019 0.02848

1INATNN 427 WU SEAURUABUTDENIIMI BN 15,000 UM TuA LRI

< J A a oA A [ 2 Ny 1 v a A
GUEN!.’J‘]JL],G]M IO UDWNWALATU WAURAUNIND 3.8070 BINATUBYINIT TEAUNUADBU 15,001-30,000

D.

1 " v o

11, 30,001-50,000 1711 HAZ50,001-80,000 11N ATIAURBLNIN 4.5515,4.4707 1A% 4.3333 AUSI
daulud s sgaladuanuazainauie wudi szauRudouisen113 omny 15,000 UM 3]
AURAUNITY 3.9368 FaliA T ooni1 sEAURLADY 15,001-30,000 VN, 30,001-50,000 1N 1Az
50,001-80,000 11 AL AUDALITTY 4.4162, 4.4376 118 4.3304 §160 Funduanudielums o
NUI FEAVRWAD UL RAIHNT BN 15,000 LN A unaoniiy 3.8000 FaiiA1ten 1 sEa
Ruifien 15,001-30,000 U LAZ 30,001-50,000 NEAURABMTL 4.4485 1A 4.4073 S g
MsvuaaazmMIsUlsEA L WU sEAURUAo T8N IMI BIMIAY 15,000 UM fiaunaomimy

= | 9 1

3.6711 Falimtloonn sLAURWADY 15,001-30,000 UM, 30,001-50,000 11N, 50,001-80,000 LN Lae
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11ANI180,001 LN AAURABININY 4.3456, 4.3455,4.1902 1A 3.9286 ANV HANAIUANUIA
Y a 1 v Aa A Y 1 A 1w =Wl d' 1w & s
Wﬂi%ﬂ]@ﬂﬁﬂiiﬂﬂ NUN FEAVNUADUUBYININUTDUNIND 15,000 LN UAURAUNIND 3.7368 BIUA

o8N FZARUABY 15,001-30,000 LN LA 30,001-50,000 LN AURALINING 4.4632 LAZ 4.4424

MUAAY Lz d WS UTEAURMADLNINANI 80,001 1NN UAUNAUNINY 3.9841 HaTAURALIBENI

o

FEAVRUABY 15,001-30,000 LN LAE 30,001-50,000 LN AURALNNY 4.4632 AT 4.4424 WA

Do

1 Y 9 3’, Ay % 1 v A A Y 1 A 1w S
drugamelumuanuailados Wy seAURWAUT0aNIIMIBININY 15,000 UM NAURAY
WA 3.8289 HATAUNABTBUNI FEAVTUIADY 15,001-30,000 VN 1AL 30,001-50,000 11N
AUNAUIVIIND 4.4430 11D 4.4167 MURIAY 08NN BT AR

AUUATIUN 5
[ Y o =1 = 1 [ o Y "
Ho: anvazlszannsmuseaumsany lulanuuanaianu luladeaiuais o

@ Y @ =2 = ' v v Y 1
H5: andazdsemnsmuszaumsany danuuanaenu lutaseaiuaig 9

Y a 4 1 @ @
ﬂ1§1\‘1ﬁ 4.28 ﬂﬁ’Jmﬂgﬂﬂ'ﬂﬂllﬁmﬁN"’UﬂﬂﬁﬂHm$ﬂi$“]f"lﬂisl‘L!ﬁ}1ui$@‘Uﬂﬁﬁﬂ‘ﬂ1

ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 14.661 2 7.330 2.253 0.106
Quality Within Groups 1249.360 384 3.254

Total 1264.021 386

Between Groups 10.162 2 5.081 0.765 0.466
Conve Within Groups 2550.091 384 6.641

Total 2560.253 386

Between Groups 2.285 2 1.143 0.163 0.850
Ease Within Groups 2695.022 384 7.018

Total 2697.307 386

Between Groups 0316 2 0.158 0.051 0.950
Variety Within Groups 1189.312 384 3.097

Total 1189.628 386

Between Groups 8.516 2 4.258 0.782 0.458
Delivery Within Groups 2091.670 384 5.447

Total 2100.186 386




4 a d 1 [ [ 1
M3197 4.28 M3IATEHANULANA VDI NH sz ns Tuduseaumsany (de)
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ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 13.278 2 6.639 1.634 0.197
Attitude Within Groups 1560.489 384 4.064

Total 1573.767 386

Between Groups 8.097 2 4.049 0.688 0.503
Perceived Within Groups 2258.978 384 5.883

Total 2267.075 386

Between Groups 5.291 2 2.646 0.761 0.468
Satis Within Groups 1335.241 384 3.477

Total 1340.532 386

Between Groups 5.206 2 2.603 0.517 0.597
Repur Within Groups 1932.923 384 5.034

Total 1938.129 386

91015199 4.28 WU szaumsans lTulianwuanaredulufadediuaias

I ] a
Fuldamasanyagiu (Ho)

a ~ [ 9 = 12 1 [ o 9 1
AUNATIUN 6 Ho : anvazlsznssiuerdn Lilinnuuanatesnulufadsdiuaie

[ Y = = 1 [ v 9 1
H6 : anbazdszmnsnuesn Ianuuanaeni ludateaiuais 9

Y a 4 1 @ =
ﬂ]i]\‘iﬁ 4.29 ﬂ"li’JLﬂ§1$‘Hﬂ’NiJlmﬂG]"I\i“lJ’EN’dﬂymgﬂigﬁﬁ"lﬂislu{;ﬁuﬂ"lﬁﬁw

ANOVA
Sum of Squares df Mean Square F Sig.
Between Groups 183.106 5 36.621 12.908 0.000
Quality Within Groups 1080.914 381 2.837
Total 1264.021 386
Between Groups 267.915 5 53.583 8.906 0.000
Conve Within Groups 2292.338 381 6.017

Total 2560.253 386




c:’ a 4 1 [ 9 = 1
M1319N 4.29 MIAATIEHANUUANA NV NEULUTZINT TUATUD TN (919)
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ANOVA
Sum of Squares df Mean Square F Sig.

Between Groups 393.216 5 78.643 13.004 0.000
Ease Within Groups 2304.092 381 6.047

Total 2697.307 386

Between Groups 132.248 5 26.450 9.530 0.000
Variety Within Groups 1057.380 381 2.775

Total 1189.628 386

Between Groups 296.006 S 59.201 12.502 0.000
Delivery

Within Groups 1804.180 381 4.735

Total 2100.186 386

Between Groups 201.617 5 40.323 11.196 0.000
Attitude Within Groups 1372.151 381 3.601

Total 1573.767 386

Between Groups 328.538 5 65.708 12.914 0.000
Perceived Within Groups 1938.537 381 5.088

Total 2267.075 386
Satis Between Groups 220.929 5 44.186 15.036 0.000

Within Groups 1119.603 381 2.939

Total 1340.532 386
Repur Between Groups 243.636 5 48.727 10.956 0.000

Within Groups 1694.493 381 4.447

Total 1938.129 386

A ' 1 A A ' v 9 <] J
1NAITNN 4.29 NUN !,mazm%wummLmﬂmﬂuﬂ%ﬂmuﬂqmmwmmnﬂ"lw

W30 UBNWALAGU (Website or application quality) A111153991941uAWAZAINA LY

(Convenience Motivation) Fruadudtelunisldaiu (Perceived Ease of Use) Frunly

NANHAWVBIFUM (Product variety) ATUMIVU AL MITVYTEAY (Delivery and Guarantee)

AUNAUAARDS 1A (Consumer Attitude) A1UM35V{ANNE WIS IUMITAIUAUNYANT TN

A H I 2
(Perceived Control) ﬁmmmﬁawe%mmﬁﬂm (Customer Satisfaction) tazaNuaaladas

(Purchase Intention) o819 sdn wi‘g

o
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a1s1adi 430 anuuanasvosednludasoduquaimveuiillad vio uenwaiadu
(Website or application quality) & 11!&!53@@15]@%} TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) frunsvuaanarnssulseiu (Delivery and Guarantee) ﬁjiuﬁjﬁuﬂaé}ugiﬂﬂ
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

) H ¥ ¥ .
mmﬁqwahmawjﬂﬂﬂ (Customer Satisfaction) nazaNuadlades (Purchase Intention)

Dependent - - Mean
I 21¥N (J) 91BN Std. Error Sig.
Variable Difference (I-J)
Wnis e Haa-ndnm -0.28333 0.34762 1.000
NUANUUTENO AU -1.07453" 032716 0.017
53NV IUAY 1N 0.004
= R -1.21429 0.32847
asy/MuY
, !,Lli‘]j}ﬂn! -1.12500" 0.34382 0.017
pamnvouillya - ~
N . 1515M3-55 361109 1.26368 0.33133 0.002
1130 HONWalAT Y
) N319¥M3- 1nizeu . 0.002
(Website or 0.98035 0.14306

B . 332N
application quality)

Haa-1infnu 0.18915 0.08163 0.000
NUANUUTENDNSY 0.04940 0.08671 0.315
53N IUAVRIBN 1.000
- 0.13868 0.13356
DHIZ/AIVY
U 1.26368" 0.33133 1.000
1WniTeu Haa-1infnu -0.51667 0.30374 1.000
ussasladrunnu wipauuTEnenyy  -1.03188" 0.28586 0.005
azaInNauIg 53NV IUAYRIHN . 0.002
o, -1.12202 0.28700
(Convenience DAIL/A1VY
Motivation) ugithu -1.14167 0.30042 0.003

nIms-SPPmmne -1.16517 0.28951 0.001
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a1s1adi 430 anuuanasvosednludasoduquaimveuiillad vio uenwaiadu
(Website or application quality) & 11!&!53@@15]@%} TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) frunsvuaanarnssulseiu (Delivery and Guarantee) ﬁjiuﬁjﬁuﬂaé}ugiﬂﬂ
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
AN lvuelii Tnn (Customer Satisfaction) azA 1WA 19501 (Purchase Intention) (710)

Dependent - - Mean
I 21¥N (J) 91BN Std. Error Sig.
Variable Difference (I-J)
3193 1Wniseu 1.16517" 28951 0.001

