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Factors Affecting Decision Making on On-line Ticket Purchasing

via the Thaiairways Website
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Panitharn Juntongjin

Department of Marketing, Thammasat Business School, Thammasat University

*Correspondence: rakthong.a@hotmail.com doi: 10.14456/jisb.2016.3

Abstract

E-commerce plays an important role in business. Due to the growth of information technology, E-commerce
has been employed in business with an aim of increasing competitiveness capacity. Likewise in an airline
business, information technology has been increasingly used to raise the business capacity to compete. Online
ticket trading in particular has been implemented so that customers can always have access to online tickets and
quickly and conveniently make an online purchase. This is also the case with Thai Airways, where tickets are
available for online purchase in order not only to increase its customers’ convenience but also to reduce cost.
However, this technology is not without disadvantages. Problems related to failure of online ticket purchase are
being continuously reported. In this regard, this study was thus carried out.

This study aims to investigate 1) the effects of product complexity, confuse by over-choice, quality of the
online service, and customers’ trust on decision making on online ticket purchase via the Thai Airways’ website
and 2) problems related to the use of the website. This is in order to improve the quality of Thai Airways’ online
ticket trading.

The results showed that product complexity and confuse by over-choice were significantly and negatively
related to customers’ decision making on ticket purchase. Customers who perceived the product as being
complex and who were confused by over-choice are not likely to buy online tickets, whereas those agreeing with
the quality of the online service and being confident of the quality of the website are likely to purchase tickets
online. Based on the results, it is thus recommended to control over the complexity and choices of the products

available online for the benefits of online ticket trading.

Keywords: Product complexity, Confuse by over-choice, Quality of web base service, Customers’ trust
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The Website Elements that Influence Customer for Satisfaction and Loyalty on the

B2C E-Commerce Websites in Thailand

Niaeda Narapitakkul*
CAT Telecom Public Co., Ltd.

*Correspondence: bbytik@gmail.com doi: 10.14456/jisb.2016.2

Abstract

The primary objective of this research is to study the website elements, which influence customer satisfaction
and loyalty on the B2C e-commerce websites in Thailand. This research adopts 8C framework, by Yang et al.
(2008), which include content, context, community, communication, connection, customization, commerce and
collaboration. 273 questionnaires were collected from a sample group of those who had experience of purchasing
products from e-commerce website. Linear and Multiple Regression Analysis were employed to test the research
hypotheses. The result shows that communication is the most influencing factor on customer satisfaction. With a
large and continuously increasing number of website, managing website components that enhance customer
satisfaction and loyalty will be useful. This research provides such suggestions to help e-commerce website

create customer satisfaction and thus loyalty.

Keywords : Loyalty, Satisfaction, E-Commerce
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anuiswalazasgnduazin luganuasinanduesgnet inahandsudpussiawiulodwmndisddidnniafing
lutsanelnelvfigunwdaly

2. NUNIWITIWNIIN
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2.1 NYVHAINIIINANAVBIZNAT (Customer Loyalty Theory)
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loyalty) WRLAINIINANG MALEINAUAR (attitudinal loyalty) 3RNTINTINAY LastIuHaNIINNANUFUWRT
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ada i a o \
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3) Spurious loyalty fiailuanuindisanguilnaazdinsgdedngs udiiviauadnliddaasdns

4) No loyalty Aalifinsszauriaund waznadadn fuslnalide uazlifianureudafudiu

(ﬂ’]‘i’]\i‘ﬁl 1 U3 Loyalty Model 984 Dick and Basu (1994)

131971 1 Loyalty Model 189 Dick and Basu

Repeat Patronage

High Low
Relative | High | True loyalty Latent
Attitude loyalty
Low | Spurious No loyalty
loyalty

ANudAYaIANNAIINAnGvasgndrdwIuTIiam I efudludagiud 2 mananan guanInidATy
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22 ﬂqwf]mwﬁowaiwmgnﬁ'l (Customer Satisfaction)

mw‘ﬁawalaLﬂummauauaamammcﬁ%%ams%’uﬁﬁa{aLﬁuluﬁawaomwmwi’ﬂuﬁuﬁﬁ $#3837N
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ATINrHaLar lamalunisiiannuisnelaluassngasfazduindueay
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. A v A o A & A A a o
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(Yang et al., 2008 8198411 Rina and Niels, 2013)
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1) iawniulad (Contents) fadiutsznavvasitaniivlodfidsznaudiniitont Tayafinausatuu
Aulodlugduunvesdidnes nmwdszney nwldfnslidos uaslWaidlasdnsg

2) sUanual (Context) fan1sdalassaisuaznisaanuuureaiuled iududvih i iulodlanuiauls
:A I ' Li‘ ni a dd' Y I3 6 ) a v
Fadusunineanunlanudivled sUunw usrgduuumaiauefud
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3) anadununn (Community) Aedsanluivladrainguanimiunisnguilnasmuniniade waquo
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4) n38@d15 (Communication) fiatasninmIdadafeansnuiinvaivlodaeidsoun e unmaia
ﬁaowné']mﬂmmazmﬂlﬁgnﬁw L% USNTINTANT (call center) BLN& (Email) Taany SMS 1iudu

5) n1stBaxlas (Connection) Aaanuainitalunisidanlosfsdniolunazniouaniivlesd s1uds
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6) MM IRAIALAINGDINIIANIZTBIZNAT (Customization) fia NMIfwuaIULLVBIAN MU BT
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7) N13A121Y (Commerce) AaTuaanuaznizuIunIITIBafud uu v ladldandraansanniande
fu laazadnuazdanuduszuy sansaudsleaddt (Layla et al., 2012)

7.1) Easy order process f8 TuAauUaIMIANATRNITN NI MEIN% IUAUMIFITOAUAT NMTITINN

aznidudn (Aw, ay, wily) Widanuihouasldgeenn
7.2) Ordering information AaNILFEAIRTUIAZLALATIUNITFITORUAININUG LTU TTNIFITONTD

pnlanawa1 15m 3B In ulounsmsfuwauiuaznmIawidv suiadanludnsg lunsbadue
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7.3) Delivery information AaToyan139nsIdudl 11w 3282 NN TIATIFUAT T101 N TIAFIFUA

v '
A

WHNUSMITadIdua Muianmauisdgmlumitadidue

7.4) Order/Delivery status provision @8 L3Ula@insussfusunmssifosud wazamunssaside
fudliandmay lasnssstaanududuldneBuudigne wardszuufaauaaunsalastedudlinuy
Hunn9eanlalt (Tracking Systems)

7.5) Alternative methods of ordering/payment/delivery are available L‘flwﬁadmdLﬁaﬂﬁ’m%‘umiéﬁéa
§WA1 (Online, Email, Phone, Fax) N13T13213% (Visa, Master card, American Express) WLaznN1I9a&IFUAN

(Standard, Express)

v
o a v )

