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Abstract

The objective of this study is to examine the factors that influenced the intention to purchase monthly
makeup subscription box. This research is quantitative research which applied Hedonic Motivations, Brand
Awareness, Electronic Word of Mouth, Desire for unique products, Perceived Risk, Consumer Innovativeness
concepts, and Theory of Reasoned Action Model as a basis for developing conceptual model. The
questionnaire was distributed to 448 respondents who age between 18 to 60 year-olds, live in Bangkok
metropolitan region and experienced in purchasing online beauty products. Data was gathered by online
questionnaires and computed with the statistical program to determine the relationship of factors from
concepts and theory as mentioned previously. The results of this research indicated that factors including
brand awareness, subjective norm, consumer innovativeness, hedonic motivations and attitude towards
behavior positively affect intention to purchase monthly makeup subscription box. Moreover, the factor which
directly affects attitude towards behavior is desire for unique products while the desire for unique products is
directly affected by subjective norm. Even though electronic word of mouth not directly impact intention to
purchase monthly makeup subscription box, it indirectly impacts intention to purchase through brand
awareness. Moreover perceived risk not significantly impacts attitude towards subscription service because

people nowadays get used to online purchase and have a low level of perceived risk, as a resullt.

Keywords: Attitude towards subscription service; Purchasing online beauty product; Intention to purchase;

Monthly makeup subscription box SEPHORA PLAY!
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AUNAFIUA 5: iauadd an1saainssn18nlsuInirsmdeuussanwasrnngudwdsgananyuanea
Awedledandasniasieruyygy

Auilnadumwildunzldnifudwieandud it liawesgdvafionnalumoanvesdian dude
S ~ @ o o= o A v A& @ & A = ~ o A A a o a o
Auslnadszaumsiiitiinnulszadlanseuasasfudriidwenan watiannnasduwililu N dafudndal 4
a Aa o { a [% @ [ e . P2
vinsndiagUszsdifaiaiueienwane e sauiad uaznMwan witdadiau (Tian etal. 2001) TI&11130

ﬂq/’ a v t;‘
GIGE‘TNN@I‘?’]%VL@@G%

AUNAINA 6: N133UF I NULEFIA ldnTauRTasaU T Iuansneidina N1y nd anaundaani s
FuAIFNITN lTUTMITIE oY

o A A a v ok Y a o da Y & A v A o & A

Huslnafdnisitiimnudeasdidarensasfudmduenany ol Sumlduidanudaslalun1ide
ﬁu@i”m%‘al‘*ﬁu?maﬁgoﬂdw;Eu?‘[mﬁwlajﬁ Hiuasansiiviaunddanndnssuiauasanswannngusndds (Kang
and Kim, 2012) I@Uﬂﬁjuﬁwdﬁaa:ﬁﬁwﬁwa@iammﬁ@maoqﬂﬂa mn%’uj’hmjuéﬁdﬁovl,@i”m:ﬁwwqﬁmmﬁfu ad

@ o

£ v o aa Ié Qq// a X
wwliuadasa Az (33300 T5uzdws, 2548) Gamaninadauaaguldasii
AUNATIUT 7: GNFWaIINNGNENEI SN 1ILINGaMITUIN I NNLhza [easaua sesaue iy
tonanwol

o A a o o & o a Vo A a X o o A
Auilnadszauanuaznindanaanriludiay uazain uiueunianvazfiadu iunissbianuies
p83yana lasdarwidenlssnuanuaslanizyinwg dnssn iuthdbviauaddenn@nu (Cunningham et al.,
A a o ' ¢ & ad A do = v v, A A '
2005) lagn1safudcmdasmsaanlat iluiTmadenyuilnasigidenuisinaiolszms iu anu
d 1 a v { { ] Y A v { YA A v ] { | U A
\FosanmInndsium amuizies Wdsuium audssnnnislesuiuwinaliasanmwinaas iudu 99
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suInaIsNN A ldadn
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v A a A a o deg a o LA A o L Aa ' a oA

Auilnadussydlalumsdefudnidunto nsilwiniaanfudnlnd Adenuuandsnniduannnine
ﬂdgﬂLLUUﬂﬁiU?IﬂﬂﬁLﬂ a1ilu (Steenkamp et al., 1999) IiaaneaNnuaaIMIsLFInd guinanlutia lasdarw
o o A& o & o oA A a &, & v A
dasnivasamaaiunaridamisanuduendneilindeulas Sadeuendugudnardlumadadule

o a 1 o 1 & qu a Y X
nszwg@nssuannnhmsnszensausiwinn Seeansnassuaagnlan i

AUNATIUT 9: N133UKION T Ve UTInAFIHaILINdan e ladendenaTasda ULy

Ao Aa o
4. 25019799
A v tgl’ Q =~ v 1 Q 1 Ad U tﬂl Qs 1 a lé < ‘llldl

nwitpilainudayannndudagandangszning 18 - 60 ‘nmﬂmagiungamwLLa:ﬂmmma Darfluein

danwanlalun1stedudiasesdansuasduszaunisoidseLa %‘aaﬁ?mmm%‘awﬁmﬁmsﬁﬂWEaﬁfsmwﬁaama
& v A& A6 A o & o @ ' A °

aawlath a2 mmuaaumﬂugﬂLmuamﬂmaunamuaammaau"l,au F1uIu 448 ngueiacg Tapdn1snin'ly
n1INa aauﬁ’u@m AULLURAUDINEIIWINTI1I% 30 A% %38N13%1N Pilot test tNaHUHUWINLUL FALDIN
TaLanuaziinla bade Lﬁ‘aﬂi:Lﬁuﬁamwﬂm%aﬁammLmuaaumuﬁamﬁuﬁagaﬁd

5. Wan1329¢
51 MINAFIUTAANMITI BT UN19FAR

ﬁagaﬁﬁ'@LﬁummjuGﬁamdﬁ]:gﬂﬁw‘lﬂﬂ@aau%gam@mU (Missing data) N13n3z18uuuUné (Normal
distribution) W39 NMINAFALWL I Vlajﬁia;gaf%aulﬂmwmﬁwsl An13nszansuuudn@ N nNsIaa NN AN NLY
(Skewness) tiwuhdayasmlngiddraaniios uddiuanuasnd Aadenanutlaiiu 1 ny@nlaifin 2 ol
Twnmsinoensule Taswuinnuwnasifmwuenanue agnglsiona AIvtldnuadalnd $1uau 1 daey
LUURDUDN &%iayaﬁﬁaﬂﬂﬁ@?ﬂma aaﬂﬁﬂﬁmﬁ'aﬂa;mﬁaﬂﬂaﬁﬁ’]m’?l,ﬂﬂz‘ﬁﬂ%éuﬁ‘hmu 447 A%
5.2 M5USHARAMATLINAZANNATIVBINUSDUAN