5973d1NY

usapalacdnuna e 2
L Haa-1infnu 0.64851 0.12500 0.000
azAINaLIE - =
NWHUANHUITHNDNYU 0.13329 0.07132 0.936
(Convenience
o 53NV IUAV RN 1.000
Motivation) N 0.04315 0.07577
asz/Ave
uaiafu 0.02351 0.11670 1.000
Wniseu Haa-1infnm -0.47333 0.30451 1.000
NUANUUT END NS -1.03892" 0.28659 0.005
FINVEIUAVO1TN ‘ 0.000
. -1.22619 0.28774
asz/Avne
anudelumsly > ,
UYYIU -1.20000 0.30118 0.001
NU (Perceived
NIBMI-§I0 MDD -6.27861* 1.45124 0.000
Ease of Use) L
5133 - inisou . 0.000
L 1.25572 0.29025
R LRI
Haa-indny 0.78239° 0.12532 0.000
WHNOUUS Enenyu 0.21680° 0.07150 0.039
FINVAIUAV TN 1.000
- v 0.02953 0.07596
asz/Ave

i 0.05572 0.11700 1.000
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a1s1adi 430 anuuanasvosednludasoduquaimveuiillad vio uenwaiadu
(Website or application quality) & 11!&!53@@15]@%} TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) frunsvuaanarnssulseiu (Delivery and Guarantee) ﬁjiuﬁjﬁuﬂaé}ugiﬂﬂ
(Consumer Attitude) A1UN55UAMWE 50 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
AN lvuelii Ina (Customer Satisfaction) azA 1WA 1% 0% (Purchase Intention) (710)

Dependent @ 213N (@)} 21N Mean Difference Sig.
Std. Error
Variable I-J
niTeu Han-inanu -0.62778 0.34381 1.000
NUANUUTENDNSY -1.15666 0.32358 0.006
53NV IUAYRIHN / 0.001
k. -1.31944 0.32487
asz/Muneg
uaiaf -1.30556 0.34005 0.002
ANNHAINHAIYVDI NT1¥MNI-F3ImN 135987 32770 0.001
a Y v A
@uA (Product 313 - unisou . 0.001
o 0.73209 0.14149
variety) 33011ND
Haa-indny 0.20321 0.08073 0.000
NUANUUTENO AU 0.04042 0.08577 0.184
53N IUAVRIBN 1.000
- 0.05431 0.13210
asz/Avey
a1 135987 0.32770 1.000
v . Wniseu Haa-1inAny -0.20417 0.33683 1.000
MuUMITUHTDY
miurlseiu WHAUUT ENB NS -0.86542 0.31700 0.099
(Delivery and FINVAIUAV TN 0.012
A o -1.07515 0.31827
Guarantee) asz/Ave
R -1.12500° 0.33314 0.012

NwmI-Sgiemne 1.07711 032105 0.013
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a1s1adi 430 anuuanasvosednludasoduquaimveuiillad vio uenwaiadu
(Website or application quality) & 11!&!53@@15]@%} TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) frunsvuaanarnssulseiu (Delivery and Guarantee) ﬁjiuﬁjﬁuﬂaé}ugiﬂﬂ
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
Auiane lvuealii Inn (Customer Satisfaction) azA 1WA 1% 0% (Purchase Intention) (710)

Dependent @ 213N ) 213N Mean Difference Sig.
Std. Error
Variable I-J
5B 1Wniseu 0.87295" 0.13862 0.013
Y J
MumMsvuaaaz ves oo PP
3ITMND Haa-indnu 021169 0.07909 0.000
Mssuilsziu 5 »
wiinnuUS e nyu 0.00197 0.08402 0.116
(Delivery and
§3NVAIUAY TN -0.04789 0.12942 1.000
Guarantee)
dasy/Me
uaiaf 107711 0.32105 1.000
Wniseu Haa-indny -0.49583 0.29374 1.000
NUANUUTENDNWY -1.00725° 0.27646 0.005
53N IUAVRIBN f 0.001
- -1.13690 0.27756
dasy/mue
uaiaf -1.12500° 0.29053 0.002
viaunRveau3lan NT1MNI-F3IEmn -4.87065" 1.11993 0.000
(Consumer 13133~ Wnisou g 0.000
| 1.21766 0.27998
Attitude) 30N
Haa-indnu 0.72183 0.12089 0.000
WHNOUUS Enenyu 0.21042° 0.06898 0.037
§3NVAIUAY RN 1.000
o 0.08076 0.07328
dasy/mvie

i 0.09266 0.11286 1.000
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a1s1adi 430 anuuanasvosednludasoduquaimveuiillad vio uenwaiadu
(Website or application quality) & 11!&!53@@15]@%} TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) frunsvuaanarnssulseiu (Delivery and Guarantee) ﬁjiuﬁjﬁuﬂaé}ugiﬂﬂ
(Consumer Attitude) A1UN55UAMWE 50 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
AN lvuelii Ina (Customer Satisfaction) azA 1WA 1% 0% (Purchase Intention) (710)

Dependent @ 213N ) 213N Mean Difference Sig.
Std. Error
Variable I-J
niTeu Haa-dnfane -0.60000 0.34914 1.000
NUANUUTENONYU -1.22050" 0.32860 0.004
53NV IUAYRIHN 0.000
. -1.44643 0.32991
asy/muney
M35u3 = :
PR -1.51042 0.34533 0.000
anuannsalums
A NIwMs-Sgiamne 143284 0.33279 0.000
m‘UQquﬂnﬁu
9 v A
. N51H3- 1niseu 0.000
(Perceived Control) o ) 083284 014369
LRGAIR)
Haa-indny 021234 0.08198 0.000
NUANUUTENDNSY -0.01359 0.08710 0.149
5309 IUAY TN 1.000
- -0.07758 0.13415
dasy/mune
R 1.43284° 0.33279 1.000
anunanelaves WniTou Haa-1infnu -0.43889 0.35378 1.000
YA o a o *
#u319A (Customer NUNNUUITENBNTU -1.19324 0.33296 0.006
Satisfaction) §3NVAIUAY RN . 0.001
. -1.37996 0.33429
dasy/mve
R 136111 0.34992 0.002

NIMs-SgIamne 149585 033721 0.000
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a1s1adi 430 anuuanasvosednludasoduquaimveuiillad vio uenwaiadu
(Website or application quality) & 11!&!53@@615]@%} TUANUALAINTUIY (Convenience Motivation)
Arunud181un15 19914 (Perceived Ease of Use) A1UAIINHAINHA18YBITUAT (Product
variety) A1Un15vudauazn155 0152 AU (Delivery and Guarantee) AU AUAAR VS 1A
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
AN lvuelii Ina (Customer Satisfaction) azA 1WA 1% 0% (Purchase Intention) (710)

Dependent @ 213N ) 213N Mean Difference Sig.
Std. Error
Variable I-J
513mM3- UniTeU X 0.000
o 2 1.05697 0.14560
$32amne
anuianelosing TCERIGEME 0.30262" 0.08307 0.000
QU3 (Customer WiinaWUs Hnenwu 0.11589 0.08825 0.005
Satisfaction) 5309 IUAY 1T 1.000
AR 0.13474 0.13593
dase/Mey
uaiaf 1.49585" 0.33721 1.000
ANNAdlaredn 1nigeu Haa-1infny -0.45000 0.32643 1.000
(Repurchase NUANUUT ENDNSY -1.13199" 0.30722 0.004
Intention) §INVEIUAVO1TN ‘ 0.002
ol -1.18080 0.30844
dage/MuY
uaiafu -1.23958° 0.32286 0.002
51 I-5FI N 1.28358" 031113 0.001
5133 - inisou . 0.001
L 0.83358 0.13434
AN
Han-indny 0.15159 0.07665 0.000
WHNOUUS Enenyu 0.10278 0.08143 0.730
§3NVAIUAY RN 1.000
. 0.04400 0.12542
dage/Mue
ugithu 1.28358" 031113 1.000

NAT N 4.30 WU DIFWUAITEU UANUUANAINND DIFNNWINIIUUS HNen ¥

a 1 % A A k) [ Y o Aa a kY <] 4
, TINITIUAVY/DIFNOATL/A1UTY, Llil’lﬂuuagslﬂiWG]fﬂ'li-ﬁm'Jﬁﬂ’iﬂﬂiuﬂ’luﬂmﬂ?‘wmﬂﬂﬂﬂq“ﬁﬁ
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W30 wewnamdy, sunsegeladiuanuazainduie, suanudielumsidau, dAua
WaInnaeveIdum, suiruaagus Ina aAumssuianwaunsalunmsaiugunganssy,
Y, = ya 4 X ) ] o o '

Auanunane lavedd Ina nazanuaslade drudiunisvudanaznissulsedu wui

=) =

1WFwiiniFeu Tauuana1eny §snvdaIuda/e1nadsz/aA1vne, ulitunazd151n1s-

@

fgramnua hillanuuanannueidwwiinauussnensu edwihiedinn
a ) < s A a & . . NG
M50 4.31 Sugumwue Il w3e ownAIAGY (Website or application quality) A111599919
MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1
ANUNAINHABUBITUM (Product variety) ATUMIVUA WAL MITUY52AY (Delivery and Guarantee)
AMUNAUAARDS 10 (Consumer Attitude) ATUMT5DIAIWA N0 TUMIAIAUNOANTTN (Perceived
v =< Y a B . H] dy sol
Control) A 1UAIUWINB 19 ¥BIHUT 1nA (Customer Satisfaction) 4z AI1UAI19% 01 (Purchase

Intention) 11L1AALDIHN

N Mean Std. Deviation Std. Error

aummveadl  vniTeu 3 33333 1.15470 0.66667
Y6 vis0 Haa-1infnu 20 3.6167 0.94451 0.21120
HONNALATY NN

| 161 4.4079 0.60320 0.04754
(Website or VIHNDNBU
application ‘ﬁiﬁﬂﬁ’mﬁ’)/ﬁ)ﬁw

N 112 4.5476 0.50196 0.04743
quality) DEIL/ANVY

ity 24 4.4583 0.58823 0.12007

Y

VIIT1BNI-

e 67 4.5970 0.30998 0.03787

NN

Total 387 4.4350 0.60320 0.03066
usagaladnu inizeu 3 3.3333 0.83267 0.48074
A Han-wndAny 20 3.8500 0.86542 0.19351
azAINALIY NN

. 161 43652 0.52800 0.04161
(Convenience UIHNLONBU
Motivation) FINVAIUAYD TN

o 112 44554 0.45179 0.04269

dasz/muie

i 24 4.4750 031103 0.06349

Y

N51%¥M3-

o 67 4.4985 0.31598 0.03860

33NN

a9

Total 387 4.3866 0.51508 0.02618
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a v < s A a & . . NS %
m319h 4.31 Sugunnueudt) 1 w5 uenwamay (Website or application quality) @ 1141539319

MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1

ANUHAINNABUVBITUAT (Product variety) A 1HATVUAWLDLMIT V52U (Delivery and Guarantee)

a9y a

AUNAUAARS

Tnn (Consumer Attitude) éﬁuﬂ13§u§ﬂa1uamna“lumsmmquﬁmsu (Perceived

9 k4 9
Control) A 114A1WW N0 1990313 TnA (Customer Satisfaction) 118z A 1WA 194 0% 1 (Purchase