7.6) Security and privacy AaMIINMNANNURBAADVBITTUUAINGNIFITEAUAN N3traziud Toys
WEIALMNIAISH (Guarantee) uazulaunaanuidugiuar
1 A . A A ' o = ) (X%
8) ANINAB (Collaboration) Aamsiainsanlunmsaanuuuuazawiivlad 1w mslddaauauns

v Aa 1 o v y v a Qs U QI l&/
(Feedback) LazTafaliend ¢ (Comments) I@Ummmmmayjaﬁ"l,@mwmsmwﬂiuﬂgaL'?uvlsmﬁl%ﬁﬂwu

a o s aQ o
3. ﬂiafIJﬂ"Ii'J‘ﬂHllazﬂ&l&lﬂg"l%ﬂ’ﬁ'ﬁlﬂ
A AN oo & = & a & = ¢ & o A ,
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v A v ] =S v ~ o a & s 2 1 ;&/ 3 6
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Eﬂé'ﬂ‘.lzmi (Context) mwmﬂwgmu (Community) NNSROENT (Communication) mMItTenles (Connection) MIvi A
AWNUANNGBINITLANIZIBIGNEN (Customization) N13FNY (Commerce) UazAWIIMAD (Collaboration) 4l
=2 [y . . & e ) A o A o o A v
mwmwahmaagnm (Customer Satisfaction) Wuaudsaunaid wazdarudianuaa ﬂ??llﬁ]diﬂﬂﬂﬂ’lladgﬂﬂ’]
(Customer Loyalty) AILFAI AN 1

Element of E-commerce Website

Communication

Customer Customer
Satisfaction Loyalty

Customization

L

Collaboration

MWA 1 N3NNI
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o o & [ o
3) anadanusszniInaNadngazwivanaisnalovasgnan
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4) n19da813 (Communication)
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sivanuazanaunslinugnd liaainsndedalugesmafidesmsld igu u3nislnadwt (Call Center) Bud
(Email) 98N8 SMS (Short Messages Service) LJudu msiwngadinslnsanyiiadannieainidutasniend
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5) nsiBaalys (Connection)
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Factors Influencing Intention to Use ATM Smart Cards: A Study of BE 1° SMART
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Abstract

This research had the objectives to investigate whether the consumers select the smart card because of the
Technology Acceptance Model (TAM) or the influential of the bank staffs. According to the research findings, the
perception on the usefulness, perception on the ease of use base on the Technology Acceptance Model (TAM),
and the influential of the bank staffs were the statistically-significant factors affecting the selection of ATM
smartcard of the consumers (sig < 0.05). These three factors, in addition, were positively correlated with the
intention to use. It was also found the perception on the ease of use, the influential of the bank staffs, and
perception on the usefulness mostly affected the selection of the ATM smart card, respectively. This implied that
if consumers perceived the ease of use, being support and recommended by the bank staff, and acknowledged
the usefulness of the smart card, they would select and use the smart card more. Hence, these three factors

could predict the intention to use of the smart card for 52.3%.

Keywords: Smart Card, Debit Card, Technology Acceptance, Influence Advice
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Factor Affecting Individual’s Intention to Repurchase from Online Store in

Services Perspective
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Abstract

This research aims to study the factor affecting individual's intention to repurchase from online store in
services perspective by integrating three models (Technology Acceptance Model (TAM), An Expectation-
Confirmation Model (ECM) and General Service Sector Model of Repurchase Intention) into this research model.
Two hundred and seventy six questionnaires were collected from Thai Internet users who had experiences in
using online store at least one time.

The result shows that (1) Perceived quality has a direct impact on perceived equity and perceived value,
(2) Perceived equity has a direct impact on customer satisfaction and perceived value, (3) Perceived value has a
direct impact on customer satisfaction, (4) Perceived ease of use has a direct impact on perceived usefulness
and trust, (5) Trust has a direct impact on perceived usefulness, (6) Confirmation has a direct impact on
perceived usefulness and customer satisfaction, (7) Perceived Usefulness has a direct impact on customer
satisfaction and online repurchase intention and (8) Customer satisfaction has a direct impact on online
repurchase intention.

The finding also shows that customer satisfaction is the most influential factor effecting online repurchase
intention, while the strongest factor effecting satisfaction is perceived equity. This insight could be exploited to
improve online store by focusing on how to satisfied customer and how to improve customer perceptions on

equity.

Keywords: Intention to repurchase, Online store
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WalnITaRua1nIauINIIIU gﬂmﬂa:mﬂmawvl,muﬂiﬂwumnﬂmﬂﬂ’ﬁmsl"nvl,maslvl,ﬂ dmndimgmsal
' a & o & ° LY @y A a & A ed v A X A ' o o
1908719 AU WRAINATT a1V IR AN I Tae N R wrs o152 Lawiin laT LN LT WA aaARI8 190N mMITu3
1 tdl s =3 ld‘ v v & =1 A’ = lé 1 U L U 1 td‘ s Qt aa a 1
qmmw"[mumnﬂaw"[ﬂmﬂ gﬂmﬂﬂ:wawalamnmumaa@m ma:ﬂmﬂmwmﬁugqmmﬂvlmuuuuamwa@]a
wnﬁﬂﬁwmﬁaLLazm’mﬁqwalwaaﬁnﬁw (Voss et al., 1998; Woodruff, 1997) Lazanm3dnswad Hellier et al. (2003)
wu'hms%'ujqmmﬁvlﬁ%'waagﬂﬁﬁﬁfuﬁmmi ammﬁawalwadgﬂﬁw A91% IINNNANINIT A WRINITDAAUA

sunfgmauIspladn
a a @ o g d)Z [t 1 1 =3 v
AUNATINT 9: MITLFA AT lATL danadia anuiawalazasgna

NUWITBVBI Kim et al. (2009) LLaﬂﬂﬁLﬁuhmmmL%aﬁmm:mmﬁawabLﬂuﬂafﬂ”ﬂﬁﬁmmém”zy@iamméﬂﬁﬂu
mmﬁ”nmmé’mw”uﬁmmﬁqiﬁa e-Commerce #anaNii Gefen et al. (2003) 'lédvindauuy TAM uasamaindadionn
dhdeiu usswUhenund e atiusanadannuaslelumslinusuumsawnalaga s LAZMNIBBURIBNNITLY
dszlomt aghdlsiauanmsdnsuas Wen et al. (2011) uaadlii Funenuindefaiulidgmalagassiuanudsle
ludatnaudraonla wiazdonansdouriiumssufuslomt dstu nnfindnindrsdumansaimuasuudm

nuwdanlain
A = = ' ' o o &
ﬁ&l&lﬂg’m?’) 10: ANNUUNTONDVBITEUL RINRED ﬂ'ljﬁﬂgﬂi&‘:[ﬂ%u

d' 4' 1 ‘:i L% ~ € 1 n' Aa A v 1 6 q,uq: o v

minyaaadaizuumawnanlfnulvslomt sofudsininwliunasdniuazaualanu azvilvyana
Qs 1 v J ¥ Qs U v qq: Qs 1
aanamlEnuIzILANIIUNANINDY (Meas and Poels, 2007) wananitmasuidselomtlumsldnuiu dedanamauan

