MIMIRVUAIFRWINAGILTIND (JISB) TN 9 a1fUN 2 16ou Wunaw — Faniau 2566 Wi 37

=< ¥ A a A & a 4 [ f &
ﬂ')'\&lW\‘iWaslﬁlal%ﬂ"lisl‘ﬁﬂ‘iﬂ'liﬁa'lﬂﬂa"l\‘l‘W'lﬂrlﬂiElaLaﬂﬂia%ﬂatﬂwaﬁﬂﬂitﬂﬁ

a Y] dab (¥ & 1 1 [
uwLaldna Lﬂ"li%I‘N‘lJ’lElLL‘]J\‘iﬂﬂ\‘iLﬂwaﬁ%\‘iﬁ\‘i wamamwnnﬁ

nsnwn Wseglyan

AT TATUANEAIUAZNTULT IINNRTITNEAS

Correspondence: kornkanok-set63@tbs.tu.ac.th doi: 10.14456/jisb.2023.7
SWATUUNAINY: 2 W, 2565 LA UNANN: 15 W.8. 2565 AABLITUUNAINY: 24 W.8. 2565
UNANLD

anssunSiaduasnananswdisgaiannsafindnimsnamduusieUnaatulunsuusinaanaaues
'ﬁmmsn?xm"lmsJLﬁaLﬂuSn%ﬁwaamﬂun’m%’nmm’mé’ww”uﬁn”uQnﬁw R E I C RIS IE SR
mmé’nL%ﬁ]sl,umssl,**ﬁixuummumﬂLLa:LLmﬁ@m‘i‘Z‘uj@;mmml"ﬁ'lum'iﬁﬂmi’] avnladidnsnadeninung
walalumsldusnsaaanarsmdodaiannsofndlans g AAURLOUNSLATHIN U LU TAILANT R
ﬁwvl,ﬂajmmﬁ'ﬂﬁ mu%”ufhf]umu%ﬁ'ﬂL%dﬂ?mmsﬁaﬁ'@Lﬁu*ﬁagamﬂ;‘Tﬁﬁﬂimummﬁaf?uﬁ’m%aﬁmi
UWANSRIN AWM TAULLUREL DU WT 990w lasinadn 158 70 HAMTIVBWUIN TRV N INYBY
Toya fRIvamnnyesnIuing Jaduganwaadszuy Jadumasuiamaduaion waziaaanssuinuen
@T’mmmﬁmﬁ fdntwadannuianalaluaaanasn s aannIaAnFANIRUIIAAAINAAY LAZAIY

o

winalaluamanaewdinddidnnsafindlaniwadannunndedelinaian

AEAT: LAWARNSINA; ANANI NI TATIDLENNTaRNE; LAWAE; LULNBULNAN



MIMIRVUAIFRWINAGIUTIND (JISB) TN 9 a1fUN 2 16ou Wounaw — Fanian 2566 Wi 38

Satisfaction on K+tMARKET Marketplace on Plus Mobile Banking
Application Affecting Loyalty

Kornkanok Setthachoduek*

Thammasat Business School, Thammasat University

Correspondence: kornkanok-set63@tbs.tu.ac.th doi: 10.14456/jisb.2023.7
Received: 2 Nov 2022 Revised: 15 Nov 2022 Accepted: 24 Nov 2022
Abstract

K+market is an e-Marketplace on K PLUS mobile banking, developed to maintain customer relationships.
This research applied the information systems success model and perceived value concept to study factors
influencing satisfaction on e-Marketplace affecting customer loyalty. Quantitative research was done with data
collected by online questionnaire from 158 samples, all consumers with experience buying products or services
on K+market. Results were that information, service, and system quality as well as perceived social value and
perceived economic value impacted user satisfaction, respectively. In addition, satisfaction with e-Marketplace

significantly impacted customer loyalty.
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5.4 NMINAFDUANNAFIWNIIVE
M lariin e NAgIun19ana I@ﬂlm‘”ﬁ'ﬁ'min@naﬂwmm (Multiple Linear Regression)
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Wuwswanslumsiianedmanusunninisaiaseniniaudsdslamnualildinmsian p-value laitfin 0.1
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5.4.1 MsnadgausdanAgInanletsissnananuisnalaluaaianarsmaindaiannsaing
mﬁmswzﬁmwé’uwﬂﬁﬁ’;ﬂaﬁﬁmsm@maﬂwngmhyﬁﬁmﬂiﬁmz léun AN INUBITBY R
(Information Quality) ATkNINVBITEUY (System Quality) ATLNTND 29N1IUINIT (Service Quality) mﬁ"i_qumﬁ’l
FUAUANA (Economic Value) Lazm3Tuinaendusinu (Social Value) Iaauiliany da anunsnalalu
a A & A = a A ¥
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LEAINIAITIN 2-3

ANT19N 2 @haﬁaﬂ'lﬁl,mw:ﬁn'ﬁnmazJLﬁawmmmaaﬂaa‘i‘mﬁa‘aNa@iammﬁdwalﬂu

ARANAIN T DL ANNTO AN

Model Sum of Squares Df Mean Square F-test Sig.
Regression 81.174 5 16.235 32.544 .000**
Residual 75.826 152 0.499
Total 157.000 157

**Sig. < 0.05

{ A s A &% ° a .. o A, '
AT NN 3 WANY) Lﬂi’]tﬁﬂ?ﬁuﬂixﬁﬂﬁﬂ]ﬂdLLUU?]’]NE]JﬂWiﬂ@ﬂE]EIL“HJW‘IQQm (Coefficient) 20919 UNFINAGD

=3 a fa & a [
mwwa‘waiﬂu@m@nmammﬁmLaﬂmauﬂa

Unstandardized Standardized
Model Coefficient Coefficient t-test Sig.
B Std. error Beta
Constant 0.00 0.056 0.000 1.000
Information Quality 0.390 0.068 0.390 5.751 0.000**
System Quality 0.218 0.058 0.218 3.776 0.000**
Service Quality 0.329 0.066 0.329 4.958 0.000**
Economic Value 0.115 0.067 0.115 1.712 0.089*
Social Value 0.196 0.068 0.196 2.879 0.005**

*p<0.1, **p<0.05, R?>= 0.517
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