Intention) 1ULADZDIBN (AD)

N Mean Std. Deviation Std. Error

anunelums iniTeu 3 3.2667 0.70238 0.40552
1% au Han-1insnu 20 3.7400 0.95829 0.21428
(Perceived Ease W N9

_B 161 43056 0.55860 0.04402
of Use) VIHNDNBU

FINVAIUAYDITN

v 112 4.4929 0.37386 0.03533

DAIL/N1VY

i 24 4.4667 0.32660 0.06667

Y

VIINHBNI-

N . 67 4.5224 0.29737 0.03633

FRGAIGE)

Total 387 4.3700 0.52869 0.02687
ANNKaINKAY  UniGeU 3 3.2222 1.17063 67586
YoIAUM Haa-1infnu 20 3.8500 93330 20869
(Product WHUMNTU

161 43789 60610 04777

variety) VIHNONYU

FINVAIUAYRITN

Sy 112 4.5417 0.44322 0.04188

DAIL/NVY

i 24 4.5278 0.50997 0.10410

Y

VII1HNI-

o 67 45821 0.41981 0.05129

R RGALdIR)

Total 387 4.4341 0.58518 0.02975
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a v < s A a & . . NS %
m319h 4.31 Sugunnueudt) 1 w5 uenwamay (Website or application quality) @ 1141539319

MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1

ANUHAINNABVBITUAT (Product variety) A 1HATVUALELMIT V52U (Delivery and Guarantee)

a gy

AUNAUAARS

Tnn (Consumer Attitude) éﬁuﬂ13§u§ﬂa1uamna“lumsmmquﬁmsu (Perceived

9 k4 9
Control) A 114A1WW N0 1990313 TnA (Customer Satisfaction) 118z A 1WA 194 0% 1 (Purchase

Intention) 1ULADZDIBN (AD)

N Mean Std. Deviation Std. Error

MuUMsvUa iniTeu 3 33333 1.23322 0.71200
wagms Han-1insnu 20 3.5375 0.94686 0.21172
Sulseiu NP

_B 161 4.1988 0.61053 0.04812
(Delivery and UTENDNFU
Guarantee) FINVAIUAYD TN

) /8 112 4.4085 0.44519 0.04207

DAIL/N1VY

i 24 4.4583 0.30096 0.06143

Y

VIINHNI-

N . 67 4.4104 0.36851

FRGAIGE)

Total 387 4.2713 0.58314 0.04502
fAuARUDa iniTeu 3 3.4167 1.01036 0.58333
Auslan Haa-1indny 20 39125 0.90057 0.20137
(Consumer WUNIU

161 4.4239 0.50003 0.03941

Attitude) YVIYNONYU

FINVAIUAYRITN

Sy 112 4.5536 0.43292 0.04091

DAIL/NVY

i 24 4.5417 0.31851 0.06502

Y

VII1HNI-

o 67 4.6343 027977 0.03418

R RGALdIR)

Total 387 4.4709 0.50480 0.02566




69

a v < s A a & . . NS %
m319h 4.31 Sugunnueudt) 1 w5 uenwamay (Website or application quality) @ 1141539319

MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1

ANUHAINNABUVBITUAT (Product variety) A 1HATVUAWLDLMIT V52U (Delivery and Guarantee)

a9y a

AUNAUAARS

Tna (Consumer Attitude) éﬁuﬂ15%”uq%fmmmuﬁaalumsmmquamﬁu (Perceived

9 k4 9
Control) A 11A1WW N0 1990313 TnA (Customer Satisfaction) 1Az A 1WA 194 0% 1 (Purchase

Intention) 1ULADZDIBN (AD)

N Mean Std. Deviation Std. Error
M3 iniSeu 3 3.0000 0.90139 0.52042
anyansely  Han-1inAny 20 3.6000 0.91551 0.20471
msm‘uqu | meu
R N 161 42205 0.66871 0.05270
Wi]ﬂﬂiiu UIHNDONYU
(Perceived FINVAIUAYD TN
) /8 112 4.4464 0.41837 0.03953
Control) DHIL/AVY
i 24 4.5104 0.28052 0.05726
Y
VIINHBNI-
N 67 4.4328 0.40495 0.04947
FRGAIGE)
Total 387 4.2991 0.60587 0.03080
ANuanela iniseu 3 31111 126198 0.72860
voafuslan Naa-infAne 20 3.5500 0.98096 021935
(Customer WUNIU
161 43043 0.61055 0.04812
Satisfaction) VIHNONYU
§3N0AIUAY 1T
ey 112 4.4911 0.47765 0.04513
DAIL/NVY
i 24 4.4722 0.54655 0.11156
Y
VII1HNI-
o 67 4.6070 0.41000 0.05009
3NN
Total 387 4.3730 0.62119 0.03158
anuadladesn  1iniseu 3 3.2500 1.56125 0.90139
(Repurchase Haa-1infny 20 3.7000 1.08397 0.24238
Intention) NP
161 4.3820 0.54848 0.04323

UIHNONYU
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T 4314 uganmveadi lad Wi aWWRiAYU (Website or application quality) & 11549419
MuANUAZAINALNY (Convenience Motivation) A11AN1d18 1113 19410 (Perceived Ease of Use) A1
ANUHAINNABUVBITUAT (Product variety) A 1HATVUAWLDLMIT V52U (Delivery and Guarantee)
AUNAUAARDS 10 (Consumer Attitude) ATUMI5VIAMWATNTD TUMIATAUNOANTTN (Perceived
Control) A 114A1WW N0 19903713 TnA (Customer Satisfaction) tazaualedos (Purchase

Intention) 1ULADZDIBN (AD)

N Mean Std. Deviation Std. Error

anuialaded  §InvdIUAYITN

e 5 112 4.4308 0.40716 0.03847
(Repurchase DATL/MNVY
Intention) i 24 4.4896 0.43911 0.08963

9

VI1INBNI3-

»r 67 4.5336 0.34238 0.04183

JITNND

Total 387 4.3850 0.56019 0.02848

a9

d‘ 1 = v A = d‘ 1 % é 1 = an
NAMINDN 431 WU DB 81 TAURASNIND 3.3333 FIUA 08N D1FNHAA-
WnANE, WinOuuSENENYY, 3N IUR Ve INDd/MeIazI L MllAmAsmInY 3.6167,
o w Y < J A a @ @ 9
4.4079, 4.5476 1z 4.4583 mudn lumugamnueadl lad vie tewndmiu daunTud g

T uUANUaZAINTUIY WUIDIFWINE U VAUNABNING 3.3333 FalAanToon11 1B Wi de-

WnAne, winnuussnenyy, gsnvaiudveindasymnneuaziniii illamasminy 3.8500,
43652, 4.4554 12z 4.4750 muaay s lumuanudelumsldau nui edminEeu aunae

MR 3.2667 FalATI 08N AFWUFATNANEY, WTNUUT HNenwy, §3NaIURY/ITIND e/

1 1| -y

Maeuazuiaf iy NUAURABININY 3.7400, 4.3056,4.4929 11AY 4.4667A108191 TUAIUAIY

a 9 1 =) v A =l d' L% KX A Y 1 = aa @ =R
HANUAYUDITUAT NI DIFWUNLTYU UAURAYNIND 3.2222 FIUATUDYNI DIFNWUTA-UNANEN

, WiinUUS Enenyy, Invdudvenoasy/mnouazisitu Nl unaeminy 3.8500,4.3789,

45417 waz 4.5278 daanludumsvudaarmssulsziu wud1 e FwniE ey TA U amIn

R A Y 1 o a o a 1 o a A Y "9y A A
3.3333 AU BYNIT NUNNIUUTHNIDNBY, ﬁiﬂ%ﬁ’)uﬁ3/01%W@ﬁ58/ﬂ1‘111ﬂlmgl,muTIJ NUAUNQ[Y

N 3.5375,4.1988 1Az 4.4085 daN ludumssuianuano lumsnIuguwgAnssu N

A v A a S v 9

21¥ AT e TAURAUNINY 3.0000 Fai A1 o8N D1FNHAA-TAANY, WTANUUTHNENYY,

1 @

TNVAIUAYDIFIND AT/ auazuNi U NUAURALNINY 3.6000,4.2205, 44464 1AL 4.5104

oA

o o Y =3 Y a ' = v A S 1 A Y 2 A
ALY i‘lﬂilﬂﬂﬂ114ﬂ’313JW\1WE)61%5110\1@1‘]J51ﬂﬂ WU DIFWUNTIU UAURQSNIND 3.1111 HINA
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Wooni1 :Fnilda-indAne, wminauus snenvy, g3nedud veriwo asz/mionazusiti nll
ANRDUNIND 3.5500, 4.3043, 4.4911 LAY 4.4722 AWAIAD
AUNATIUN 7 Ho: anvazszmnsmusauainsnlunseunia lullianuuanaiaduly
Javeduag o
% k) o a v A 1 19 [
H7: anvazdszmnsmudvingun®snluasounsi danuuanarenuludee

9 U
ATHAN )

3 a J 1 @ o a o
ﬂ]i]x‘iﬁ 4.32 ﬂ"li’Jlﬂi"lg‘Hﬂ’JHJLLG]TW]"I\i"’lJ’fNﬁﬂHm$‘]Ji8“]11ﬂiGll!ﬁ}WHi]"lu’JuﬁiJ"I%ﬂaluﬂiﬂﬂﬂi'J

ANOVA
Sum of Squares df Mean Square F Sig.
Between Groups 35.707 3 11.902 3.711 0.012
Quality Within Groups 1228.314 383 3.207
Total 1264.021 386
Between Groups 34.486 3 11.495 1.743 0.158
Conve Within Groups 2525.768 383 6.595
Total 2560.253 386
Between Groups 48.402 3 16.134 2.333 0.074
Ease Within Groups 2648.906 383 6.916
Total 2697.307 386
Between Groups 9.800 3 3.267 1.060 0.366
Variety Within Groups 1179.828 383 3.080
Total 1189.628 386
Between Groups 65.835 3 21.945 4.132 0.007
Delivery Within Groups 2034.351 383 5312
Total 2100.186 386
Attitude Between Groups 46.189 3 15.396 3.860 0.010
Within Groups 1527.578 383 3.988
Total 1573.767 386
Perceived Between Groups 37.234 3 12.411 2.132 0.096
Within Groups 2229.841 383 5.822

Total 2267.075 386
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y a d 1 v o a o
ﬂ1‘§1\‘l‘ﬁ 4.32 fﬂi’llﬂ5131’iﬂ’313Ju€°'lﬂ§]NSUEN'Gﬂ‘l&lﬂ!%1]38"Iﬂﬂ‘iclu§°2|}1u‘ﬂWH’JL!ﬁMFHﬂGluﬂi@‘]Jﬂ‘i’)