@ ada o a o . ' ' = &

davieua@nddanldnuuazwndnsineslinu (Davis, 1989) uazdnanuindanauiwala uazanuailaluns
I nuszuudasiae (Bhattacheriee, 2001b) lae Wen et al. (2011) leszynduilnassulatimdunsgndiuasg 3wy
ABNNILADST MILTITUTZULI D URILA DINUNITTARUAILAZIINTIUAIDOU LN DNALEY AI1 IIANNAIINITIIAY

smansaivuasuugunnuiaslain

a a o o 6 3 & & 3 [ [ [
JUNAZTUN 11: ﬂ?iﬁﬂgﬂ?&’[ﬂ?f‘u FINAGIE mvmﬂfﬂﬂlummrammﬂﬁumaaufau
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ﬂﬂﬁ'ﬂjﬂsﬂmﬂums‘[‘*ﬁmufu gananauandeanuianels uazanuaslalumsldauszuusa (Bhattacherjee,
2001b) lae Wen et al. (2011) "L@Ti:qiﬂtguﬂmaauvlaﬁifmﬂuﬁg\agﬂﬁwLL@:@%’:‘:UUMNWQL@@? malFrmszuus aduie
WRentumitedusuazanimdeeunlaidnde s 9:9nn1senwwes DeLone and McLean (2003) wuinanudia
wah*‘uaaé‘lﬁszuummummﬁﬂﬁumﬂmi%'uE”ﬁ\1ﬂs:TMﬁﬁvl,éﬁ'umﬂmﬂ%mm:uu'm'iaumﬂ F9ti ndinanaan

TdumRIIImnResNNagIUIse laIn
a = v o & 4 . - >
auudgud 12: masuztslemd danasia aruiawalavesgne

mmﬁawalwm;ﬁ“ﬁi:uumsaummﬁ@ifumﬂmﬁ'uiﬁqﬂ‘sﬂwﬁﬁvlﬁ%'umﬂmﬂ%mm:uumsaumﬁ (DeLone
and McLean, 2003) mmﬁdwalﬁmaaﬁﬂﬁwfm:mwa@iamnﬂﬁﬂmﬂmm@ﬂﬁ (i anuzauluuinns wSeanusaulu
Q’Lﬁu‘%mi) FsonaaewlUidumstodale (Innis, 1991; Oliver, 1980; Oliver and Bearden, 1985; Stauss and Neuhaus,
1997) miﬁmwﬁawalﬁ]ﬁmnwaazﬁwLﬁﬂamaﬁgﬂﬁw:ﬁ@ﬁmﬂﬁuﬁwLLazLﬁ'um’]u%umuﬁﬁ@iamwﬁuﬁ”ﬁ
(Westbrook and Oliver, 1981) ua=anuiswalasiugsnanuandaanuaslalumslsonuszuuda (Bhattacherjee, 2001b)
NU3SUas Wen et al. (2011) usasliiinitanuionals ssnadannuailadadnaudraanlsiaaii anfinanan

TgdumanInimuesuuAgIwnuiaelain

auudgIul 13: anwisnalavesgnen dawasia anwedlalumssasianiudaan e

v
Aawv A

& ac A a A o =& o o a & A A
TeiduiaeBetIunos (Quantitative Research) smammmJagamﬂg'lmmauma'ﬁummﬂUuﬂs:m_lmsm‘sl,u
¥ a U = 1 U U ] v td ﬂq// o o 1 4 § U
MITFUAWIBUINITHIUNIITIUA00W 18N B81IRRLRIAIATI FIUIN 171 G889 LNDAAAMNNAIALARDULAZEIS
m’mL%au”u‘lumnﬁuiagamaamu%”yﬁ ﬁal%mmmmjm”’saamvl,&i@‘hﬂ’j'm 200 f18814
mu‘?ﬁ'ﬂﬁvlﬁmaauLmuaaumuﬁ'unﬁjmﬁaai’m 2 @39 ATILIN 20 A18EN9 ATINRDY 30 A2aEd Lﬁaﬁ‘i‘@]ﬂa;mﬁ"a
Aa v o &a o & a @ o 2o o Y & v o A
LLﬂsmmmauwuﬁﬂumnlwag’tuaaﬂﬂsznaummnu Al blaauinaundsniasas I Iliudedinugn
A9 LﬁaiﬁuuuaaumaJﬂsa‘uﬂqui'mqﬂimoﬁmaomiﬁnmLLa:ﬁaﬁ'ﬂﬁwmﬁ@i’aamiﬁnm ARINNUUIINAN

WUURBUANIAYNTRY URL MIRasInNaawlalt

5. WNAaN137Y

51 NINAFAUVDANAILIDIAUNIIEDA

1 v

?Tayjaﬁﬁ'mﬁuﬁwmu 276 0 oninanFe UM Uty anawnIzaaNs %awuiﬂumagﬂ@ﬁmwm fIUNT
FAUNUNINTZANAIU84T8Y (Frequencies) WUTAN1INTza8UuLUNG (Normal) anusuwuflBuduass uas
"L;\iﬁﬂzymm'a:'i'aaJLﬁumquLLa:m'J:'i"amﬁuma

mjm‘“’say'wadauimﬁmauLLuuaaummﬂuwaﬁja (51.8%) angazwing 21-25 T (25.4%) aumidnswiamigs
dnwagluzaulSyyned (49.6%) Sordwduninnuuisniansu (34.1%) uaziinglddaidiauagszning 20,001

11 fi9 30,000 1 (51.4%) iludwaneniiga lasndudradmnawasldnuiudieanlat lassulngldnu
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Fudroanlai 3 1Haudaniy (29.0%) uaziudaanlaingaevuuuseuniuldnutesfigada Ensogo.com
(12.7%)

A o v @ a &% s = A A Y

iAaplaldAnanyszdnaseuuuauaany  (Cronbach’s alpha) iduinmailunisamaseuanuidaiialang

A A a e a o d°' v 6 1 Lo A a% A A ' " v 1 A A | {d'

w3nalalunsisn lapawispillfinusiadudszansuaanfigeiige udlitasndy 0.7 Sefladuinusinmunzaw
#MILNWIT Basic Research lumyiaanuiTannluanussinananiaanuasivasianuluiuuzauans

NuIRlEMAe e Resddsznauaiulls (Factor Analysis) Luinasilunsaaausiwintasuniaie lasls
' . t:i ' o 1 . @ as o @ a 1 a 6 '
fin Eigen N1g9ndn 1 uazriwuasn Factor Loadings v84ar3aluiladbdasiidnginit 0.5 :nuamyTiaszinui

@ A ' ) P a a & & Yo o &
nnaudsfiengindt 0.5 uazimzngunuislidadmudslasen namsiienzdesdlsznavlaswiutdadonivue o

29Adsznay (@9uaasluansnen 1)