NWistiinaseuaMndederasuusamY fenFILasEResdilsin ey (Facor analysis) LAanagoy
52@UAINATITBILUURELDNY (Validity) lapvnisnasan KMO (Kaiser-Meyer-Olkin) 1iaas7agaunqna
mmmmaamﬁmﬁamd lagldAruainmsi tiinaisdauinnin 0.5 mmﬁwm@mju AR R REY
ANNZEN LaSN1INa§aY Bartlett's test Lan319 80U aSNan auWMED a9z nyind waasnanans o
wiald lasdraidalsazdvodmannieai @ (Sig < 0.05) wananit 5916 HN1TNA FO LA BT 8
LWUURaUDNY (Reliability) 99nn153 AT Renaulzan3 Cronbach’s alpha auinmsinmunaldenfsay o'l &
YaIRIEAAARD WINNT 0.7 (George et al., 2003) D9faLdusnfnans N nIUMITIsBUUY Basic research
lasannIneraunuNdfmany 3 ﬁaﬁwmwﬁ"l,&ichummeﬂuﬁaaﬁﬂwﬁumﬁm‘mmﬁuﬂm F381n1790
iaﬁﬂmuﬁdﬁau’«a:ﬁﬂmﬁuﬁaga a7 1 uaasenaAduaIndazaauy g lueudsoil
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{ { { e a | a a%
@13197 1 dads dndssiuuanasgu nineswUsnausasagulseinsuaarh

YBIATOULNAVDINILUINIANA

1298 AmaY | andasiun WIRWN

NP0 a9Asznay

12289 1: umgﬂm%aquw%ma (% of variance = 8.710, Cronbach’s alpha= 0.776 )

aifuﬁﬁmwﬁﬂLwﬁmﬁas’ﬁam%‘aaéhmammiadmaaauvl,aﬁ 4.35 0.778 0.757
o ' & A Al ° @
AWRINIIDLANUITEFUMIMITaLATD IR D1 900% Lo th A
) . 4.23 0.898 0.785
LN DUUD I b
{ o o, ' X { ° ° @ aX
Lﬁaaugﬁﬂ el ms%am?aommaaauvlaﬁmslmauu%ﬁnmu 3.79 1.148 0.558
AUMNTNAAMIUNTUGLATDIFIONAFATNMITONW
. 4.26 0.940 0.607
aawlat
o A A A A ° 6 o A A
andanusrlumadendainsasdiansoon latlvnaumnse
L o 3.94 1.030 0.675
AWIUATALATIVDID
' v @ A A o & Aa
TAURIBUINLED DU TOAITDIFD1I00W I BAaUNTaA AN | 4.49 0.822 0.516

9381 2: anawBafazasnsiaasuuuihnadathnalannsannd (% of variance = 6.038,
Cronbach’s alpha = 0.671)

= v A

o o A A v o o Aa
SWINEUFINNAMARIL wiaaulnaaaus i 1 lu

R 465 0.651 0.596
Autnasiiia

suinUInwandaudunihfiud Liluduinesiiia 3.33 1.253 0.762
dfua]‘ﬂmiaga%"?aﬁuﬁwﬁgnﬁﬁﬂuﬁu‘%"’?ﬂﬂuﬁumaﬁﬁm 4.60 0.702 0.734

o o A A A A @ A A Y v Aa a v
sudnazndeialufinigndaudu niaaulnmauiTauem

R 3.99 0.928 0.662
Tudunasiiia

112981 3: mﬁ?’ufﬁomi’]auﬁﬁ (% of variance = 7.163, Cronbach’s alpha= 0.874)

AUFULAUNTUULTUA Sephora 3.73 1.220 0.829
AUFINUUTUG Sephora Aaudnd 3.50 1.200 0.846

AUENUITOLUALETANNFNITZAINUUTUR Sephora NUTIH
3.66 1.289 0.754

dl [ U 1 v
LATBIRN ﬂ’]x‘i@l LL°].IGVL(71
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{ { { e o | A a%
@13197 1 dade Andesuunnasgu ininesddenauwasasul s Suaarh

P8IAT0ULNATBIAMUIIINUG (618)

11298 Amay | andasun WD

AP N agAilsznay

2981 4: NEmARADNTANATINB A IBUINIT B @ (% of variance = 7.362, Cronbach’s alpha =
0.894)

suiananumausannneiae (i Netflix, Spotify,

o o 3.96 1.149 0.887
Fitness first L1e )
andaInsrNas Jusuinoifauduainuaana 3.47 1.111 0.897
DWAUAINUNITUANRINTNTILA DUNNLAD Y LNDWANN
P : 3.82 1.156 0.866
FIFUA/UININAUNINAL

112981 5: aﬂ%wamnﬂ@:a\l 21929 (% of variance = 6.543, Cronbach’s alpha=0.800)

ARUNITNRINATOUATIVIDUAAIWIUFING 3.88 0.943 0.722
awinazynaInanlulmduadiaodaindugang 3.29 1.004 0.848
o o o A A A “ A 1 & A 4da4a

AUNNLMNFINNDUVIRUAAI LT UFING 3.62 0.705 0.873

o A [ a { @ Y
Tadaf 6: M350 3HvaNuLszaIdla asauasasanaiidwanansol (% of variance = 7.828, Cronbach's
alpha =0.758)

dfugﬂﬁa@]@ﬂmﬁuﬁﬂﬁmmn Forduawa i Lmd anandn 3.74 1.104 0.702
dfuﬁumiﬁuLﬂugﬁm’]ﬂndmﬂu%@nmmfu 3.13 1.133 0.734
AUTOUNAAN UM NI AN DR (Custom-made) ¥1NNINNIA

e 3.82 1.020 0.600
BYUAD (ready-made)
dfuﬁﬂumqmﬁ"[ﬁmaumaﬂuﬁaﬁﬂ wAug9 LNl 3.95 1.067 0.649

112981 7: ﬂ’li%ﬂﬁﬂ%’lulﬁm (% of variance = 5.937, Cronbach’s alpha = 0.672 )

“ A . A I vaAa v 6 Ao '

auwdandmudullldnaueaanlatas danu e liase
. 4.16 0.830 0.779
ANNANNADIMS

awnTuaIan i Alan LAl AnnS asw Ha R e oot lath
. X 4.46 0.774 0.785
flauda

dfuﬁ@dﬂﬂﬁiﬂiaﬂﬁayaﬁmmﬁﬁm ENwd e lilaaant 3.87 0.951 0.645
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1 1 1 v ) . @ . A€
@13°97 1 el dudoaununasgu ininasdUenauazagulss fnsuaavh
P8IAT0ULNATBIAMUIIINUG (618)

11298 Amay | andasun WD

AP N agAilsznay

o981 8: MITURIANTINVBIALILAA (% of variance = 8.208, Cronbach’s alpha = 0.896 )

lunguiianvasau dusulaniasianseanmiteniige 269 1.349 0.846
5%3]?1%1:Lﬂuﬂuq@ﬁmﬁ;fhﬁm?mﬁnmoaarﬂmj 2.51 1.341 0.828
wadinIavsdanveaning dfmzlﬂuﬂuq@ﬁwﬁsﬁa 2.85 1.322 0.858

12281 9: m'luﬁaia%amiaom%aoﬁ’nmatmmju (% of variance = 7.914, Cronbach’s alpha = 0.863 )

s [ = 1 A o !
AUAI1TaNADLATBIFANILLLFN Sephora PLAY!