(A9)
ANOVA
Sum of Squares df Mean Square F Sig.
Satis Between Groups 19.713 3 6.571 1.905 0.128
Within Groups 1320.819 383 3.449
Total 1340.532 386
Repur Between Groups 9.724 3 3.241 0.644 0.587
Within Groups 1928.406 383 5.035
Total 1938.129 386

1NM15199 4.32 Wu uruauFnluaseunsiianuuanaialufasediu

<3 4 A a < 9 1 [ o 9 o Aa
Aanmuesl lad wie uewwaATY, AunTUUdIarn1sTUYTEiuLazAIUNAUAR
Y

9 w

AU Ina egalitisdnmy
a9t 4.33 Mnandvess A luasenaia Tuthisedunanmaeadyllad vie
LLBWWSLWI?H (Website or application quality) ﬁ'mzmgﬂﬂﬁ’mmmﬁzmmm 18 (Convenience
Motivation) #11A41811n15 19911 (Perceived Ease of Use) A1HANUHAINHAWYBIT UM
(Product variety) A1UMIYUAWMAZN15501/5210U (Delivery and Guarantee) ATUTAUARRYS 1nA
(Consumer Attitude) A1UN155VFAIMWA 150 1UNTAIUANNYANTIN (Perceived Control) A1U

=3 Iya g’/ dy %‘
ANUNIND 1990941 InA (Customer Satisfaction) 1azAUAI19%BE (Purchase Intention)

Dependent (D) UaTIN (J) IMIUaINTFNIY  Mean Difference
- - Std. Error Sig.
Variable AIDUAII AIDUAIY (I-J)
pamnveailflad 1 AU 2-3 A 0.10717 0.09946  1.000
A a Q:l
19 NNanNTU 4-5 AU 0.28275 0.10903 0.059
‘Website or

( >5 AU 0.34277 0.15421 0.161
application quality)

2-3 AU 1 AU -0.10717 0.09946 1.000

4-5 AU 0.17558 0.07214 0.092

>5 AU 0.23561 0.13076 0.434
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M99 4.33 aAnuuandvessumngnlunseunia Tufhdsduaanmvesdled wie
HONWARTY (Website or application quality) ﬁ?ﬂllidgﬂlﬂﬁiﬂﬂﬂu’dzﬂ?ﬂ’dﬂ?ﬂ (Convenience
Motivation) #11A 0418113199711 (Perceived Ease of Use) A1UANNHAIAHAIBUDIT UM
(Product variety) MUMsUUdazn15501520U (Delivery and Guarantee) MUNALAARLS 1nA
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
AN lvuelii Ina (Customer Satisfaction) azA 1WA 1% 0% (Purchase Intention) (710)

Dependent (D vanBnly () 1aInTnle  Mean Difference
o - Std. Error Sig.
Variable RERIIIPR AIDUAIY (I1-J)

pamnvoaillaa 4-5 AU 1 Ay -0.28275 0.10903  0.059

w0 nonnaniy 23 au -0.17558 07214 0.092

(Website or >5 AU 0.06002 013818 1.000

applieation quality) >5 AU 1 AU -0.34277 0.15421  0.161

2-3 A -0.23561 0.13076 0434

4-5 AU -0.06002 0.13818  1.000

é]ﬁufni“lﬂ!ﬂ"ﬂ!mg 19U 2-3 AU 0.15768 0.09600 0.608

ms¥ulsziu 4-5 A 0.33380" 0.10523  0.010

(Deliversgipd >5 Al 0.30207 0.14884 0259
Guarantee)

2-3 AU 1 AU -0.15768 0.09600  0.608

4-5 AU 0.17612 0.06963  0.071

>5 A 0.14439 0.12621  1.000

4-5 AU 1au -0.33380 0.10523 0.010

2-3 AU -0.17612 0.06963  0.071

>5 A -0.03173 0.13337  1.000

>5 AU 1 AU -0.30207 0.14884  0.259

2-3 AU -0.14439 0.12621  1.000

4-5 AU 0.03173 0.13337 1.000



74

M99 4.33 aAnuuandvessumngnlunseunia Tufhdsduaanmvesdled wie
HONWARTY (Website or application quality) ﬁ?ﬂllidgﬂlﬂﬁiﬂﬂﬂu’dzﬂ?ﬂ’dﬂ?ﬂ (Convenience
Motivation) #11A 0418113199711 (Perceived Ease of Use) A1UANNHAIAHAIBUDIT UM
(Product variety) MUMsUUdazn15501520U (Delivery and Guarantee) MUNALAARLS 1nA
(Consumer Attitude) 1135 UAINA 150 TUNITAIVAUNYANTTU (Perceived Control) AU

- 2o 4 2 N
AN lvuelii Ina (Customer Satisfaction) azA 1WA 1% 0% (Purchase Intention) (710)

Dependent (D vanBnly () 1aInTnle  Mean Difference
o - Std. Error Sig.
Variable AIDUAI AIDUAII (l-J)
NAUARAVDI 1 AU 2-3 AU 0.19244 0.08319 0.127
Y a

#ulan 4-5 AU 0.28553" 0.09119 0.011

(Consumer >5 AU 0.33746 0.12898  0.055
Attitude)

2-3 Au 1 AU -0.19244 0.08319  0.127

4-5 AU 0.09309 0.06034  0.742

>5 A1 0.14503 0.10937 1.000

4-5 AU 1 AY -0.28553" 0.09119  0.011

2-3 AU -0.09309 0.06034  0.742

>5 A1 0.05193 0.11557 1.000

>5 A1 1 Au -0.33746 0.12898  0.055

2-3 AU -0.14503 0.10937 1.000

4-5 AU -0.05193 0.11557 1.000

NMIT N 4.33 WU uuanFnluaseuasa 1 au Tulanuuanaialudiu

I J a v J ' v o a @
ﬂmmwmmnﬂ"lcm ’Vﬁi’ﬂ UDNWNALAYU lL@]ﬁﬂ’NNLMﬂﬂNﬂ‘].l‘ﬂ?u’)u’dllﬂfﬂsluﬂi@ﬂﬂi’) 4-5 AU

Y

Aumsvudarmisulseiuagmuiaundgus Ina og1aiii

o o

yd I

o
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1 < 4 a ) 1
maah 434 Auganmueady lad Wie uewnamHU (Website or application quality) A THMTYUEN
uazM35VsEiU (Delivery and Guarantee) HAZA TUTTAUARRLS 1A (Consumer Attitude) THusaz

NunaFnluasounsn

N Mean Std. Deviation Std. Error
ﬂmmwmmﬁlﬂmﬁ 1 AU 43 4.5891 0.49247 0.07510
L uawwamfﬁ’u 2-3 AU 222 4.4820 0.50381 0.03381
(Website or 4-5 AU 99 4.3064 0.74638 0.07501
application quality) >5 AU 23 4.2464 0.84218 0.17561
Total 387 4.4350 0.60320 0.03066
MUMVUAIDY 1 AU 43 4.4651 0.45833 0.06989
Mssusznu 2-3 AU 222 4.3074 0.55042 0.03694
(Delivery and 4-5 AU 99 4.1313 0.67134 0.06747
Guarantee) >5 AU 23 4.1630 0.57212 0.11930
Total 387 4.2713 0.58314 0.02964
nauafvesu3lan 1 AU 43 4.6744 0.30146 0.04597
(Consumer 2-3 AU 222 4.4320 0.48357 0.03245
Attitude) 4-5 AU 99 4.3889 0.56720 0.05701
>5 AU 23 4.3370 0.61979 0.12924
Total 387 4.4709 0.50480 0.02566

MNA19H 4.34 W3 Susngnluaseunds | au fidunaomity 4.5801 #q
1A Sauandnluasounss 4-5 au Alaundesiity 43064 Tudmaganmdules vie
wewwaIRF L dansnnumnEnluaseunda 1 au Tinum Aoty 4.4651 Fwinnin STAUMATN
Tuaseun 45 au fillaunaeminy 4.1313 ludumsuudaasns futlseiu e Tudnsinuna
vou1i3 Tna Swanaindnlunseunss 1 au fidundeniiny 4.6744 Tunnnd sauandnly
AsEUAS 4-5 AU ATl ATy 43889 ediiTed iy
auuRgui 8 Ho: dnvazlsznnsdudnpasiiodords lilanuuandieiuludesed

A9

[ 9 [ d‘ 1 @ A 1 [ v Y 1
H8: dnbuzilszmnsmudnyuziodods Uanuuanaanuyluladsaiunie



M50 4.35 M3Tnzinnuuanavesanazlizns lumudnuuziegoids

76

ANOVA
Sum of Squares df Mean Square F Sig.
Between Groups 36.250 3 12.083 3.769 0.011
Quality Within Groups 1227.770 383 3.206
Total 1264.021 386
Between Groups 74.991 3 24.997 3.852 0.010
Conve Within Groups 2485.262 383 6.489
Total 2560.253 386
Between Groups 43.976 3 14.659 2.116 0.098
Ease Within Groups 2653.332 383 6.928
Total 2697.307 386
Between Groups 9.805 3 3.268 1.061 0.366
Variety Within Groups 1179.822 383 3.080
Total 1189.628 386
Between Groups 85.353 3 28.451 5.408 0.001
Delivery Within Groups 2014.833 383 5.261
Total 2100.186 386
Between Groups 38.894 3 12.965 3.235 0.022
Attitude Within Groups 1534.874 383 4.008
Total 1573.767 386
Between Groups 108.842 3 36.281 6.438 0.000
Perceived Within Groups 2158.233 383 5.635
Total 2267.075 386
Between Groups 34.144 3 11.381 3.337 0.019
Satis Within Groups 1306.389 383 3411
Total 1340.532 386
Between Groups 37.712 3 12.571 2.533 0.057
Repur Within Groups 1900.417 383 4.962
Total 1938.129 386
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MM 435 Wuh dnpaiegordelianuuandaduludgunimue iy
lod v3o Ll@WWSLﬂﬂ?u (Website or application quality) ﬁ’muﬂgqGl%ﬁ'mmmﬁzﬂmﬁmﬂ
(Convenience Motivation) Mumsvudaazmssulsenu (Delivery and Guarantee) MunAuad
AU3 10 (Consumer Attitude) A1UN155 VAW IMITDTUNITAIUANNGANSTY (Perceived