@319 1 Factor Analysis 1891/238 luuiae

ﬂ"g:ﬁ’ﬂ Factor
Loading

38 1: N1335U3AMNINNITIALINAT (% of variance = 73.754, O = 0.822)

dfug”ﬁn'jﬁmﬁwaaﬂaﬁﬁmmw%’awﬁaﬂﬁu’%ms 0.878
dfug”ﬁn'jﬁmﬁwaaﬂmﬂﬁﬁagaﬁf@wmm@m 0.860
dfug”ﬁn'jﬁmﬁwaau"l,aﬁl,ﬁﬂamw@Taam‘maad‘u 0.838
1298 2: m‘s%’ui’mmtﬂuﬁ‘sm (% of variance = 42.005, O = 0.909)
swiehhumosuladmansautludymvauld mnaduddymiifaduannsldusms 0.900
ﬁm%a’hﬂrgmﬁLﬁm‘fuuufwuﬁﬂaaﬂaﬁa:gnLm""lmasi'mqﬁﬁim 0.897
ﬁuﬁn'jﬁ']uﬁwaauvlaﬁﬁuﬁﬁﬁ]:{uﬁ@’ﬁaumnﬁuﬁm%u’%miﬁvlﬁfuvlaiLﬂuvl,ﬂmwﬁmﬂm”a 0.872
Jads 3: nyFuFaadrii l@5u (% of variance = 15.295, O = 0.879)
ﬁuﬁwjﬂdfu"l,ﬁ%'uUsziwﬁmnl%u%n'ﬁ%’mﬁﬂaau"taﬁﬁumﬁumwﬁhUd'uﬁl,?mvlﬂ 0.874
ﬁuﬁmwdfu"l,@i”%'umma:mnammnnl‘*ﬁu’%mﬁmﬁwaau"[aﬁ@iumﬁ'uml‘*ﬁahmdfuﬁl,ﬁﬂvlﬂ 0.858
ﬁfuﬁmwdfu"l,@i”%'uUsziﬂﬂnﬁmnsl,“ﬁu%mﬁmﬁwaauvl,aﬁ@j’umﬁ'uLamd'uﬁl,ﬁuvl,ﬂ 0.775

11998 4: MIBUTHAMNAIAA (% of variance = 11.641, O = 0.860)

aujininsvinarashudeanlaiiduliauisuaansoienld 0.821

sujEninvinirasiudeenlaifisulaividuldaumeanguiasasleiy 0.821
G4 @ & a o o @ a_ . 4 & 1%

ndszaumsnizasaumIdefudaniumaanlatluninsndninenansaiia s 0.804

s 5: n133uanadialunslgermn (% of variance = 8.544, O = 0.718)

AWEINID MIwIumean it lalag lidasltanuneiaiuannin 0.813
ﬁuﬁﬁﬂiwﬁummml%mu%mﬁmau"taﬂﬁﬁa LD 0.808

@ R v v {dﬂqj ad ¥ [N @ Y
augamﬂﬁumaauvl.aumumauua:nmﬂmm‘luq\‘imnsn‘u‘ﬁau 0.737
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@13197 1 Factor Analysis va4ifa98luanudde (da)

ﬂ%?slﬂ Factor
Loading

a3 6: anaiionalozasgnar (% of variance = 46.178, O = 0.917)
ﬁu;fﬁnﬁﬁtﬁanl’ﬁmu%uﬁﬂaauvl,aﬁf: 0.843
dfuﬁuﬁﬁﬁmm:ﬁﬁ'mﬁﬂaauvlaﬁfﬁﬁl,t,ﬁ@”ﬁu 0.835
ﬁuﬁ”ﬁnﬁﬁﬁﬂﬁﬂa%@ﬁuﬁwmuﬁ’mﬁﬂaauvlaﬁf: 0.832
dfug”ﬁn'jﬂmiﬁ@§u1515'§aﬁuﬁwmn‘i”mﬁ'\aauvlaﬁLﬂuﬂ'li@T@ﬁuhﬁﬁ 0.802
Tasd 7: anaiBafiauasszuy (% of variance = 13.033, O = 0.860)
sSudainhudeanlaifiswdoniulasns 0.815
Sudainhumeanlasifiswdoninlile’le 0.792
dfuﬁadwiayjadmm"mmdfm:vl,aﬁ'lavlmaaﬂmn 0.786
sujndasanvlunislinuiudeanlad 0.776
o 8: n1335u3Uszlazwt (% of variance = 10.476, O = 0.720)
aujiniiudreanlaian Ulﬁﬁufﬁﬂﬁuﬁwmnifu nlauiimadanfnanwansdedu 0.804
aujiniiudreanlaian plsiauazanaunslnItevasfeiv 0.750
dfu;?ﬁﬂdﬂmﬂﬂﬁmu%uﬁﬂaauvlaﬁmﬂlﬁd’%ﬂi:%z‘i’mamlumﬁ%@mmﬁa‘i‘fu 0.683
dfu;?ﬁﬂdﬂﬂﬁagasl,uﬁ?m@‘ﬁaau"l,aﬁf’ﬁaﬂlﬁaiful,ﬁaﬂﬁuﬁﬂﬁasmﬁ'ﬂizﬁ'ﬂ%mwﬁaifu 0.605
Tasw 9: anaaslelumstasranniuaraanlasd (% of variance = 73.039, O = 0.805)
sudumliufiasdosudviansmnnusoanlaian 0.862
winandvesfiosn’le aundairudeanlatesdunitslusesmsnanezdonls 0.853
Mol 3 1audranei dudeiauilamanedafuiniasminnudraonlaian 0.849

5.2 NN3ILAIITHRANITIVY

mi'ﬂ@aauauuagmmﬁﬁ'ﬂluﬂ%ﬁ RET leafansiianedinnsnanasdaduactndine  (Simple Linear
Regression Analysis) LLaﬁﬁmﬁme:ﬁmimﬂaUL‘me%m (Multiple Regression Analysis) lagutiansaanes
sanili 6 NAN MUANBIzIBINTAUUUIAAIIL asaeluit

n&ian?i 1 HAMIATERANUFNNUTIzATIALUTDaTe ms%’uqumwmﬂﬁu’%ms (Perceived Quality) N
dusany MysuzanuLduss (Perceived Equity) wuIdanusunuslasasnuaiudsany lagnanisianzi
anvnaney lduaaslilARIdLlsBaTsinuaaulsanu ﬁiz@”uﬁfm?nﬂ”fy p = 0.000 (F,ys = 127.246) e
Aenziluneazidsarasiudsdas: szwuimsiuiaaniwnsliving dudamwuanisioianuduss ﬁ
seauide p = 0.000 lasanuiuulTuasdulianuriniusess: 31.70 (R* = 0.317) wasfdanlszansns
nanavaIRINYIBRs: (B) Wiy 0.706 (A9uaasluannef 1-2) SIg0aAfaINUNIINUNINITIANITNLAZINWITE
AneTafilansn i gﬂﬁ%fmm"@§umﬂﬁu’%msmnmmmm‘snﬂumwﬁfmmlumﬂﬁu’%m‘s ANNEINNT LY

mIundgnianiznin mysuladaefitae manszvinlildasls uldfsvawaduasninan (Bitner et al.,
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1990; Goodwin and Ross, 1992) f3anuidait nMsaavauas anuNnla wazanualalunszuaunmsliusansi