Co TS 2.84 0.958 0.845
meluszpziianlaiu 3 @audnanin
A v o A ' A ° '
Fuurlda7n auazdensadlniasfmadLLUUEN Sephora

A 3.22 0.887 0.895

PLAY! meluszoziaan lihin 3 1haudansin
> 1 =) 1 =) o 1
AUAIATIDNVLTONABILATDIFI1ILULEN Sephora PLAY!

o R 3.49 0.910 0.789
muluszoziianlaiu 3 1@ audnanin

5.3 anumkeN19L3zEINIAMEAIVBINFNAIDEN

ﬂ@imﬁaﬂwaaﬂmy}ﬂuLw ﬂmﬁamﬂﬁq@ (Fouay 82.4) ﬁ“ﬁ’samq@%m 18 019 60 1 I@M’quﬁmau
LLuuaaummmﬂ'ﬁ'q@] fn 18 - 22 1 (fasaz 38.0) TevadandBngutwens 23 - 30 1 (Fawaz 37.8) d3zay
nsdnmamlngeglunguealyTygniniafisui (fauaz 69.9) aniwvedgneuuuusaunanduinisou
WIDBNANBN (FBHRT 47.0) LATWHNNUUSENLONTY (Fa8RT 24.1) ﬁﬁiwvléfmﬁlmimﬁauagﬁ 5,000 - 15,000
VNG aLd an (F088% 38.4) Lﬂugﬁj{mmzmﬂsﬁaﬁuﬁﬂuﬁ"ﬂumﬂ 51030981819 Sephora (38882 53.0) UA*
Uszaunsaideaus i uloduas Sephora (3asas 60.9) lasdenudlumatainiasdean de liauaza i
(3ouaz 25.8) Audlumsdaniasinoseowlat de 2 - 3 1Eouas1 (fauas 24.5) FaduewdLaT% Shopee
\Hutasmenldidendainiasinenseonlat (fauas 22.6)

5.4 MINAFOUANNA NI

°

a

o Yo a o [ e a a% . . {
F38'lavnnsTiensdia udsaudsdn sl seAinSnnsnana s (Regression coefficient) lWanagay

) X2

a

FUNATIUNNTIVIINNTALLIAR Llaslin1sianzimInanasatnging (Simple regression analysis) N3

o9

a & . . @ :AVL o A a & a @
')Lﬂi']:ﬁﬂ'\iﬂﬂﬂaﬂwqq@jm (Multlple regreSS|on) NRRWDN ﬂLLa(ﬂ\ﬂu@niqﬁ‘ﬂ 2 I@] HERENARIIR! Lﬂi']:ﬂ“ﬂ‘ﬂ'mﬁﬂmﬂ
asdalui
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5.4.1 NMIFUIAIIERAT NAVNIFAAURAILRLARI nsRemsuuulnaethndidnnsafindsonanisny
nMIasdan1sLianaud Lo ﬂﬁﬂ'ﬂé’uﬂszﬁwﬁ%wﬁwammgwuaglj'“ﬁl 0.170, p = 0.000 a8 ATYNIIFN G
agﬁi:@”u 0.05 wazdinna duulsasdaulsauisunsnesunelafouas 2.9 (R2 = 0.029) Fegannsasny
CHEY @?gwuﬁ' 2 find1291 nsReasuvuihndain Sidnnsafin ddswaniiuand oMU FAIATIFUAN 4
§OAANBINLNKIBVBIN NI FAAITINA (2562) Ansnah mﬁ"‘u*‘ﬂagamaaﬁ‘al,l,uumn@iamﬂﬁlﬁnmafms?
sanaliuTlnaianem sudluszaunnniu ldhezduanaudlninioan dud I

5.4.2 Eﬂ%wamnmjué‘waa NATNIRAAUEASIFLARN SnFwaTNNAUEIBIFINANIENUNI9IA 96 B8NS
§'ujﬁqmmﬂi:mﬂwl,éfmaummﬁuﬁwﬁ‘lﬂmana‘"ﬂmﬁ I@]ﬁﬁﬂ'wé'uﬂizﬁﬂﬁ%ﬂﬁwammgmagﬁ 0.244,p =
0.000 az'mﬁﬁfﬂﬁ’]ﬂ”ﬂgmmﬁﬁayjﬁsm”u 0.05 uazfianusudsvasaaudsauiisanafuneldfasas 5.9
(R? = 0.059) %&aa@ﬂﬁadﬁuawﬁgmﬁ' 7 nd131 andwaInngw 51\15\1amamdmﬂ@iamﬁujﬁdmw
Urzaerlansaunsasfudmduonanusol uazsoaaganunuiieuas Kang and Kim (2012) néah Hu3lne
ﬁﬁn15§'u§”ﬁammﬂs:mﬁ"l,ﬁmaumaa§uﬁﬁﬁlﬂmaﬂ§'ﬂ Hﬂl%iz@”ﬂgaazﬁﬂmum%la%aé?uﬁﬁmnﬂ'j’l Faruwa
v nisudniwaanngudnsds

5.4.3 iAkARABNITENATINNTNIBUIMIM Bdan naiaiduandldilAuhmesiitmnulsead Lo
asaunsasiudmluiananeol ssnanIzNUINI T A ariduaddamysin s gnldusmIn G an WAMT U3
auLdes sl mmmaiqﬂ"l,@i”dwﬁﬁﬂﬁwawwmd davienaddanssuassandnlusmITeien Fedemunio s
yasdaulsauisnainsaesueléiosas 4 (R? = 0.040) 51ma:LSUMaaﬁwé’uﬂs:ﬁwf%wﬁwammgm il

5.4.3.1 m3sustvanulszadlansaua sosauafiiiuianansal saNanIENUNIaIIdaTIALA &
dan1ssiaIINInNLdown la Uﬁﬁﬂé'uﬂszﬁﬂf%ﬂﬁwauﬂ@igﬁuaglj'ﬁ 0.164, p = 0.001 agIANUEAYNIFDG
aQﬁ‘s:@”u 0.05 FemanAR BT UANNATIUA 6 N2 QREETP IR LIt Ureasd ldasouasasfud i
LANAN HOEIHATNILINA ariAMAG FoMIan I SN lFUSMIN oL au Seassmausuiivuas Asshidin et al.
(2016) WazN13AN B1WOI Kumar et al. (2009) finsn231 mﬁuiﬁamwﬂimeﬂﬂlﬁmaumadﬁuﬁwﬁlﬂu
Laﬂa”ﬂmﬁa%’mwam:wm%amnLLﬁﬂ”ﬂuﬂﬁﬁﬁma@uﬂm

5.4.3.2 m‘s%’ufmwl,ﬁ' 29 LUFINANIENUNMINTI oA uadc ansaNAIINIENTIBLAaU 8e3d

v o aa . d o A @ a &% a ' a ] I
BHUFA rymoanmagmmu 0.05 I@]U&J Agu UszanTantw AN IFIUD g‘ﬁ‘ 0.082, p = 0.086 mvl,uauuay,u