=Y [

Control) taz@uAMHIND 19v09hUS 1A (Customer Satisfaction) pg19%i1iod 19y
A13197 436 AuuAnA1vesdnB fedorde Tudesoduauninveadyled nie
LLFJWW’SL?’IGBPH (Website or application quality) ﬁ'mumgﬂﬂéjmmmﬁzmmmm (Convenience
Motivation) A1UN1TUUAIAZN155DU 52U (Delivery and Guarantee) A1UNAUARGUS 1nn
(Consumer Attitude) ﬁjmmﬁuimmmmmiumﬁmuquwaaﬂﬁm (Perceived Control) Hag

aunnuiane1aveedd 1na (Customer Satisfaction)

Mean

Depextipnt A = R

(D anyazNogelfe (J) andvushage1de Difference Std. Error Sig.
Variable
I-J)

] a < s Y &
VIR NN LW\I'ﬁ@/’EJWﬁWLJJH@] -0.11446 0.07607 0.799
nou lalioy -0.16650 0.08113 0.245
am ) -0.33187" 0.11015 0.017

pamwve i laa

A A P 4 Yy A 7
30 HONWNaLAY U LW\I’GG\/@‘WTJWHJH@] VIULAYI/N1UBT 0.11446 0.07607 0.799
(Website or nou ANty -0.05204 0.09196 1.000
application quality) o 2021741 0.11835 0.402
aou Al TuRsymrned 0.16650 0.08113 0.245

o 9 o
urlan/omingiua 0.05204 0.09196 1.000
Y -0.16537 0.12167 1.000
Y FReymuead 033187 0.11015 0.017

o Y o
ulaa/omisnygiua 0.21741 0.11835 0.402
nou lautioy 0.16537 0.12167 1.000

v ] = s s Y &
Lmi‘;flﬂmumm VIR Y NAUST !!Wﬁﬁ/ﬂWﬁ‘ﬂmuﬁ -0.15171 0.06494 0.120
azAINaLe neu laute -0.16933 0.06926 0.090
(Convenience Y -0.23011 0.09403 0.089

Motivation)
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a31ei 4.36 ANuIanaIvesdnsusfiogerds lulidsdugunimvoaillad wie
HONWARTY (Website or application quality) ﬁ?ﬂllﬂ’gﬂﬂ%ﬂﬂﬂﬂ’dzﬂ?ﬂ’dﬂ?ﬂ (Convenience
Motivation) A1UN15UUAIAZ 15552 AU (Delivery and Guarantee) A1UNAUAAGUS 10 A
(Consumer Attitude) 1UN155D5AIMWA 150 TUNTAILANNYANTIN (Perceived Control) Az

Aunwianelaveedii 1na (Customer Satisfaction) (710)

Mean
Dependent o 24 o o 41 o
(D anweuznagere (J) andacnogoIfey  Difference Std. Error Sig.
Variable
a-Jn
S 9 D] A s
LLWﬁ@]/E]‘WTiV]LlJL!@] VLAY NN 0.15171 0.06494 0.120
Ao ANt -0.01762 0.07850 1.000
A
usagdladiunn U9 -0.07840 0.10103 1.000
azaInaig nou ladiiiow thu@eymuad  0.16933 0.06926 0.090
(Convenience uag/onindug 001762 0.07850 1.000
Motivation) a9 -0.06078 0.10386 1.000
1) TuReymued 023011 0.09403 0.089
o 9 o
wlas/emsndud 0.07840 0.10103 1.000
nou Aoy 0.06078 0.10386 1.000
9 dl P S Y *
TIHRYYNUT LL‘I/\Iﬂ@]/E]W']iVILlJL!GI -.024400 0.07309 0.006
noualiioy -0.15784 0.07795 0.261
YV J
PNUNTVUAIIAS 4 *
U -0.30330 0.10583 0.026
mssuilsziu . - y y
LLW@@I/@WWWLNHG} VIULRAYY N3 0.24400 0.07309 0.006
(Delivery and
Ao laltow 0.08616 0.08835 1.000
Guarantee)
Y -0.05929 0.11371 1.000
noulaliioy uReymuad 0.15784 0.07795 0.261
PR 4
uwrlas/emingiug  -0.08616 0.08835 1.000
Y -0.14545 0.11689 1.000
U uReymuad 030330 0.10583 0.026
o 9 o
!!‘I/\Iﬁ@l/f]W']iVlLiluﬂ 0.05929 0.11371 1.000
neu lale 0.14545 0.11689 1.000
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a31ei 4.36 ANuIanaIvesdnsusfiogerds lulidsdugunimvoaillad wie
HONWARTY (Website or application quality) ﬁ?ﬂllﬂ’gﬂﬂ%ﬂﬂﬂﬂ’dzﬂ?ﬂ’dﬂ?ﬂ (Convenience
Motivation) A1UN15UUAIAZ 15552 AU (Delivery and Guarantee) A1UNAUAAGUS 10 A
(Consumer Attitude) 1UN155D5AIMWA 150 TUNTAILANNYANTIN (Perceived Control) Az

Aunwianelaveedii 1na (Customer Satisfaction) (710)

Mean
Dependent o 24 o o 41 o
(D anweuznagere (J) andacnogoIfey  Difference Std. Error Sig.
Variable
a-Jn
9 a o s Y &
VIULRYI/MAIA LW\Iﬁ@/@WWﬁV]HJL!@] -0.15565 0.06379 0.091
Ao ANt -0.14835 0.06804 0.179
AUAFAYDI ) -0.18407 0.09237 0.282
éﬂ%jﬂﬂ s Y v a P
LW\IEIG]/?]‘W"I?TILNHG] VIURAYY N1 0.15565 0.06379 0.091
(Consumer
ou Taliiioy ] 07711 )
Attitude) nouladliie 0.00730 0.077 1.000
U9 -0.02842 0.09924 1.000
CRITN TR, Tu@eynrnad 0.14835 0.06804 0.179
o 9 o
wilag/emingiug  -0.00730 0.07711 1.000
U -0.03571 0.10202 1.000
Y uReymuad 0.18407 0.09237 0.282
o 9 o
urlaa/emsngiug 0.02842 0.09924 1.000
Ao laNTe 0.03571 0.10202 1.000
] a PA P *
VIULAYI/MAIA LW\Iﬁ@]/@WWﬁﬂLMH@] -0.26539 0.07564 0.003
v v Ao laNHe -0.24326' 0.08068 0.016
MITU3
anuaanselums Y -0.30495" 0.10953 0.034
aummganssy  wlameminglud  dwReymend 0265397 0.07564 0.003
(Perceived new lalte 0.02213 0.09144 1.000
Control) Y -0.03955 0.11768 1.000
nou lantioy TuReymuad 024326 0.08068 0.016
o 9 o
urlag/emsngiug  -0.02213 0.09144 1.000

A

U -0.06169 0.12098 1.000
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d’ 4 o = 1 [ v Y < 4 A
1351490 4.36 ATNUANANUYDIANHUSNDYDIAY Gluﬂwﬂmuﬂmmwmmnﬂ"lm% "io

HOWWALATY (Website or application quality) ﬁ?ﬂllidgﬂlﬂﬁiﬂﬂﬂu’dzﬂ?ﬂ’dﬂ?ﬂ (Convenience

Motivation) A1UN15UUAIAZ 15552 AU (Delivery and Guarantee) A1UNAUAAGUS 10 A

(Consumer Attitude) 1UN155D5AIMWA 150 TUNTAILANNYANTIN (Perceived Control) Az

Aunwianelaveedii 1na (Customer Satisfaction) (710)

Mean
Dependent o 24 o o 41 o
(D anweuznagere (J) andacnogoIfey  Difference Std. Error Sig.
Variable
a-Jn
M35u3 1) uReymauad 030495 0.10953 0.034
ANMANIDIUMS uan/en i niugd 0.03955 0.11768 1.000
AIVRUNGANIZE aouTadifiowy 0.06169 0.12098 1.000
(Perceived
Control)
] a < s Y
VIR N1 uvxlam/awwmuum -0.20548 0.07847 0.055
nou laltioy -0.10689 0.08369 1.000
Y -0.26447 0.11363 0.123
ANuAIneloveg N -
Y A LLV\I@G]/E]W']‘JVILNUGI VIULRAYI/N1UIT 0.20548 0.07847 0.055
Q3o (Customer
nouTadliioy 0.09859 0.09485 1.000
Satisfaction)
D) -0.05899 0.12208 1.000
CLITRERTATI, Tfeymaead 0.10689 0.08369 1.000
I3 9 o
wrlag/emsngiug  -0.09859 0.09485 1.000
U -0.15758 0.12550 1.000
U9 uRsymMuad 0.26447 0.11363 0.123
P 4
ulaa/omisnygiua 0.05899 0.12208 1.000
nou lautioy 0.15758 0.12550 1.000

P ' Y < J A a o @ ~
INAIT N 4.36 WU muﬂmmwmmmﬂmn NI0 UDNNALAYUY aNHUSND

1]

U

[ { J ' v @ { | [ 4 [ 1
E]WTEJ‘]_SIJWL!Lﬁﬂ’)/’ﬂTJL?ITdiJﬁﬂ’J'liJLmﬂﬂNﬂﬂﬂﬂ‘ﬂmgﬁ’ﬂQ@W’fﬂﬂ’igmﬂgu‘] aﬂmﬁ'mmmum

v o ! 9 = g 1 v o A ' [
Lmﬁﬂiﬁ’ﬂﬂi%ﬂu WU VIURAYY/NUIT Nﬂ”JHJLL@]ﬂWNﬂ‘]_laﬂym$1’lﬂ§ﬂ1ﬁﬂﬂ5$m1’luwaﬁ/

J Yy Y o 9 a 1 Y Py J A
BWITNIUURN uazmumﬁugmmmmmslumimummtmﬂim WU VIURAYYNIUIT U
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1 v o A @ J 9y o A Y
ﬂ'JﬁJlmﬂﬂ1\1ﬂ‘]JaﬂEm$ﬂ@g@1ﬁﬂﬂ5$tﬂ°ﬂllwﬂﬁ/f]‘W15°V]l3JH€°’I uazﬂazm‘nauﬁ] l,l,aﬂumuuid
Y o a Y a =2 Y a (=)
ﬂﬂi%ﬂTuﬂ?TNﬁgﬂ’Jﬂﬁﬂ1ﬂ,Vlﬁ‘IJﬂﬁelJﬂQQ‘]J'iiﬂﬂuﬁgﬂ'JnJWQW’ﬂalfﬂ"U@QEJ‘]J'EIﬂﬂ llllllﬂ'Nll

o [

uanaeiusnumsiegerds edraihiud iy

MR 4.37 Sunanmuouy Lo vie uowndiadu (Website or application quality) @11113
199l9dr1un1udzAINd V1Y (Convenience Motivation) A1UN 15U UAIMAZN1T5 VYT E AU
(Delivery and Guarantee) SURAUARKLS 1A (Consumer Attitude) ATUMs5U3AWA WD T
N1SAIVANNGANTTY (Perceived Control) tag@1un11uNane 1o vodi Ina (Customer