NN bas andnAvzdeiuiiuimaianuidusywdananniniiu (Berry et al.,, 1994)

TN 1 AadanTaATzinIsnanas (Regression) maamﬁufmwmﬂuﬁim

Model Sum of df Mean Square F Sig.
Regression 70.909 1 70.909 127.246 0.000**
Residual 152.689 274 0.557
Total 223.599 275
** p<0.05
mswﬁ 2 HANTIIATIZRNNTAnauLULUNG (Coefficient) maamﬁ'ujmwmﬂuﬁw
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta

(Constant) 0.628 2.721 0.007

NITUIANINNNTY 0.706 0.563 11.280 0.000**

R = 0.563, R2= 0.317, Std. Error of the estimate = 0.74650
** p<0.05

nfcjw?; 2 wanmTeEEaNAuNBIRRRINaulI8aTE 2 dauds MITuamninnslEuinng (Perceived
Quality) LazM33u3ANULTusITN (Perceived Equity) nueautsana mﬁuj@gmmﬁw‘%’u (Perceived Value) WU
fanuannuslasasinuaindsann lasnandasranvaanes lduaadlitduinand dareinuaaiudsany
ﬁim‘”uﬁm%'m?g p = 0.000 (F, ;= 60.888) Wadierefluneszfoavasiiulsoas: NLIIMITUIAUNINANT
Twusms Lmzmﬁ'ujmwmﬂuﬁsmLﬂu@”ﬁﬁmuﬂﬂ'\ﬁui@;mmm@i’{u ﬁsz@”uﬁsﬁﬂﬂ”ty p = 0.000 W&z p = 0.032
muiau Taganurnulsesandsauvinnudosas 30.80 (R® = 0.308) uazdenaudsziniminanasaassaudsy
5832 (B) WAL 0.104 uaz 0.467 ANEGL (FILEAIIUANTINT 3-4) DIROAARDINLNITNUNIUITTNTIVURS
NwiseMAgaTasilanan i ms%'uiqmmﬁvlﬁfwmgﬂﬁwfu ld3UHaN19LINAIMMNIILIAMNIN (Chang and
Wildt, 1994; Dodds et al., 1991) LLazmsa@wml"ﬁahﬂmaagﬂﬁwﬁﬁﬂmnmmé’ummmaamﬂﬁu’%mi LT L3R
AMANLEIN Laziin uen ‘%d’ﬂz‘ﬁ’lUlﬁLﬁ@ﬂ’]‘i{ﬂH’]gﬂﬁ/’]“fu m’sa@@hl“ﬁaﬂ'}uﬁauﬁ@ﬁug}ﬂﬁwfmzmmﬁuqm

U dl v oal s !
ifiuIlnalasuannida (Fomell and Wernerfelt, 1988; Reichheld, 1996; Woodruff, 1997)

TN 3 AalidnmaliemziniInanas (Regression) 1a9MITUFAmANN AL

Model Sum of df Mean Square F Sig.
Regression 43.3 2 21.65 60.888 0.000**
Residual 97.07 273 0.356
Total 40.37 275

** p<0.05
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017199 4 wanFAATzENIInAnasuLULUNG (Coefficient) 289N ITLFA MM L3

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
(Constant) 1.866 9.985 0.000
ANIIUIABATINANT 0.467 0.471 7.726 0.000**
MIIuUTaNUL T nsIIN 0.104 0.132 2.161 0.032**
R = 0.555, R2 = 0.308, Std. Error of the estimate = 0.59630

** p<0.05

9

NANTN 3 HANIAATIZAANNURFNNUTITRINIAULIDaTe mﬁu%ﬂmudmlumﬂ“ﬁam (Perceived Ease of

Use) ﬂ‘U@]'JLL‘L]i(?’I']ZJ ﬂ'J']N%’]L‘H?]Z’IE]‘HEN‘E“’UU (Trust) wmmmwauwuﬂﬂmm\mumuﬂmm I@]UNQﬂ’TE’JLﬂT]“"V\
0.000 (Fyo7 =
')Lﬂi'w‘lfﬂui’]UR$LBU@°IJB\1(§]'JLL‘1J'3665$ ﬁ]ZWU’ﬂﬂ'ﬁﬁUEﬂ'ﬂN\ﬁ’]LII%T]’]'EI“EJ']% Lﬂumﬁmu@mmmL%aﬁamaﬁ:uu

ﬂ’]’]&m@ﬂE]EJVLQLLﬁ@]\']l%L%u’]’WI’JLLﬂiE]ﬁi”ﬂ’]%%@@l’]LLﬂ’i@ﬂN ‘Y]‘S“’@‘]J%Elﬁ’]ﬂm p = 27.302) LﬁE]

A v o o o % o o o 2 A a a a%
NazauvadIAn p = 0.000 lasanudnulirasdulsauyinusasas 9.10 (R™ = 0.091) uaziisgulszAnins
Qs a ] Qs L { lé v Qs a
nanasvaInLlBase (B) WinAL 0.360 (A4uaadluansnef 5-6) TIRAAARBIALAITNLNIWITIHNITNLAZNUIE
MneTeen lanaa1391 anmsdns1vad Gefen et al. (2003) Laz Wen et al. (2011) wuiwmﬁuj’mmdfmlumi

1N uTLUFINAG AN TR 02893 U

TN 5 AFAANNTAATIZANNTOADEY (Regression) Ua4ANNYNLTaH V892U

Model Sum of df Mean Square F Sig.
Regression 14.459 1 14.459 27.302 0.000**
Residual 145.113 274 0.530
Total 159.572 275

** p<0.05
a9 6 HaMTIAIEENIsaRneLULLUNG (Coefficient) PoInNUTNL T avedsUL
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
(Constant) 1.794 6.124 0.000
mysuianuhelumsls 0.360 0.301 5.225 0.000**

R =0.301,

R’ = 0.091, Std. Error of the estimate = 0.72774

** p<0.05
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nq'aﬁ'i 4 HanTIeTzReNUFNHRTEnIaLLEaTE 3 duds mITuanud olun3lgu (Perceived
Ease of Use) anuiidiafianasszuy (Trust) uaznisfinguninuaania (Confirmation) nu@audsany URERITF
Useloml (Perceived Usefulness) wuindanuauwnslasassnuaindsany lasnanmsianzdianuoanasldiand
IiAuinaudsdarsiuuaaiudsanu ﬁi:@”ﬂﬁfﬂﬁ’]ﬂ”ﬁg p = 0.000 (F, 7, = 79.726) Watnedlunoazuavaa
wUsdasz azwudimsiuiannuitelunisldnu AN LT D 0T89TEUY uazn1TEusuAINAIanss tnan
ﬁ’mu@mﬁ'ujﬂsﬂwﬁ ﬁsz@”uﬁfuﬁm”zg p = 0.000 p = 0.004 LA p = 0.000 AN AL lasANUEBLLTVRIAILLT
aanfLSasss 25.70 (R* = 0.257) uazienaudsziniminanasvassaudsdass (B) iy 0.219, 0.149 uaz
0.219 UL (FILEAIIUAITT 7-8) DIFDAARBINLNINUNINITIBRNTINLAzWI e AEaTasf lanana 1
miﬂaw%’m:uumiaumﬂl,ﬁﬂmﬂﬂﬁ%’mjﬁnnﬂizaum‘srﬁﬁﬁmaaé’lﬂ? dwinszuyhifianududaunagllidals
anunsulunsldnuszuy aztissduayulufanisivilslomilugan Boazgenaliiianisnansy
mﬂIuIaﬁmaa;dulfﬁl,l,a:;d“lfﬁl,ﬁanﬁaﬂ‘*ﬁ’mm:uumﬂﬂfu (Venkatesh, 2000; Chang, 2008; Chiu et al., 2009; Wen et
al., 2011) NNNIAN®IVEI Wen et al. (2011) wmfwmsﬁuﬂ'ummm@m”aﬁ?udaNamamﬂ@iamﬁuiﬁaﬂiﬂmﬁ