'
A

aundgunnyIand 8 Aldnaalin MU ABI AN IaUdaYimua ddantmiasmn In lfuin1s T e
= tﬂl 1 Qs [ 2{’ a U 6 1 o o v @ t:il t!l a R t&’ a U 6 1
L% Luaamnﬂqumamasﬁaaumaauvlauagl,ﬂuﬂi:m mi%mssugmwmammnmﬂumifﬁaaumaauvl,auag
o A v o Ao . { E AKX A X '
Tu3za LA ¥0AARINLITUIILVBIITINT ITLUAT (2555) ANHINUT 103N UIUATINTALNNINNTL AL FIHA
IWszaunsiuianuiamvesguilna lasiafoaadiag
5.4.4 anaadlagana 291A3DIAID UL UGN HAVNIFAR w9 IWLARN LLidg\ﬂ,a B9 quw?ma mﬁ'ﬁjﬁ 3
AIFUA NAUAANT FaN1TRUATINIEN MFUSN1TIN8LAan Sﬂﬁwaﬁ]’lﬂmjuﬁwé‘o RS NNTTUUWIANT TNV

CZ2)

HUSTNA RINANTENUNIIATIFaANUAI R TanaadaIaIdn mmmuaiu agn9l3fann nsFasn ULl neialn

2

Aaw a ] v a a 1 Q‘l/’ i ! { o J & a
amﬂmaun?ﬂummsna‘gﬂ"l,mﬁﬁamwamqmo@] ammmlaﬁianaaamffa{lmmauuuqu Fadanunkulmad

a

= { a Yy 1 Qs a Qsl; a X
aausaanmumnetunelasasss 13.6 (R? = 0.136) Muazidavasemaulszinfantwaniasgiu aii
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5.4.4.1 usagﬂm%aquw%ma FINANTENUNIN TG ammm%h%anéama?mﬁwmaLLuuziaJ lapden
futsz Anfantwaunague g}'ﬁ' 0.105, p = 0.038 amaﬁﬁfﬂf,%’m”tymaaﬁﬁayjﬁsm”u 0.05 G9mana daaru
auuﬁgwu‘ﬁ' 1 Aind1297 wi934la L%aquﬁ'mamamamﬂ@iammm%la%aﬂdmm%"aoﬁhmaLu_mz;m Fsanmu
3338289 Krithika and Rajini (2016) fing1ah msehemwnauleliiAnduaneidon Tadud wazvinle
lauasnriaannunianaula Gof alesiuussiladigunivg La Uﬁ'}"l,ﬂ;jmm@%%%aﬁuﬁw aaunlatiuad
Hu3lne

54.4.2 mﬁ'uisﬁamﬁ%ﬁ'\ FINANTNUNIATIR MU ladanaa9ia 3898 QRRISIRTY e Tasden
futlsz Ansansw AIAIFIUD g}'ﬁl 0.192, p = 0.000 aﬂﬁdﬁﬁﬂéﬂﬂbmwﬂﬂdﬁﬁﬁﬂ;ﬂ;ﬁiz@ﬁ_l 0.05 F97a0a &N Y
auuﬁgnuﬁ' 4 findn NI TRUAEIHA M IING ammm%‘las’f?aﬂdaaLﬂ%‘lmﬁ%’]a'muumjw Faasamu
IMIIBVBY Chi et al. (2009) N&1I @TaLLﬂi@%ﬂﬂ@Iuﬂmﬁummef‘]sl,a%amadQu?lnﬂﬁa TZAUANNILI NG
FUAN ﬁ'aim‘"m11u§u§maa;§u§bﬂﬁuﬁnLﬁw1@ AmasladtafesBaRatuusenami

5.4.4.3 Msaaasuuudinaadrndldansaind lisinansznun19asiden NN sladenses
Lﬂ%iadéhm\‘iLL‘]_I‘]JB;SJaﬂﬂdﬁﬁﬂﬁﬁﬂ@ﬂﬁdﬁﬁﬁagﬁizﬂqﬁ 0.05I@mﬁﬁwé’uﬂxﬁwﬁ%wﬁwammgmag;ﬁ‘ 0.064, p =
0.177 s'ﬁdavl,&iaﬁfuagmauuﬁgmﬁ 3 finsnh nmafemauuuihndalnSiinnsefindananuansamiuasla
%aﬂdadl,ﬂéaoa%ﬁmmumjw Lﬁaomnﬁuﬁﬁﬂdaam?aqﬁﬁmmmmﬁw Huane s ansamaa1annis swni L
Sutnadiiia mldnisdessuuudindatn SEnnseiing TudInan =NUNTIAsIfaAIWadladen e
m%"adf,%ﬁm\mumju FOAANDINLIMILVY Rondan (2014)

5.4.4.4 ViEWA A TIA 0 NMIENATENIZNIF LI N33 IL1LH auUAzINENA NNANA9DI ViAUuA Fididio
nsadnsanngnlFusn 133 oid ouseranTINUMIasIAa A Al lad an seaintasdn mumuz;iaﬂmﬁ@h
é’uﬂizﬁﬂ‘ﬁ‘%ﬂﬁwammgmagﬁ 0.098, p = 0.035 aﬂ'nﬁﬁfﬂﬁﬁﬂ@moaﬁﬁagﬁsmﬁ 0.05 luvnudl nfwaann
NANNBIFINANIZNUNIATIGNN untladandadiaiosi mmmuf;'mI@ﬂﬁﬂ'ﬁé’uﬂx?mﬁ%wﬁwammgma g"ﬁ'
0.156, p = 0.001 FsmaaAdInUFNNATIUA 5 Aind191 HiduaddanssinTaandnlfusnIoideuuas
Swﬁwamﬂmjmé”’m AIRINATNILING ammm%slaéﬁy'aﬂdaam%‘aoéﬁmquuuzﬁu @3INUNWILVEI Chau and Ngai
(2012) nawa@adan1suIn1siduarTug Aounuailalunsldusnig uazewIsbues Khalil and Michael
(2008) WU au sundnluasaun %%mﬁauiammﬁa@ﬁamaﬂ@u g9898NTnaLTauIn faan qﬂﬂalu
anuesladadumoanlat

5.4.4.5 n’ns%’uu’i’mm‘mmaaé’n‘ﬁnﬂ FINANTENUNNIA N Fan NUAT e SanaaLAT 0981819 L ugw
la Uﬁ'mﬁwﬂszﬁﬂﬁ%ﬂﬁwammgwua;ﬂ;ﬁ‘ 0.146, p = 0.003 aﬂﬁaﬁﬁuﬁm@maaﬁﬁagﬁimﬁ 0.05 %9700 Axa9
AusuNATIWA 9 ind1291 nsLwianTmves HuTlnAsIRaILING samuasdansaaniasdansuuy GEY
FAAARBINLINUITLVDI WITUN WAYAL (2560) NA1IN mi{uiﬁaﬂsﬂwﬁﬁmwnmﬁumﬁﬂﬁu FINAGD
anuaslalumsliusmsues HuSLna