Satisfaction) Tuu@azanyauzNogors

N Mean Std. Deviation Std. Error

auamvesiflad  Thudvymued 182 43443 0.70593 0.05233
v uonmnanis urlag/emsniiud 93 4.4588 0.60973 0.06323
(Website or Aoulaliioy 77 4.5108 0.38459 0.04383
application quality) '314@1 85 4.6762 0.15094 0.02551

Total 387 4.4350 0.60320 0.03066
ussgaladiun fhudeymued 182 42956 0.57641 0.04273
azaINaUIEY urlag/emsnaiug 93 4.4473 0.52536 0.05448
(Convenience Aoulaliioy 77 4.4649 0.38036 0.04335
Motivation) B 35 4.5257 0.29139 0.04925

Total 387 4.3866 0.51508 0.02618
MuUMsVUTIDY thudeyminend 182 4.1538 0.63373 0.04698
Mssusznu urlag/emsnaiug 93 43978 0.57251 0.05937
(Delivery and Aow ANty 77 43117 0.50516 0.05757
Guarantee) o 35 4.4571 0.32925 0.05565

Total 387 42713 0.58314 0.02964
Waundvesdudlon  thudeymied 182 4.3874 0.58144 0.04310
(Consumer urlag/emsniiud 93 4.5430 0.51291 0.05319
Attitude) noulaliioy 77 45357 0.33372 0.03803

B 35 45714 0.24683 0.04172

Total 387 4.4709 0.50480 0.02566
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ﬁN‘ﬁ 4.37 ﬁ'mqmmwmmﬁﬂ%ﬁ W30 LLE)WWELﬂ"J?u (Website or application quality) A3
agﬂﬂﬁ’mmmmmnﬁma (Convenience Motivation) A1UN15VUAaz 155V Y
(Delivery and Guarantee) ﬁ1uﬁﬁUﬂaé}U’§Tﬂﬂ (Consumer Attitude) au mi%“ui'ﬂ Nuamsaly
N15AIVANNGANTSY (Perceived Control) tazA1un11uNaNo o vod Ina (Customer

Satisfaction) TuudazanyazNodo1ry (Av)

N Mean Std. Deviation Std. Error
M3 Thudermiend 182 4.1593 0.68480 0.05076
anuanselums  ulasemnsnaiud 93 4.4247 0.53261 0.05523
AIVANNYANTIN AU Tailitioy 77 4.4026 0.51484 0.05867
(Perceived Control) B 35 4.4643 0.33290 0.05627
Total 387 4.2991 0.60587 0.03080
anuilanelaves Thudermued 182 42784 0.65226 0.04835
duslon (Customer  wilaemsnafud 93 4.4839 0.66579 0.06904
Satisfaction) Aoulaliioy 77 43853 0.54896 0.06256
B 35 4.5429 0.36232 0.06124
Total 387 43730 0.62119 0.03158

ai g o s v Y < s A
1115197 4.37 N hwdeymauard Tutfeseduguamveadnlled wie
soWWARFY HAundeminy 4.3443 Auusegeladiuanuazainaine Jaunaswiny 4.2956

Y 1 [ (% A d' [ k) Y] a9y a = d‘ [
ATUMTUVUAIAENMSTUYTZAU VANRAUNINDY 4.1538 ﬂ?ﬂﬂﬁuﬂﬁﬁﬂiiﬂﬂ UAUR[YNINY

a =)

43874 Aumssuinnuawnsalumsnauguwganssy TARdominy 4.1593 nazaunau

= Y a = A 1w 2 A = Y " o A 1 [
WQW@i%ﬂJ@QQ‘UiIﬂﬂ UANURQUININD 4.2784 GlNllﬂHﬂaEJuE]Uﬂ’J'lfﬂﬂ‘Hm$T]E)§J]EﬂﬁEJ‘]J‘§$m°VI

o w

J Yy J a A A 1T AW
LW\IEW]/’E)W"ITVIL@JH@, ﬂauiﬂmmmmzauﬂ DYWUUYTIATY
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v

a d (%) U a 3| a Jd o
4.3 mynszritededmumsasladenliuimsterieugsomianeenlard

4 Al
A A
TuvanufingamnaunsuazfSuama
a d & Y d'd v 2’, A [
4.3.1 MsAANzHaNMANVL Idaeunuuaa UM INATHaden1salaaan]d
2 3 a ' 1 4
winsterlwhugsdodn/aneeulatidlmvanuiingunnumunsuazSuama
a ¢ < P S ' J & Y a )
MIAATZHANUIHEUYIHRo UMUDTeUD WA Inasemsasladenldusmsdell
Qy ] a 9 = o ?,’ ,é’ ~ = a S Y
Yerugsnadaneeu lais luwaiiuingunwumuasuazlsuumadnsainiizd la
TaoldA1nae (Mean) nazd1u1Te1UUNIATTIU (Standard Deviation) 1NO 93 1{A 0O U
= <3 1 [l v Y < Jd A a < .
wuudounwiianumiuedslsaeifatsauguninvesdnl lud vie newndnau (Website or
application quality) #11115399 194 1UANUAZAINA LI (Convenience Motivation) ATUAIINIY
111319979 (Perceived Ease of Use) A1UANHAINHA18YBIAUAT (Product variety) A1UA1T
Yudaazn5u152iu (Delivery and Guarantee) MUNAUAAKUS 1A (Consumer Attitude) @14

mM3fuianua s lun1sAIUANNYANTIY (Perceived Control) A114A21WWINe 1909

. r A= : & e ias ; 1 a 9 (a 4
(Customer Satisfaction) NUHaneANUA DT (Purchase Intentlon)mwﬁiﬂi}mﬂaﬂ@i’]u‘lﬁu

d‘ 1 d' 1 ci (% d‘d 1 g’./ A Y a 9
M1319N 4.38 ﬂ?lﬂﬂ?Jl!,flgﬁ’Jul,‘]JENL‘LI‘L!llWlijjﬂﬁ]@\iﬂi]i]ﬂ“l/lilNaﬁﬂﬂﬁ@ﬂiﬂm@ﬂi%ﬂiﬂﬁ%@ﬂ

Qy ] a 9 =) o’%‘ dy A
ﬂﬂmm;Sﬂ%mﬂaﬂaauﬂ,aucﬁﬂugwwum'gamwwmﬂmazﬂ?umma

I3 ¢ A a <
ﬂmmwmmmﬂmv] 190 UONNaALAYYH (Website or

Mean S.D. nlawa
application quality)
v 3 s A a 3 ~
mumseenuuul lasd 3o uonnamy 4.56 0.771 mniga
a ' ' ] Y = Y A ~
Fanudeaems Iy amnsanne ladeuazedial 4.48 0.735 mniga
sg@nsm
=\ a E) dy o 1 Y @ A
imsefuetoyanaziiomdiAnysie ldedesamu 426 0.704 mniga
a ~
nae 4.43 0.736 mniga
3393laduanNNazaINaLIY (Convenience
Mean S.D. wlawa
Motivation)
A 3 A A
ms15usnmsdmdnlaneeu Taierneiluaai 4
. 4.54 0.738 mniga
ATAINTVIGLUADY
Yy a v Y = d o Y o £
s lFusmsfmdnaneeu laervezih ldiu 14 4
) " 2 437 0.799 mniga
Heeaslumsiaendeues
Y a v Y s 3 axa
mslsusmsuslaneeulaievsziluisn 4
422 0.781 mniga

zadnauennIIMIualanna il



d’ U = 1 ~ v Aa 1 3’, A Y a 9
M1319N 4.38 ﬂTLﬂaﬂlmgﬁ'J“LJ!.‘]JENL'Uulﬂﬁ‘Jﬁ?uﬂ]@ﬂﬂ%ﬁ]ﬂﬂﬂwﬁ@]ﬂﬂ1iﬁﬂGliﬂla@ﬂlﬂfﬂiﬂ?ﬁ%@ﬂ

Qy 1 a 9 = 4 %’ dy d' 1
Yerugsnananeou lavdh luvaiiuingunnuriuasuazlSunma (av)

u5993laMunNNEzAINALIY (Convenience

Mean S.D. ulawa
Motivation)
1Y Y a Y Y 4 A A
suennsalfuimsduanfanesulal aniui Tnu 4

P 441 0.716 Wniige

uaziilelninla
Y A Y Y = 4 ' 9
ms ldusmsfmdnaneeulaivzselinu 4
3 p 438 0.729 Wniiga
sgndanannniu
- |
i 4.39 0.753 nniiga
anudglumslyau (Perceived Ease of Use)

A a v Y Y oa ¢ e o o A
msgeauniududlaneou lmitiudiedmsuiu 4.54 0.709 nniga
Y A A A v Y Y 4 a'
WuFesienzderngms Isausunlaneou la 4.44 0.722 nniiga
g A A o . ' Yy Y (a i
WuFeshonziamiuaeuaeguesswalan nniga

y 4.29 0.708
oo lai
4 '
HdlaneoulahindedemslFanu 433 0.739 nnige
v Vv v 1
$udianeou lmhiminlideyananuais uily 426 0.830 nniga
1y 437 0.74 nniiga
ANNHAINHAIBVDIAHM (Product variety)
AUMNAUM 451 0.763 nniga
F293 1P AUM 447 0.713 niiga
uauayuaz Ts Tugudum 432 0.753 nniiga
1nae 4.43 0.743 nniiga
Mumsvudaarms3ulseiu (Delivery and Guarantee)
anudiu 18 lumsaudaud 437 0.864 nniiga
AUNWYBINITIAA 4.36 0.704 mniga
MsvadedumMnTIAG 422 0.739 nniga
donualumssulsziudum 4.13 0.810 ¥n
= p
nagy 4.27 0.779 nnnga
NAUARY2IRUI NN (Consumer Attitude)
A 3 a A {
s lFuimsfudnldnesulmiifunnudadia 4.68 0.631 niiga
Y a Yoy (a2 7 g A o v W d’
m3lFuimshusnaneeu lardiluisesayndmsuiu 4.52 0.680 WINNgA
s lFuimsfudnlanesnu e lilse Temiundu 430 0.696 nnfiga
9 '
ms U3 mshudnfaneen lamiudanuaumgauna 438 0.757 nniga