= ] ' ' s & & :’ a v 6al v
LLazﬂ'J’]N‘WGWﬂIﬁ] Sﬁwzaawa@]avlﬂ mmwmﬂﬂumimamaumaauvl,auaﬂmﬂ

719N 7 AFdAMTIATZRNNTaanay (Regression) maami%'uiﬂsﬂwﬁ

Model Sum of df Mean Square F Sig.
Regression 27.462 3 9.154 31.423 0.000**
Residual 79.238 272 0.291
Total 106.700 275

** p<0.05

TN 8 HAMTAATIEEMINanasuuuLNG (Coefficient) 289m 330 UszloT

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
(Constant) 1.831 7.502 0.000
mysusanudielumsls 0.219 0.224 3.972 0.000**
ANNINLTBNBVITTUY 0.149 0.182 2.940 0.004**
MTHULTUANNAIARII 0.219 0.250 3.952 0.000**

R = 0.507, R2= 0.257, Std. Error of the estimate = 0.53974

** p<0.05
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n&juﬁ 5 NANIIALATIZRANNFUNUTIZNIN9ALUIBRTE 4 62uUT NITTUTUAIINATANIS
(Confirmation) mﬁufﬂiﬂwﬁ (Perceived Usefulness) mi{ujﬂ’nmﬂu'ﬁi‘iu (Perceived Equity) LLazmﬁﬁJj
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Model Sum of df Mean Square F Sig.
Regression 83.797 4 20.949 114.864 0.000**
Residual 49.425 271 0.182
Total 133.222 275

** p<0.05
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Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
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MITUTAUAIN AT 0.265 0.343 8.210 0.000**
R =0.793, R2 = 0.629, Std. Error of the estimate = 0.42706

** p<0.05
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Model Sum of df Mean Square F Sig.
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** p<0.05
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Abstract

Nowadays, Internet is becoming more and more important on everybody life. Especially, it is a significant
channel for searching any information including online transactions such as online trading. The advantage of
online trading could reduce travel time, operation cost and access to service in anywhere and anytime. However,
in fact users still have low level of trust in online transaction use as user cannot interact with the service provider
closely. Therefore, provider should realize the importance of service quality to increase level of trust in online
transaction use including customer satisfaction from using website.

The research tool is questionnaire survey, which develop from literature review including assessment of
content validity and reliability of research. The data was collected through a questionnaire by using a total of
379 respondents, who experienced of using retail website in Thailand. The result of this research shows that the
electronic service quality factor has a statistically significant positive impact with trust and satisfaction and affects
the intended to use of the retail websites. This means that electronic service quality (ES-QUAL and E-RecS-

QUAL) of retail website is appropriate for reflecting the quality of service on retail website in Thailand.

Keywords: E-S-QUAL, E-RecS-QUAL, Electronic Service Quality, Trust in Electronic Commerce, Electronic
Satisfaction, Technology Acceptance Model (TAM)
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11998 Factor

loading

1298 1: @NANUILENSAIN (Variance= 72.846, O = 0.906)

] a 1 3 6 v =l =1 =4 o ! a U
muﬂmwnuvl,smmﬂaﬂumwmmLiﬂumimgimmmﬂaaum 0.876
viudaiulodanvanianumasilunsdnlfnulasmiuaasns 0.874

1 a 1 3 6 v a a v .:i o a 2 A v ai v Y
muﬂmwnuvl,smmﬂaﬂmmﬂmmﬂﬂ'nuam’mlumsmaummamagaﬂﬂimaams 0.850
riwdAaiiuladduanimaosayaniananangmunzay Hodamidunuazldng 0.842

a A 1

vinudaiiulodaUanianyazaindanisdn lnanraIn®aty web browser 1%% Internet
0.824

Explorer, Chrome, Firefox, Safari i’;&lﬁdﬂqﬂﬂirﬁﬁaﬁa
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719N 1 Tadenlaannmsienszviesdsznay (da)

1298 Factor
loading

a9e 2: maussailmang (Variance= 80.430, O = 0.919)
vnudaisulodauanaansnliusmsldainsdadiosliguman 0.907
riwudativladduanduszininmwlumsiudayadieg 1w %’uﬁagamiéﬁsﬁa nnglFule 0,900
ashwimﬁamm:uamwm‘fmgavleﬁ”ash\‘lgn@i“ad '
riudAaigldmansndnlsnwivladddanldasaam 0.892
vhuﬁmwaﬁ'wﬁﬁ'lﬁmmsmmmmL’?uvlsnﬁﬁwﬂﬁﬂﬁmmgﬂﬁaaLLajum B NNTLEAITIEAITANT
Y . < & 0.888
FITONIDYAAIYDINIRITE
11298 3: AUNIBUVDITLUY (Variance= 78.934, O = 0.865)
riwdAadiulodduandszanawlumsudoyadng g 1w %’uﬁagamsﬁ'ﬁa nnglnuld 0016
ashwiaﬁaaua:ua@amﬁagﬂﬁarngnﬁaa '
vnudaisulodauanaansnliusmsldainsdadiosliguman 0.887
riufahlmansndlinuivlsdaddnldanaaia 0.861
7938 4: ananiwamaa (Variance= 77.673, O = 0.903)
riufaiivladduanlddamsdoyasuyanavasgldnuliny Lﬁuvlmﬁﬁ§aqﬂﬂa§u1@ﬂvlajvlﬁ§'u 0,004
anubusanangly '
'ﬂ'mﬁm']L'?U"L%T@T’]ﬂﬁﬂvl&iLﬂ(ﬂLwu*’ﬁagawqﬁmmmﬂﬁmmaa;&"l“ﬁ [ MIRUINEREN MIFITe 0921
fuenuiulod '
e iuladduandzusinmanudsannis wu natsauldasedy Bdlsuas Budunaunis 0,560
Iau '
muﬁﬂ'jﬂﬁuvlmﬁﬁﬂﬂﬁﬂﬁmiﬂaaﬁuﬁaQamamn’iummQ’Lﬁf |7 ToyUAILAIAR 0.792
11298 5: nN13nauanay (Variance= 87.845, O = 0.930)
Ynudandsesnemsmiiunmsauiua lunTdaua L uns %o liasimuanudainisasng
ANNTEN 0950
ynufanmansodnauefisarwivlodendanlunsdnaudfomonie iaraunemisite
VL(;T 0.935
ynufaninmssudssiumisigoussnsasaudiannmslausmsaausrwiulodendan 0.926
112998 6: N13BALBY (Variance= 84.987, O = 0.910)
thﬁmwﬁmimLwlﬁﬁ'uQ’L‘*ﬁmuﬁamnﬁ@msdoﬁuﬁﬂﬁﬁﬁamm’?u"lﬁn@?ﬁ'lﬂﬁﬂd'}%’]ﬁ]’mnmﬁ
G 0.967
Viﬁuﬁmwﬁﬂ'ﬁ"ﬁﬂmﬂﬁﬁur;d”lfﬁmumnﬂﬁﬁwmuﬁﬁ@wmwamf?uvlfn@?ﬁwﬂﬁﬂ 0.901
ynudairdnsusmsiu-sedudiadasdsfuniafousuiaandefanaavaiulodardan 0.897
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719N 1 Tadenlaannmsienszviesdsznay (da)