NINTIVURIFUNAIHTIN (JISB) T 6 afuf 3 oo Aneen — SUNAY 2563 Wik 6

{ o a Afth a v a a Q
@13197 2 enFNUszAnFaninaniass mesaw LLEQ:FJ‘YIFWQI@ HIINVDIA LT

lunsouuwIAamMITne (usaaduazuunanasgu)

muilsdase
N
S 2 &
[~ 4}3 & @ =
3 9 < > | e 2
-~ @ [
2 c @ T = = 2 2 =
Rl & v e @ é % 9 ) gz
o . a a w = e & € w6 TS X % 3
andsew | R aNdNa s E ez € s -~ = @
= © S &E| ® = % 2 3 2 =
g’ r a @ e £ I~ 5 s e 2
e 2 £l € © € C g ] b
Q e 3z = c c e °€ et e
I =) e |8 ¢ @ s R a =
= W c v | & & @ G ® e &
2 - v = | IR 5 =z Az > r e
g? c @ @7 a5 @ 2 e c S
~ [ (1 @@ — < EI%) r [~ =]
=2 s 3 @ r & e
s = | I~
[~ [~ @ c
Jé © =
]
matul | 0029 | ygemg - - 0.170* - - - - -
ATIFUM
n9da - - - - - - - -
Tagsu - - 0.170* - - - - -
newAdee | 0.040 | NIIAT - - - - - 0.164* | 0.082 -
MIFNAT
ﬁl]']%ﬂl“ﬁ negaN - - - - - - - -
YIMINY
A
Lnan QR - - - - - 0.164* | 0.082 -
aniwaan | 0.059 | MIaw - - - - - 0.244* - -
mjué’wﬁa
N9aaN - - - - - - - -
Taesaw - - - - - 0.244* - -
anuaila 0.140 NN 0.105* 0.192* 0.064 0.098* 0.156* - - 0.146*
Fanaas
WIadIEand N9daw - - 0.033* - 0.038* 0.016 0.008 -
STt
Taersw 0.105* 0.192* - 0.098* 0.194* - - 0.146*

*p < 0.05



NINTIVURIFUNAIHTIN (JISB) T 6 afuf 3 oo Aneen — SUNAY 2563 Wik 7

a o
6. d@3dnaniiivy
6.1 anUI18HANITNY
=2 . o A, ' g X ' A o ' A v o o= A o

ANIANBINLIN ﬁﬁmana&wa@am’mmﬂwaﬂaaaLmaammmuuqumﬂﬂq@ 1en MITUINIaITUN

Swﬁwamnmjué’w 84 ﬂﬁﬁ'uuﬁﬂﬁmaoﬁuﬂnﬂ LLio@jolaL%oquﬂ%sa LRENARAANTGaMITN TN TN b T
A o o & v & a & ¥ ' { o oA @
USNTINULA DU ANNAAL D9 LLa@alﬁLﬁu'aﬁnsaULLuaﬂﬂmmmﬂﬁlsﬁanaaam%‘aammumqummm@1 AND I

e o A o co .y
ﬂwagmmﬂimﬂmamiﬂu

(1) ngala L‘%dquw?mamwa@iamm@?ﬁlasﬁaﬂdmLﬂ%'adf,%wmal,mmjw naIfe NIaNIm NN aula i
a X A X a o ° o o A a a A A @ a a
LAAUUUTHZLADN TOAWAT WAz LR LANAANTIA 8ANNINAALN AW TItAen] mﬂmmfﬂﬂa Feguniosa law
i luganuatlaadudeanlatiueiguilng seaadadriinuiibues Krithika and Raijini (2016)

) ﬂ’]iﬁamﬂm‘uﬂﬁﬂ@ia‘ﬂﬁﬂ§L§ﬂﬂiaﬁﬂ§mNﬂ@iaﬂﬂﬁufﬁdmﬁﬁuﬁﬁ n&NIfe NITUTa YAV IRBUDL

' a A ' Yo A @ o a @ o A X a = A o ' a w {
1hndathndidnniefingss Nalﬁpdusinﬂga naaum luszaunannan TitnasduenaudluinSaanauwdi A

@ o ' ~ Ao o a A a
Wne3InuIion Foduldmunamyievasnmgni I9d93987N (2562)

(3) mﬁufﬁamﬁuﬁﬁdma@iaﬂmw@”\flasﬁandaal,ﬂ?aqﬁwmmuuz;m naNe m”aLLiJiﬁWﬂ”mﬂummﬁu
mmmﬂﬁamaaﬁuﬁmﬁ 8 TLAUMNTUI AN AU ﬁﬁm“ﬂmmfufnad@ﬂm il anuaslada
=3 ‘QI QI 1&’ s $ v Qo a v .

Az HINNIUANN U TIRDANRBINLIWIFLVRS Chi et al. (2009)
(4) ﬁ'ﬂuﬂﬁ@iammu”mam%nl%u?nWiﬂm(ﬁ'amm:Swﬁwamnmjwé’nﬁmNa@iamwmﬁlasﬁ'aﬂdaa
LATDIFDNULLEY NE1IAD NAUA GG amsvSmaduamtumdsuanuadlumsliusas lasdilen su1dn
o { ' \ Y A Ada a A o o Ao X
luavaunis niaiaunuwilungudsdindaning Gireaadasniiemianas Chau and Ngai (2012) waz
Khalil and Michael (2008)
(5) nITL3ivaNaszaed lenveuatesAudNiluiananwidwasiariaue Aranmiassandnlfuinas

o o A o o o g

Mudan nanda Anuuandaduisiagyisidaan s sz aalumang n1sTuiienule aadld

a v A [ o 6 a A U v v ot n' 1 d' a di Add 1 a
AIUAIBIRUWAN LT waNAN W T Lﬂuﬁdﬂﬂi:@lul%l}dﬂ woaNIURIln Waliaanuidelun19anadsginade
o A a < A v @ Ao .