1ay 4.47 0.691 nniiga




M990 4.38 AundguazadIudeuuunIag Uy

Qy 1 a 9 = 4 %’ 49!/ d' 1
Yerugsnananeou lavdh luvaiiuingunnuriuasuazlSunma (av)

v

A 1 1Y A Yy a Y
Pmanomsaalaasnlyusmsyell

E4
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MI3U3ANUINIAIUMINIVANNGANTIN (Perceived

Mean S.D. wlawa
Control)
) Vo 3 A Ao o o T A o
suidanldndneailudaruguasihduiegionuld 4
L , 448 0.766 nniga
u3msdudnlanoonlail
) v ' A o v Y (2
AUTMNIAIVAY Toyad e N uaueInd mman 4
) 430 0.779 nniga
paularl 1@ Tasde
v YR 1 o 9 q ¥ o
sudannauaunsanrugudeyans Idanvesnuly
Y k) = N Y 418 0792 N’]ﬂ
Frud/anooulaila
) Y A o 9 Y |a P o
szavvoatoyaniuauennimmanoou lai sevh 4
vo va 1« i a 2 » 4.23 0.838 vinnga
Tdaugannidudngumadaaulasevednes
= =
may 4.30 0.794 nniiga
=1 Y A . .
AN Nl ue 4 U3 1nA (Customer Satisfaction)
v Y= = A a g1 v g a ¢ d’
sudaniianelslumsdeduarhuimmilaneoulan 451 0.725 mniga
v Y= = v a 9 A Vo '
sudaniianelanuusmanaamsviene 145y 1951 ms 4
“ - ! -_re w4 4.36 0.797 unnnga
AURY MIVUEY MTTUTUAAY 30 D1
nnlszaumsal lagsamdanuidniawe lanums 14 .
. N ) 425 0.733 nniiga
U3 mm/anesulal
a ~
may 437 0.751 mniga
AN laredn (Repurchase Intention)
a Y Ao a s A A g Y] Y A
Tuw Tyt uezimsdadedumruiuai/an 4
. 3 4.53 0.724 Wniiga
poula luFagi
v & ' ~ Y a AT e &
suulaezinmsldusmshudlaneon lavisdnasa 4.45 0.671 nniiga
o a - & - {
suldusmsuan/aneeu ladiflulszi 422 0.769 niiga
o ' a Y a Y Y |a ¥ a &
Fumanezinmslsusmsumilaneeu larigdnansa P
s 434 0.772 wniiga
Tuzagi
= 2
mae 4.39 0.734 Wnhga

d‘ 1 (% d’d 1 g’/ A 9y a 9 Qy 1 a Y
910015199 4.38 W Tadenlnanenisadla@enlyusmstoleiuginam

a s 3 A A ' v & 9
Yaneoulavs lumwaiufingunwuruasuaziuama Tassawegluszaumualonin Tag

@ @ a a I o A 1 { { I @
Jadearusirunavedus Inailutlaseniinundogega N 4.47 sesawwniutetodugunin

<3 L= a o a Y A = 1A Y [
GUENL'J‘]JHI,%@ HID UDWNAAFULASANNUAINHAWUBITUAT NAURAIDYN 4.43 IM1HU AN



86

I Y 9 3 dy ¥ A = 1A 1w @ I
dudunsagalamuanuazaindenazanuasladod Iaundvegn 4.39 minu oauuiy
Y 1 9 = Yy a A c!' 1A Y Y <3|
amanudirelumsldaunazanuianelvvesdus Tna Aaundeegh 4.37 iy dauuiu
aumsiuianuamsolumniugunganssutazaumsvudaazmssulsgiu all
AUNDETN 4.30 LAY 4.27 MUAIAY
a 4 o A a 3| a
43.2 myvnnzrithdsiidwmademsenliusmstertlehugsiedlan

¢ g A o

oo lavid lmunnud

a a L4 a 1
ﬂ§QWIWMVHNﬂilm$ﬂ%1]m“ﬂﬁﬁnﬂiﬂﬂmi1$W ﬁ%ﬂﬂﬂ?ﬁ3!ﬂ§1$ﬁ@%}353%ﬂ1‘51’i1ﬂ1

r'd
a A o

o o o o i 4 73 &
ﬁuﬂizﬁ%‘ﬁﬁﬁﬁuwu‘ﬁWﬂﬂm (Multiple Regression Analysis) SLAVUANNIFOUY 95 1o IFUA

' o o w

9
WsoAniod Ay 0.05 TaenaaouauuagIu Al

a ~ I s A a o . s . . 1
TUUAIUN 9 HO: ﬂ‘mﬂWW"UﬂQL’JﬂUlGﬁW NI UDWNAATU (Website or application quality) 5
. 4 { 3 .
Hasonuadladed (Repurchase Intention)
o s A a 4 1 . A . S
H9: ﬂmmwmmwﬂllcm NI UDWNAAYU (Website or application quality) UHNQ
1 & 4 ¥ .
AoANUAI IO (Repurchase Intention)
AuuAgIUN 10 Ho : 15999198 11A1NEZAINT LY (Convenience Motivation) Lifinasonu
2 o NEgE|
a1 ladea (Repurchase Intention)
H10 : uiqyﬂi}ﬁ’mmmﬁzmﬂﬁum (Convenience Motivation) IHA#BAY
Y 9 9
aaladrea (Repurchase Intention)
a d' 1 £ . = 1 gIJ Ay 9ol
auNAgIUN 11 Ho : Aud1eluns 199U (Perceived Ease of Use) lifinananunsladod
(Repurchase Intention)
i v ~ ! ] A 3
H11: 21091811015 1%911 (Perceived Ease of Use) HWanon1ua9 9% 091
(Repurchase Intention)
a A a v . = ' 3’1 dy so’
ﬁllﬂ@]i'l‘lﬁ/l 12 HO : ANUKAINHA18UDITAUA (Product varlety) IlllllWﬁGl@ﬂ’J']ﬁJﬂﬂslzﬂ“]f@“]f']
(Repurchase Intention)
v P 9
HI2: AYNHAINHA18¥0IAUA (Product variety) inadon1udeladad
(Repurchase Intention)
AUUATINN 13 Ho : MuUmMsvuanaymssulseiu (Delivery and Guarantee) lifinadon a1

9 Y 9
aaladeah (Repurchase Intention)
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HI3: sumsvuaanazmssulseniu (Delivery and Guarantee) HHanon 1%
i;{l 119 ‘%ﬂ G]s?l 1 (Repurchase Intention)

AUNATIUR 14 Ho : Wauadveadu3 1na (Consumer Attitude) TiTnadeniiunaleiodn
(Repurchase Intention)
H14: WAUAAY0I4US 1nA (Consumer Attitude) Tnadenaualedodn
(Repurchase Intention)

ﬁwaj;mﬁ 15 Ho : M13505a1ma 130 1un15A210AUNYANT Y (Perceived Control) TaiTina
Gi@ﬂﬂWiJgﬂi]% E]CIQ?IW (Repurchase Intention)
H15: mi%’uq%:mmmmmiumamuqquﬁﬂﬁu (Perceived Control) NWa®
mmﬁgﬂi}%@% (Repurchase Intention)

AuNAgIUR 16 Ho : Anianelavesdfu3 1nn (Customer Satisfaction) liifrasaniuaelade
GE 1 (Repurchase Intention)
H16: A7 iane 1999913 10 (Customer Satisfaction) fnadonusalaaoa

(Repurchase Intention)

M3197 4.39 pansanT s Mol lud wie HOWWALAF Y (Website or application
quality), A11115999 19 1UANUAZAINTDI8 (Convenience Motivation), A1UAIME18 U519
91U (Perceived Ease of Use), MUANNHAINHAEUDIAUM (Product variety), MUMTUVUEWAY
n1sSulsenu (Delivery and Guarantee), ﬁﬁuﬂamm@uﬂm (Consumer Attitude), mﬁ‘ui’
AMuasnTuMInIUAUNGANTIY (Perceived Control), AN 19999713 Tnn (Customer

' 9 k4 P
Satisfaction) Naanananuaaladedh (Repurchase Intention)

Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 776" 0.603 0.594 1.42697

a. Predictors: (Constant), satis sum, conve sum, quality sum, delivery sum, variety sum,

attitude sum, perceived sum, ease sum

INMTIN 4.39 WU AT IATIENANNA1TDIUA158T118 (Explanatory

v 9 < s A a o . . . .
Power) ﬂjmﬁmamuﬂmmwmmnﬂhﬁ NID LOWNALAYU (Website or application quality),
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A1un399919@1UAUAZAINA V1Y (Convenience Motivation), A11A1 1418 Tun15 1911
(Perceived Ease of Use), A1HANNNAINHAWUBIAUA (Product variety), AIHMTUHAULALNT
sullsenu (Delivery and Guarantee), NAUAAVDI r%j'u? Tan (Consumer Attitude), N 19 %Ui}
ANuasnTuMInIUAUNGANTTY (Perceived Control), A2 IND 19909713 TN (Customer
2 ! Z X 2 ! a a
Satisfaction) NaaWananMUAI19%091 (Repurchase Intention) lav1na1lsz@nsainluns
Wuneidduuda (Adjusted R Square) fuaasa 0.594 aeANUIN ﬁ%ﬁﬁ”ﬂﬁ’mﬂmmwmmﬁﬂ
Tl 130 LL@WWELﬂﬂ?u (Website or application quality), ﬁ'muia@ﬂ%ﬁ’mmmﬁzﬂmﬁmEJ
(Convenience Motivation), Frundivdrelunisldau (Perceived Ease of Use), Fruniw
NAINHA18UBITUAT (Product variety), A 1UNITUU AL N1T5 VT2 Y (Delivery and
Guarantee), ﬁﬁuﬂﬁmamfﬁim (Consumer Attitude), ﬂ15%”1J§mmmmiaglumﬁmmﬂu

WANTIN (Perceived Control), A2 1MW AN 19U09fUS TnA (Customer Satisfaction) T1415D

9 kA P
MueaNuAaladea (Repurchase Intention) la308az 59.4

M998 4.40 Han15 AR AIANI S5 Inve s Tasedruguainveaddlad use
LL@WWSM%‘L‘! (Website or application quality), ﬁ’mmagﬂﬁ]ﬁ’mmmazmﬂﬁmﬂ (Convenience
Motivation), A1 1591811013 19911 (Perceived Ease of Use), R11ANNHAINHA1EUYDIT UM
(Product variety), A14A15 YU AL LN155V 521 (Delivery and Guarantee), HAUAAUD 9

I’éjﬂ?ﬂﬂﬂ (Consumer Attitude), ma%uj’fmmmmmiu ﬂTiﬂ’J“lJﬂiJWQaﬂﬁ‘iil (Perceived Control),

v
A 1

v Y v
Auiane oo efdus Ina (Customer Satisfaction) NAIHAADAI1WAI1950%1 (Repurchase