1238 Factor
loading
1998 7: 789N19N19AAAD (Variance= 81.256, O = 0.884)
| a A o o A o A AA o A o ' = & v
ufairasdiiminalwuinmsseunuluniddvesssoniodywimslsauwdis guaaiuloddn
) 0.916
1JAnN19 online AaaaLIAN
viﬂuﬁmwma‘ﬁ‘*ﬁadmﬂﬁ;ﬂ’[%muﬁuvlﬁnﬁﬁwﬂﬁﬂmmmLLu:'ﬁn TN AR LT RIRILNITWAIWN
U 0.907
wazd Ty iulad
1 a 1 3 6 v a a v 1 a 1 d' [ A L% = - s A
riwdaiiuladduanaisiidoyatesmalunsdadaietiontegldnulunsdidessdinie
o o 0.881
T lunslgaw 1w e-mail, wanaauInsdwg
% 4 Y a a & a
11298 8: AaLTaNwl I e lwn1IN Mz dLanNIannd (Variance= 83.564, O = 0.900)
vinwanunazlsusnislunmisedefuarannivlodandan 0.932
viudaiIulodamuaninisldusnisiingsete 0.924
riufaiivlodduanldanusdgnugndlunmslduinng 0.885
Y] A & a
17298 9: AuNanala lnszuudiannsawnd (Variance= 87.454, O = 0.928)
vinuwsnalanarasdefumewIvlodmuan 0.951
vinwAaaunInalaanusnsvesivlodalan 0.935
B L@ iU an &IN50 9 0 UEkaIANNFBINITIRINYITUAUATLRZFITOFUAT 0.919

aﬁmamﬁmﬁ:ﬁiayjaﬁﬁvlﬂLﬁ'mﬁ"u;j@ammuaaumwaomjmﬁamuﬁmﬁawud'}mﬂmy'LﬂuLWﬂmjju
drwan 260 an Aaldusosas 69 uazilwweay 119 au Aafluiasas 31 Hangatizning 26-30 T 1wan 144 A
Aarlluiauas 38 Ins@nuluszaudSawnal s1wiu 262 aw Aarduiasas 69 uazdodwidunwninaw
UIENLANTH I1%I% 209 A
52 N1TILATIKRANITINY

msmaauawﬁgmmﬁﬁ'ﬂm%ﬁ ﬁa‘fyl"ﬁ?%ﬁmﬁzﬁmimnam%uﬁmﬁm (Simple linear regression) Wa
MYNATIEAMINANBLNAAM (Multiple regressions) laslden p-value fiauniiniawriiy 0.05 udainwue
fudAyneada lasuimadinnefoanidu 4 du cunseuuwiRan1sIsuasi

§Aui 1 Namﬁmm:ﬁmsnmaﬂL“’fmwngmuamlﬁﬁmwﬁLLﬂSSm:Qmmwiumm%msﬁﬁﬂmaﬁﬂsﬁm:
mﬁ'uj’mmazmnlumﬂ“ﬁmuﬁmu@@ﬁLuhmumwL%au”ﬁvl.ﬁ”mﬂﬂumsmtﬁ‘*ﬁﬁﬁLﬁﬂﬂiﬂﬁﬂﬁﬁi:ﬂ”ﬂﬁfﬂéﬂﬂ”ﬁg
NWERGT Fpgrs = 229.176 (p=0.000) Fasnunsnadinsanuriuuisvasaudsaslasanas: 54.9% (R°=0.549) 1ila
AenedlunoaziBuavasdiudsdarznohounwlunminsdidnneiinduaznisivianuazaanlunisling
dudrinuannudesinlindalunsmddtiinnsefindfiszauivd Aty p= 0.000 waz p = 0.020 (Asuandlu
@397 2 uae 3) Gﬁaaa@ma”aaﬁ'umuﬁfﬁ'ﬂiuaﬁ@wuthqmmwlumw‘%ms&ﬁnmaﬁnﬁmNm‘”ﬁamﬂ@iaﬂ’nm‘%"aﬁﬁ
Talauazanuiswelavesfldnu waznsiuianuszainlunisldnuannisdnsuuuiinasnisansy

LﬂﬂIuIaﬁdawalﬁ;ﬂﬁﬁ@mwm%aﬁﬂ (Gefen and Straub, 2000)
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AN3NN 2 MREAMTIATITARNNIINADBYY aoﬂaa”mqmmw’lumiﬁmsﬁLﬁﬂmaﬁﬂéﬁm:

mﬁufm’]m:mﬂlumﬂ“ﬁ’muﬁdoNa@iammL%aﬁu"ﬁmﬂamiww sl

Model Sum of Squares df Mean Square F Sig.
Regression 207.336 2 103.668 229.176 0.000
Residual 170.084 376 0.452
Total 377.420 378
*0<0.05

a3197 3 HamIATzEauNInanasasfatsgmnwlumItImIBiinnsafinduas
ms%’ufm']uazmﬂlumﬂ%\imﬁmNa@iammL%aﬁﬁvlfi“mﬂaﬂ’lswwrﬁmﬂ’
Model B Beta t Sig.
fnasf 0.503 2.351 0.019
qmmwmsu‘%mié‘lﬁﬂmaﬁﬂﬁ 0.755 0.641 14.140 0.000
mysuianuazaanlunslinu 0.142 0.143 3.144 0.002

*0<0.05

R= .741, R’= .549, SE= 67257

U 2 HANTIATIZRNNTNADDULTILRULALILEAI AL AU LL&JiSaizqmmWIumsu?mﬁLﬁﬂmaﬁﬂﬁ

[ Qs Aa a { Qo L o Qs aa § &
funadndsauanuiswalaluszuudisnnsafindnszauipdauneadan F ., = 332.240 (p=0.000) 49

suInasusanuiuklasdud TN laTouas 46.8% (R°=0.468) ladinnsilunsaziduavatdiulidase

wuhgunwlunsuimadildnniefinddudrimuaanuiswalaluszundiinniefindnazauibddy p= 0.000

Y { = v @ a o ' a a a
(ﬂx‘lLLﬁ@\‘ll%@l’ﬁ’]\‘]ﬁ4 e 5) fnma@ﬂaaaﬂumma}ﬂluaﬁmau Jeon WU’J’]QMﬂ’]Wﬂ’]SUEﬂTEBLgﬂﬂ‘ia%ﬂfﬁ{“ﬂad