NAUA GG DNNANIINIY TIRDAA RN NLINWIIBVDY Asshidin et al. (2016) Laz Kumar et al. (2009)
(6) é‘ﬂﬁwamﬂmjuﬁnSodwa@iamﬁujﬁommﬂnmaﬂlﬁﬂiaumadﬁuﬁﬁﬁlﬂmaﬂﬁﬂmﬁ nanfa

CZ2)

Huslnangd mﬁ'uq%]’ﬁ NNUE IR ldasaun I RN duianane ohluszay §992 Januadladagumu1nnii

2

dadunantanihssaniwannngudnids SIxanadanNIwITEVed Kang and Kim (2012)

=3

J

o

H|

(7) MITUBIANITNVD ;&”uﬂm RINAG8AIINA 12 Tan da9LATaId1819 ISTRTLSEV n&a1If e N1

2alle

o)

Uszlomingiain mﬁ’uuf@\mimﬂuﬁmﬁmmmmﬂm‘”ﬂﬂumﬂﬁu?mﬁmaa;juﬂnﬂ TIROAARDINLIU
289 WITUN WaUad (2560)

asm"l,iﬁmum"aMﬂmﬁmﬂ:ﬁ"ﬁagaﬁ'mmwmw ANRUNBTIZHININNT Rag1suu vl N aln
A A = ' & X ' { o ' o o A A @ a
amnmaunéwaawa@ammmlwanaaam‘ﬁ'aammaLLuuqu ULAENITUFANNLENNEINAGRYIAUAAAENTT
FNATRNIEN MFUSMITLA D% Vl,zkiﬁmmaa@ﬂﬁaaﬁuﬁagav‘ﬁaﬂsmﬁﬁﬂa'nﬁ‘a FUAINRDIATDIFIN I Lqumju
I a v A U :gf I~ 6 | o v A '
WuRuaainisnaiaeitatangaarnnisarzm lwd ulad 1dunaralénisiesisuuudindatan
SLﬁﬂmaﬁnﬂﬂmwaﬂiz‘ﬂumamwiaﬂ’nm“ﬂﬁlsﬁandaaLﬂ%'aaz%'lmal,mmju FOAANBINLUNWILVBI Rondan

X A . @ ' A a o RN ° ° o o o A A a o X

(2014) wanani Luaamnﬂqumamasnaaumaau"l,auagl,ﬂuﬂi:m V]ﬂ%ﬂﬁiugﬂmuLammmﬂﬂumima
fudoaulataglusdufish saaadeanLnuItveI MINT 11110 (2554) Anmwuh iasnuaiingaiiy

tg 1 v Qs @ o { Y Al { c: o 1 U Qs v
NNUU alzaawalm:@urmiugm’mn,ﬁﬂwaaHuﬂnﬂiﬂmaﬁua@maa Vlﬂﬁ"l,ua'm’ﬁaa;ﬂvlmm MITUZANY
LRENI AN FUWUT VAU fs oM TN AIFINTN IFUSA1 T L han



NINTIVURIFUNAIHTIN (JISB) T 6 afuf 3 oo Aneen — SUNAY 2563 Wik 8

['Y) Aa A aA
6.2 AatanaunzlwiBol)iia
A ' A ° ' I a o A, o S A o & va AA o
iiasnnaeaniasiansuuuguiugdunufudindendnalnddarduilng wiawinszviag@naziisuri
peETOY A9 mnaulam‘sﬁngsﬁmﬁm ﬁ'm?uﬁwnﬁiaom?aoéﬂmauuuqu fanTTRamITs il e
dfuganaeld LLazmminﬁ’]Namﬁmmzﬂﬂ'mﬂaﬂqﬂﬁmammm@Lﬁaﬁamiﬁ’uﬁuﬁm TutslHNans
mﬂ@:uLﬂ'mmwaowﬁmn"’meﬁamamm:au
dl v s a v = L ) L= dl 1 o v v =) dq’ 1 1 dl o
(1) Wesnnanuquanvanfududuladviay nsswar Iwgusinaauladandasguinsaadan s
L= Qq: a v Qs LY a U v a g o 1 D U vaa a Vo 4
aenugIfanIainTuidaan fud iinedu datnadu mﬁmguamwaaaﬂaﬂ%mmua LRZNRIN
A o & A vAa A A A oA oA v o Aa o & & vdAa a A &
WAaAmet laparafengiantwandanuigeds wanzaunumsianust wazamidugianiwanion e
lasnguithnanedrwiuann nianslianuiagiumstessuuuindathn LWi’]Zf:E‘]J%Iﬂﬂ inazwidays
Aa a o A o A Aaa a & = = o A Aaa a o A & = aa X = '
I fudgndaudui liludwinesifiauszlinsngneauauniifud Hludunedita laoi5dazidudin
WNIzALNILi A Aumaeuilna uazin liganualadefudile
a o AR K 3 vy A v a a Al' Ajf 4‘ o ] U 6
(2) p3fanrsdisiinmaialaummtliguiina jinwdaniuidedaiaiasmenskutesneanlat
Tunn giuaeuvaInIzuIuNMITe HaINANUINAANARLAZNT LA L Uszaunsalfiadazildguilnaiia
ANugunIess lasdwinnfudthzinnitdnazldtesmseaulailunmdnfsdislae psfamaldguilne
AAAINNIWIAAI LL@i%ﬁﬁLfsuvlsn@‘?vlﬂﬁ]uﬁqﬂdaaussqﬁuﬁﬁﬁdaﬁaﬁa;@ﬂm

'
Aa

(3) §uilnadnazadasmungud198s idu thou nianvaunis iendudsdimiaiwindugang ad
o A X ' L v A da S A A A
wliuMzdanu laswuhngudndeninansmudaguilnaannigadaiiion
(4) gyfaaslalaiunsahildfudiduiuoniaauiiausazyana (Custom-made) 1o 331nN133 0304
v a v d' | w 6 [ 1 1 d'd o § d' & 1 a v
anulzsdldarauntasfudnfiiuanan ol atnindasguiidmamiwisyaaalayaaanii azdsiaiule
HaunanILAsImiwazmumFudnida nuduianansol

6.3 DalARALWLAENRILNWILABLIHDI
A 6 ¥ 3 6 1 va o Aa e A A L2 6

wadslomiludrunisaiiesdanaglng magTasraaueunminisisbdaiiiesluewan tReainsa s
A lndnanansoin Il Hlwid i lde s

(1) nwITijaiunianusindasguudiisslzinnieasdans S fudranwanunansdszianiena
WaNzaunNUIUuDDT A9 Subscription Q’?ﬂ”ﬁﬁwaLaualﬁﬁwm’?{mmﬁaaﬁdmmm”ﬂﬁ]sﬁaﬁuﬁmdadaju
Uzinnau 9 it Fudgulnadnudunldludindsedniu exmmieosuuiiagumn (udu

(2) NNIIasaURNNETIL WU Tagemafassuuuihndal ndiannIaindsinansznun19n 39 6ie
nIiuanfud danuriudivasiaudiaaninasinglaiosas 2.9 (R = 0.029) Geagluszaiiidauii
@1 39A237N mw‘ium“mﬁﬁﬂa’«i’ml@ﬁwﬁdawa@iaﬂﬁ{uj@]mﬁuﬁﬁ L% MITUENNslaIuh maaﬁu?‘[nﬂ
A A & @
POLRESVDILUTNG LU

(3) IINMINARDUFNNATIH WU TaIumMITUZAE lygamansznumenssdenauadiden1Iaaag

= ] L o Q aaAa ] { Qs 1 Q a Qgﬁ =) ] {
mNInMoaen ainsdisiay Mesddagniza 0.05 I@]ﬂﬁ'mauﬂi:ﬁﬂﬁaﬂﬁwammgﬂuagﬁ 0.082,p =
0.086 FanudnFua AN IRNIAN AT AU NFIN BT Adan1TrdnImINEnNoIAan b AT uAN
sefonanaluasdszaumysinenniin 1ueu



NINTIVURIFUNAIHTIN (JISB) T 6 afuf 3 oo Aneen — SUNAY 2563 Wil 9

UITMIBNIN

N3N A0GITIN. (2562). ﬂ’]i?{lammuuﬂ’m@iamﬂ§L§ﬂmaﬁﬂﬁ@iawqﬁmmmssﬁaﬁuﬁ’ﬂaauvlaﬁ. 17817
5wummumﬂﬂy’lugsﬁa (JISB), 5(2), 43-65.