Intention)
ANOVA'
Model Sum of Squares df Mean Square F Sig.
Regression 1168.431 8 146.054 71.727 <001
1 Residual 769.698 378 2.036
Total 1938.129 386

b. Predictors: (Constant), satis sum, conve sum, quality sum, delivery sum, variety sum,

attitude sum, perceived sum, ease sum

10A15190 4.40 uaaalfifiuniifdvediatios 11783 (hisauaanmae syl

4 a o
los@ w30 uownaALY (Website or application quality), ﬁ'muia@ﬂ%ﬁ’mmmﬁzﬂmﬁmEJ



89

(Convenience Motivation), Funadtvdrelunisldau (Perceived Ease of Use), Fruniu
NAINHA18VBITUAT (Product variety), A1UAITVUTIALATSUUTEAU (Delivery and
Guarantee), NTAUAAYDIRVT 1nA (Consumer Attitude), D155V ANV W50 TUNITAILAN
WQAN3 3 (Perceived Control), AMWNIND 19909413 1nA (Customer Satisfaction) #iisnsnade

o a

g’/ { 2,’ 1 Y] a a o 1
ANuAal9deH (Repurchase Intention) @81931Tad1AQNINEDA 1A8AATIZH AINAT P-Value

]

v '
9 v A o

(Sig.) A P-Value (Sig.) < 0.001 c’?}qﬁ’aﬂﬂiwmﬁﬂmﬂaum 0.05 UUID9

ﬂ]i]x‘i‘?'l 4.41 waﬂwﬁmi1zﬁﬁ1ﬁuﬂizﬁm§ﬂ1mﬂmﬂwmm (Multiple Regression Analysis)U84
ﬂ%%ﬂﬁ'mﬂmmwmmﬁﬂ%ﬁ W3o LL@WWSLW]%LA (Website or application quality), é’fmmagﬂﬂ
MUANUAZAINTVIE (Convenience Motivation), A11A Y8115 1991 (Perceived Ease of
Use), A11AIINHAINHA18YDIa WA (Product variety), A1V Uaarn1ssulseiv
(Delivery and Guarantee), HAUAAVDIRUS 1nA (Consumer Attitude), M35U5AIWAWNTDIUMS
AIURUNYANTTY (Perceived Control), A1 AINDT9v0 g1 TnA (Customer Satisfaction) i

9 4 v
Aapasnonuaaladaah (Repurchase Intention)

Coefficients”
Model Unstandardized Coefficients Standardized Coefficients
B Std. Error Beta t Sig.
(Constant) 1.328 0.709 1.872 0.062
Quality 0.030 0.057 0.024 0.526 0.599
Convenience 0.235 0.047 0.270 5.001 0.000
Ease 0.058 0.049 0.069 1.185 0.237
Variety 0.201 0.065 0.158 3.115 0.002
Delivery 0.069 0.050 0.072 1.398 0.163
Attitude 0.093 0.059 0.084 1.585 0.114
Perceived 0.058 0.049 0.063 1.176 0.240
Satisfaction 0.219 0.064 0.182 3411 0.001

a. Dependent Variable: repur_sum

A a o ' v v v v
NAITNN 441 HANITIUATISHISYIN ﬂi]ilfJﬂTL!ﬂWuuiﬂgﬂi]ﬂ1Uﬂ’ﬂiJ

T2AINT U8 (Convenience Motivation), AMUANUNAINNABUBITUA (Product variety) Lo e
v v

=< Y a . . A 1 v (4 dy 3
AuNINe 19voag U3 1nn (Customer Satisfaction) N IHaAoAIINAI19%OH1 (Repurchase
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' A v oo aa 1Y § 4 < 4 ' .
Intention) 08143TBFIAYNNADA 2 FzRUANUFNY 95 WlesiFud 1110991041 P-Value (Sig.)
Handesnnaweariin 0.05

{ 4 a 1 o A 4 1 %
11NA5199 4.41 1ioN9131A1 Beta 1R ms 1z¥iwa 111 Tasedumuusagale
Y k4 Y
FunnuazaInauIY (Convenience Motivation) FIHaAAIUAI 1 E DN (Repurchase
. 1 A v o w A A 1T v @ < v Y =<

Intention) 0819NWad1AYNINNGA NA1 Beta 191101 0.27 danuiuiladeaiunnuianelaves
A3 1nA (Customer Satisfaction) A ATUAUNAINHAIBYIAUM (Product variety) N1 Beta

WA 0.182 1ag 0.158 AINAIA

4.4 agdwamsnaaeUaNNAFIU

a a o A 4 s 3 @
M99 4.42 ﬁ?ﬂwaﬂ1iﬂﬂﬁﬂﬂﬁﬂuﬁﬁ1u U ITAUANUYONU 95 Lﬂ@il“ﬁu@l

aNNAFIY HaMINAToLANNAGIY

auuAFIUN 1
HO : anvazsznnssums lifinnuuanaaiulufasediuaieg goNTU H,

o Y = J [ v 9 1
H1 : anvziszannsaunwd danuuanaenu luifateaiuai 9

ANNAFIUN 2
Ho : dnwaizilszannsauery Tulinuuanaieiululesediua Uguas H,

1Y kS a ' o v Y 1
H2: aﬂEm$ﬂ§$%1ﬂ§ﬂ1u61q Hanuuanaenu ludateaiuaig 9l

AUNAFIUN 3
HO : dnvazilszannssuaniy lulinnuuananduludededuaie Uuas H,

H3 : dnvartlsznnsmuaniue Ianuuanaianulufadediuaig o

AUNAF IV 4
Ho: anvazszannssuidudaon hitinnuuanaaiululeseduaie o Ufias H,

[ Y a A = 1 o v 9 [
H4: anyazdszmnsmuRunoun Tanuuanaenuludedediuaia 9

ANNAFIUN 5

@ Y [ =2 =) 1 @ v 9
HO : davaztsznnsmuszaumsanen lutianuuanaiaiulutfased
A9 9 goNIU H,

L k) @ = a 1 v v 9 1
H5 : anvazlszannssuszaumsany Ianuuanaanu lufadsaiuaig il
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a a o A 4 PN
M919N 4.42 ﬁ?ﬂﬂaﬂ15ﬂﬂﬁ@ﬂﬁuuﬁﬁ’lu U ITAUANUYDUU 95 Lﬂﬂ'ﬁl%u@'l (99)

a
aNNAI I

wamsmaeuauuﬁgm

- 4
ANNAFIUN 6
@ Y =) = 1 7 o Y 1
HO : dnvazdszannsmuerdn lilianuuanaeiu lutfasedueig q

@ k) =) a ' L2 v Y 1
H6 : anvazilszannsmuerdn Ianuuananuludeteaiuaig il

Uias H,

ANNAFIUN 7
o Y ) a [ =) i @
HO : davazszannsmusuansnluaseunis Tudanuuanaiaduly
Javeduang o
H7 : anvazlszannsasnuandnluaseunsa anuuanaianuly

Taveduang o

UQias H,

ANNAFIUN 8
HO : anvazilsznnsdudnyuziiegerds lulinnmuanaanuluiledodu
71199

o 9 o a (= ' o v 9
HS: aﬂ‘]sJﬂ!$ﬂ§$%1ﬂ§ﬂ1uﬁﬂ}lm$ﬂﬂ§®1ﬁﬂ Tanuuanaenuludeseaiu

0119

Uias H,

ANNAFIUN 9
] s A a < ! . . . '
HO : ﬂmmwmmnﬂvlw NI0 UDNNALAYU (Website or application quality) i
Fa ki Y
linanonualadod (Repurchase Intention)
3 4 a o . N . A =
H9 : g v a1 loa w50 uownwaingu (Website or application quality) 1

Fa kil Y
nanonuAdladedn (Repurchase Intention)

goNTU H,

ANNAFIUN 10

HO : #5999 Jad 1AW dzAINa118 (Convenience Motivation) Tiiiinasendn
2o 4 7

aaladodn (Repurchase Intention)

H10 : 5999 19@ 1AW AZAINAU1Y (Convenience Motivation) HHAABAI Y

9 4 bl
aaladaah (Repurchase Intention)

UQuas H,

auuAgIui 11
. M - 2o 2 2
HO : Aud1811ums 19910 (Perceived Ease of Use) lilinanoniuaa ladean
(Repurchase Intention)
1 Y = ' ?»’ d’l ?7’
Hi1 : Aud181um 3195919 (Perceived Ease of Use) NHasian1unaladod

(Repurchase Intention)

goNTU H,
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a a o A 4 PN
M919N 4.42 ﬁ?ﬂﬂaﬂ1ﬁﬂﬂﬁ@ﬂﬁuuﬁﬁ’lu U ITAUANUYDUU 95 Ll]ﬂﬁmﬂ!@'l (99)

a
aNNAI I

wamsmaeuauuﬁgm

auuAgIui 12

A - 2a X ¥
HO : AUUaINHA8UDIa WA (Product variety) liifinasonnuasladodh
(Repurchase Intention)

- . 2q & 2
HI2 : A1UMAINHa8veaa UM (Product variety) Jnanonnudaladgodn

(Repurchase Intention)

Uuas H,

ANNAFIUN 13

HO : sumsvuaaazmssulsenu (Delivery and Guarantee) hilinasonu
Lo 4 2

ﬂﬂi]“]f’é]“]ﬂ (Repurchase Intention)

HI3 : sumsvuaaazmssulse i (Delivery and Guarantee) Jinaaan1

g X ¥
aaladodn (Repurchase Intention)

goNTU H,

ﬁuuﬁgmﬁ 14

HO : Wirunive i3 1nA (Consumer Attitude) liifinasionnmasladiod
(Repurchase Intention)

H14 : fifun@ue s 1na (Consumer Attitude) Tnaseauaalaied

(Repurchase Intention)

goNTU H,

ﬁuuﬁgmﬁ 15

HO : m3suianuamsalumsniugungnssy (Perceived Control) 1iiiina
ﬁi’)ﬂim@%ﬂﬁ]“ﬁﬂq% (Repurchase Intention)

H15 : m35uinnuannsalumsaiugungdnssu (Perceived Control) iHa

9 k4 v
aoANuAL g (Repurchase Intention

8ouTU H,

auuAgIui 16
= Y a K . 1o ' rq
HO : A2 1wiane 19veeru5 1nn (Customer Satisfaction) liilinaaenamdsle
Y 9
Fodh (Repurchase Intention)
=2 9y a . . a ' ) ﬂ
H16 : AWNane 19ue9713 1A (Customer Satisfaction) UHanoA A1 1940

4
%1 (Repurchase Intention)

UQuas H,
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