A ldfinaidinindanisiuiamninuazasmaiuande lUdianuianalazasliuinig Jeon, 2009)

ANT19N 4 @haﬁﬁﬂ'}ﬁlmwzﬁauﬂﬁn@nawaaﬂﬁm”yQmmwiumsu’%mié‘L§ﬂmaﬁﬂ§ﬁdowmia

=S Aa & a 6
ANuNInabalwIzuuBLannIaing

Model Sum of Squares df Mean Square F Sig.
Regression 184.556 1 184.556 332.240 | 0.000
Residual 209.420 377 0.555
Total 377.420 378

*p<0.05
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AN3197 5 NANITALATITHFNNITOADALY mﬂafﬁ'ﬂﬂmmw‘l,umsu%mial,é?ﬂmaﬁﬂé’ﬁd\iwa@ia

=] a & a 6
anunIwalaluszuudiannsafing

Model B Beta t Sig.
fash 1.060 4.671 0.000
qmmwmm%mﬁuﬁnmaﬁn&? 0.823 0.684 18.227 0.000

*<0.05
R= .684, R'= .468, SE= .74531

§uN 3 Namﬁmi’]zﬁmmmaﬂL%angmuamlﬁLﬁudwﬁLLﬂsSm:mmL%au”uvl,'fmaslﬂunﬁmtﬁ%ﬁ
5Lﬁﬂmaﬁﬂ&m:mﬁufmma:mnlumﬂ%muﬁmu@ﬁathmun13§u§ﬂsziﬂ°nﬁﬁs:®”uﬁ'ﬂi%'m”tgmaaﬁﬁﬁ Fy 76
A A @ o ) 2 { a
= 330.318 (p=0.000) GIanu1snafuANuELLUIVRIRILYSANldTasRT 63.7 % (R°=0.637) LHaTiaTnzAlu
5'1ﬂa:LﬁﬂmJawﬁLLﬂs'ﬁai:wmwQmm‘wlumiu%ﬂﬁﬁLﬁnmaﬁﬂeﬁm:mﬁu;&”ﬂmMa:mﬂiun'ﬁl%ﬂmﬂu
o o A < A €a & A ed o o o @ & o o A
grnaauTadwlumIM dngaiannsafingnzaunaian p= 0.000 NIxaITa9e (AILEAIlAITIN 6 Las
P o o a o a A ° o a ' A < o o o
7) maa@ﬂaaaﬂumunﬂlua@wﬁﬂmLmumaa\mﬁﬂamumﬂIuIastmwmmmiauu"lmwlwa:misugmm

szaanlunsldnusinaBiuandamyiufszluzil (Gefen and Straub, 2000)

AN 6 ANRDANIIIATIZRRNNNIDAD082ITIFLANNTaN W LI lam I s aLlannIainduas

ﬂ’]i%'Ué’ﬂ’J’INﬁ:@]’sﬂl%ﬂ’lﬂ"f\‘]’mﬁdNﬂ@iﬂﬂﬁi?ﬂfﬂiﬂﬁ"ﬁﬁ

Model Sum of Squares df Mean Square F Sig.
Regression 250.900 2 125.450 330.318 | 0.000
Residual 142.800 376 0.380
Total 393.700 378
*p<0.05

AN 7 HANITIATIZHRNNINANB8Y8ITUANNTaNY LI lam I g alannsainduas

mﬁ‘uim'luazmniumﬂfmudaNa@iamﬁufﬂi:‘[wﬁ

Model B Beta t Sig.
fnsi 0.914 4.947 0.000
anudaiulindamswndiaddidnnseiing 0.409 0.401 | 10.720 0.000
mssuganuszaaniunsldnm 0.511 0.503 | 13.443 0.000

**0<0.05
R= .798, R’= .637, SE= 61627
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faudl 4 Namﬁmiw:ﬁmmmam%awnﬂmmmlﬁﬁudmﬁLLﬂiSas:mwL%aﬁﬁ"ﬁmqlaﬂumiwwﬂﬁﬁ
dlannsefing masvidszlond mysuianuazaanlunslinuuazanaianelaluszuudidnnsefindiwuady
wdsanuawdenslEnuissduiu@dynasian £y, = 107.110 (p=0.000) Famu1snasunoaMuEwLLTIad
mudsamuladosss 53.4% (R°=0.534) Liedianziluneazidoavassulidasznuinanudasiunlinedelums
wdrdaiannIefing n3fuidazlosd mytuianuszainlunslinuuazanutanalaluszundidnnsaiindidu
@T’aﬁ’mu@me@iamﬂ%@mﬁszﬁuﬁﬂé’m"’ag p = 0.030 p = 0.000 p = 0.080 Uaz p = 0.000 (Fsugasluasef 8
uaz 9) Femaansaanuauistluedendnmuuusisasmiseniumaluladnwuinenudasulinge URERITr
Uiﬂwﬁuazmﬁug’mwua:mniumflx’ﬁmummm"ﬁamﬂ@iammmmﬂ’ﬁam WONINIUWNKITLVDS DeLone LAz
McLean wmhqmmwmm’%milﬂuﬂﬂﬁﬂﬁ“ﬁaﬂdamalﬁpﬁﬁmmﬁﬂmmﬁdwalﬂ%aa:ﬁ,ﬂﬂ;jmnﬁwﬁummmm

R &
aslalduaunndu (DeLone and McLean, 2003)

39N 8 ANRAANITIATITARNNNIDANBLYBITuAN TN K LI lamswdiadaiannsaing

mﬁ'ujﬂ'nua:mﬂlum'ﬂfmu ﬂﬁ%’ﬂfﬂiﬂwﬁl,l,azmwﬁaw alaluszuudiannsafindainadaaauidanslsan

Model Sum of Squares df Mean Square F Sig.
Regression 180.731 4 45.183 107.110 0.000
Residual 157.766 374 0.422
Total 338.497 378
**p<0.05

AN 9 HANTIATIZHRUNNIDANDLVBITIILANMNTaN U LI lam I s Biannsaing

n’15§'u§mnua:mﬂlumﬂ’ﬁam ms%’ufﬂiﬂﬂ’ﬁﬁuazmmwdawakﬂm:uu&ﬁnmaﬁnéﬁaNa@iammm@ian'ﬁl’ﬁum

Model B Beta t Sig.
fnsi 1.242 6.175 0.000
anudaiulindlamswndiaddidnnseiing 0.160 0.169 3.038 0.003
anuianalaluszuudiannsefing 0.247 0.266 3.640 0.000
mssusselomd 0.165 0.177 2.659 0.008
mssuianuszaniunsldnm 0.197 0.210 3.934 0.000

**p< 0.05
R= 731, R’= 534, SE= .64949
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