TEINIUG NDINI U (2558). s uid Bnwa daa 11w 293NN G aa;}uﬂnﬂﬁl{fﬁmﬁm Coffee café 11
NIUNHMIUAT. nsruanSaszAgsldl e, ATZLINITING, WM INNALNTINN,

fiiaafl nyanw. (2562). InuiaIoawsauimgainu Subscription IuLﬂa’qiﬁaﬁlﬁﬁmiaﬁ\mﬁwﬁm. fudwdle
U7 16 qumw”uﬁ 2562, 91N https://today.line.me/th/pc/article/vlmmm%'ﬂuw%’auﬁnﬁﬁ??iﬂmSubscription+
Imaﬁqsﬁfﬂﬁiﬁu?ﬂﬁmﬁwﬁﬁﬁﬂu-LMJNW2.

WITUN Wanyad. (2560). nsausiwianssakannalulad nsldinalulad LLazwqﬁﬂsﬁuﬁu?Inﬂﬁ‘dq LR
ﬂ’ﬂSJ@ﬁﬂﬂ“ﬂ6\1‘L]St‘ﬂ']“Euluﬂﬂﬂ%u%ﬂ’]S‘Jziﬂﬁll‘l’]’]\‘lﬂ’liLS%N"]% STUUWIBNLNG (PromptPay) 18933L1a Ine.
nsruaasenniieslaldana, AMLEUTMITING, UM ML FINN.

IIINT ITLUAT. (2555). mﬁ'ufmﬁm’ﬁ'm anulhiwla Lm:ﬂ’)’]&I@lgi‘iclﬁ]%@ﬂi:ﬁ%ﬁﬂﬂﬂuﬁ%mﬂﬁﬁ@. NNTAWAIN
Saseiioalale @R, AL ITIM, am InmaniBuslna.

éﬂﬁfﬂmuw”eumqsnimmaé‘lﬁﬂmaﬁﬂﬁ. (2562). ETDA LWg3afin e-Commerce Ineladoifiossani 2561 W3
&9 3.2 MuAuUn. fudwdaiud 20 NUMWUS 2563, 31N https:/www.etda.or.th/content/etda-t ti-8
aouii§e-lne-Tadeiilas-2561-3-2- 8 udmun.htm.

FIIIN ??&l:llszgi. (2548). WO ANTIWMIULITHUAN Lﬂﬁ‘ﬂummfmml,quEﬁwqﬁmmm&l W, RUAW
WaTud 3 lwwnaw 2563, 9N www.mea. or.th/internethdd/hdd 1 .pdf.

Ahlan, AR, Lubis, M., & Lubis, A.R. (2015). Information Security Awareness at the Knowledge-Based
Institution: lts Antecedents and Measures. Procedia Computer Science, 72, 361-373.

Ajzen, |., & Fishbein, M. (1975). Belief, Attitude, Intention, and Behavior: An Infroduction to Theory and
Research. Reading, MA: Addison-Wesley.

Asshidin, N.H.N., Abidin, N., & Borhan, H.B. (2016). Consumer Attitude and Uniqueness towards
International Products. Procedia Economics and Finance, 35, 632-638.

Chau, V.S., & Ngai, L.W. (2012). The youth market for internet banking services: perceptions, attitude and
behavior. Journal of Services Marketing, 24(1), 42—60.

Chi, HK,, Yeh, H.R,, & Yang, Y.T. (2009). The impact of brand awareness on consumer purchase intention:
The mediating effect of perceived quality and brand loyalty. The Journal ofInternational Manage me nt
Studies, 4,135-144.

Chu, S.C. (2009). Determinants of consumer engagement in electronic word-of mouth (e WOM) in social
networking sites. International journal of Advertising, 30(1), 47-75.

Cunningham, L.F., Gerlach, J.H., Harper, M.D., & Young, C.E. (2005). Perceived risk and the consumer
buying process, internet aifline reservations. International Journal of Service Industry Marketing, 16(4),
357-372.

George, D., & Mallery, P. (2003). SPSSfor Windows step by step: A simple guide and reference 11.0 (4" ed.).
Boston: Allyn & Bacon.

Hale, J.L., Householder, B.J., & Greene, K.L. (2013). The theory of reasoned action, The persuasion

handbook: Developments in theory and practice. Thousand Oaks, CA: Sage.


https://today.line.me/th/pc/article/%E0%B9%84%E0%B8%97%E0%B8%A2%E0%B9%80%E0%B8%95%E0%B8%A3%E0%B8%B5%E0%B8%A2%E0%B8%A1%E0%B8%9E%E0%B8%A3%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%81%E0%B9%89%E0%B8%B2%E0%B8%A7%E0%B8%AA%E0%B8%B9%E0%B9%88%E0%B8%AA%E0%B8%B1%E0%B8%87%E0%B8%84%E0%B8%A1+Subscription+%E0%B9%82%E0%B8%A1%E0%B9%80%E0%B8%94%E0%B8%A5%E0%B8%98%E0%B8%B8%E0%B8%A3%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%AA%E0%B9%88%E0%B8%87%E0%B8%AA%E0%B8%B4%E0%B8%99%E0%B8%84%E0%B9%89%E0%B8%B2%E0%B8%96%E0%B8%B6%E0%B8%87%E0%B8%AB%E0%B8%99%E0%B9%89%E0%B8%B2%E0%B8%9A%E0%B9%89%E0%B8%B2%E0%B8%99-LMJNW2
https://today.line.me/th/pc/article/%E0%B9%84%E0%B8%97%E0%B8%A2%E0%B9%80%E0%B8%95%E0%B8%A3%E0%B8%B5%E0%B8%A2%E0%B8%A1%E0%B8%9E%E0%B8%A3%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%81%E0%B9%89%E0%B8%B2%E0%B8%A7%E0%B8%AA%E0%B8%B9%E0%B9%88%E0%B8%AA%E0%B8%B1%E0%B8%87%E0%B8%84%E0%B8%A1+Subscription+%E0%B9%82%E0%B8%A1%E0%B9%80%E0%B8%94%E0%B8%A5%E0%B8%98%E0%B8%B8%E0%B8%A3%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%AA%E0%B9%88%E0%B8%87%E0%B8%AA%E0%B8%B4%E0%B8%99%E0%B8%84%E0%B9%89%E0%B8%B2%E0%B8%96%E0%B8%B6%E0%B8%87%E0%B8%AB%E0%B8%99%E0%B9%89%E0%B8%B2%E0%B8%9A%E0%B9%89%E0%B8%B2%E0%B8%99-LMJNW2
https://today.line.me/th/pc/article/%E0%B9%84%E0%B8%97%E0%B8%A2%E0%B9%80%E0%B8%95%E0%B8%A3%E0%B8%B5%E0%B8%A2%E0%B8%A1%E0%B8%9E%E0%B8%A3%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%81%E0%B9%89%E0%B8%B2%E0%B8%A7%E0%B8%AA%E0%B8%B9%E0%B9%88%E0%B8%AA%E0%B8%B1%E0%B8%87%E0%B8%84%E0%B8%A1+Subscription+%E0%B9%82%E0%B8%A1%E0%B9%80%E0%B8%94%E0%B8%A5%E0%B8%98%E0%B8%B8%E0%B8%A3%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%AA%E0%B9%88%E0%B8%87%E0%B8%AA%E0%B8%B4%E0%B8%99%E0%B8%84%E0%B9%89%E0%B8%B2%E0%B8%96%E0%B8%B6%E0%B8%87%E0%B8%AB%E0%B8%99%E0%B9%89%E0%B8%B2%E0%B8%9A%E0%B9%89%E0%B8%B2%E0%B8%99-LMJNW2
https://today.line.me/th/pc/article/%E0%B9%84%E0%B8%97%E0%B8%A2%E0%B9%80%E0%B8%95%E0%B8%A3%E0%B8%B5%E0%B8%A2%E0%B8%A1%E0%B8%9E%E0%B8%A3%E0%B9%89%E0%B8%AD%E0%B8%A1%E0%B8%81%E0%B9%89%E0%B8%B2%E0%B8%A7%E0%B8%AA%E0%B8%B9%E0%B9%88%E0%B8%AA%E0%B8%B1%E0%B8%87%E0%B8%84%E0%B8%A1+Subscription+%E0%B9%82%E0%B8%A1%E0%B9%80%E0%B8%94%E0%B8%A5%E0%B8%98%E0%B8%B8%E0%B8%A3%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%AA%E0%B9%88%E0%B8%87%E0%B8%AA%E0%B8%B4%E0%B8%99%E0%B8%84%E0%B9%89%E0%B8%B2%E0%B8%96%E0%B8%B6%E0%B8%87%E0%B8%AB%E0%B8%99%E0%B9%89%E0%B8%B2%E0%B8%9A%E0%B9%89%E0%B8%B2%E0%B8%99-LMJNW2
https://www.etda.or.th/content/etda-เผย-อีคอมเมิร์ซ-ไทย-โตต่อเนื่อง-2561-3-2-ล้านล้านบาท.html
https://www.etda.or.th/content/etda-เผย-อีคอมเมิร์ซ-ไทย-โตต่อเนื่อง-2561-3-2-ล้านล้านบาท.html

NINITTVUMITARNAIUTING (JISB) D71 6 21U 3 16w Muenun — SuNeau 2563 i 10

Heng, X., Hock-Hai, T., & Bernard, C.Y.T. (2005). Predicting the Adoption of Location-Based Services: The
Role of Trust and Perceived Privacy Risk. Unpublished research report, Department of Information
Systems, National University of Singapore.

Kang, J.M., & Kim, E. (2012). e-Mass customisation apparel shopping: effects of desire for unique consumer
products and perceived risk on purchase intentions. International Joumal of Fashion Design, Technology
and Education, 5(2), 91-103.

Keller, K.L. (1998). Branding Perspectives on Social Marketing. In J. W. Alba & J. Wesley Hutchinson (Ed.),
Advances in Consumer Research (pp. 299-302). Provo, UT: Association for Consumer Research.

Khalil, M.N., & Michael, P. (2008). An Exploratory Study Into the Adoption of Internet Banking in a
Developing Country: Malaysia. Joumal of Internet Commerce, 7(1), 29-73.

Kremers, B. (2017). Electronic Word of Mouth presents a window of opportunity for businesses. Retrieved
September 9, 2019 from http://www.buzztalkmonitor.com /blog/electronic-word -of-mouth-presents-a-
window-of-opportunity-for-businesses/.

Krithika, M., & Rajini, G. (2016). Buying or browsing: Motivation behind online purchase intention. Man in
India. 97,1-7.

Kumar, A, Lee, HJ., & Kim, Y.K. (2009). Indian consumers' purchase intention toward a United States
versus local brand. Joumal of Business Research, 62(5), 521- 527 .

Martin, S.S., & Camarero, C. (2008). Consumer trust to a web site: moderating effect of attitudes toward
online shopping. CyberPsychology & Behavior, 11(5), 549-554.

Martins, J., Costa, C., Oliveira, T., Gongalves, R., & Branco, F. (2019). How smartphone advertising
influences consumers' purchase intention. Journal of Business Research, 94, 378-387.

McGuire, W. J. (1974). Psychological motives and communication gratification. In J. G. Blumler and E. Katz
(Eds.) The Uses of Mass Communications (pp. 23-52). Beverly Hills, CA: Sage Publications.

Mckinsey Analysis. (2019). Sizing Up The Subscription E-Commerce Market: 2018 Update. Retrieved
February 15,2020, from https://get.fuelbymckinsey.com/article/sizing -up-the-subscription-e-commerce-
market/.

Rondan, F.J.C. (2014). Exploring the influence of eWOM in buying behavior. The International Journal of
Management Science and Information Technology, 7, 23-54.

Rubin, C. (2011). Hayley Barna and Katia Beauchamp: Founders of Birchbox. Retrieved February 13, 2020,
from https://www.inc.com/30under30/2011/profile-hayley-barna-and-katia-beauchamp-founders-of-
birchbo x.html.

Ryu, G., & Feick, L. (2007). A penny for your thoughts: Referral reward programs and referral likelihood.
Journal of Marketing, 71, 84-94.

Steenkamp, J.B.E., Hofstede, F.T., & Wedel, M. (1999). A cross-national investigation into the individual and
national cultural antecedents of consumerinnovativeness. The Journal of Marketing, 63(2), 55-69.

Tauber, E.M. (1972). Why Do People Shop?. Journal of Marketing, 36, 46-49.

Tian, K.T., Bearden, W.O., & Hunter, G.L. (2001). Consumers’ need for uniqueness: scale development

and validation. Journal of Consumer Research, 28(1), 50-66.


http://www.buzztalkmonitor.com/blog/electronic-word-of-mouth-presents-a-window-of-opportunity-for-businesses/
http://www.buzztalkmonitor.com/blog/electronic-word-of-mouth-presents-a-window-of-opportunity-for-businesses/
https://get.fuelbymckinsey.com/article/sizing-up-the-subscription-e-commerce-market/
https://get.fuelbymckinsey.com/article/sizing-up-the-subscription-e-commerce-market/
https://www.inc.com/author/courtney-rubin
https://www.inc.com/30under30/2011/profile-hayley-barna-and-katia-beauchamp-founders-of-birchbox.html
https://www.inc.com/30under30/2011/profile-hayley-barna-and-katia-beauchamp-founders-of-birchbox.html

