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Abstract

The primary objective of this study is to examine the direct impact of micro-influencer characteristics
on purchase intentions. Additionally, this study explores the mediating role of consumer attitudes in
linking micro-influencer characteristics to purchase intentions. The target population comprises early
working-age Thai individuals of all genders, aged between 22 and 34 years, who have engaged with
video content or followed micro-influencers in the real estate sector in Thailand. A total of 408
participants were selected using purposive sampling. The data analysis employed descriptive statistics,
including frequency and percentage, alongside structural equation modeling (SEM) to examine causal
relationships and assess the influence of key variables.

The findings reveal that consumer attitudes play a crucial role in mediating the relationship between
micro-influencer characteristics and purchase intentions within the Thai real estate industry.
Specifically, the communication characteristics of micro-influencers demonstrate a significant positive
effect on consumer attitudes, with a coefficient of 1.36 (p = 0.001). Additionally, product match-up
(coefficient = 0.55, p = 0.007), source credibility (coefficient = 1.12, p = 0.001), and source
attractiveness (coefficient = 1.36, p = 0.001) all significantly influence consumer attitudes towards
micro-influencers. These findings underscore the importance of micro-influencer attributes in shaping
consumer perceptions and driving purchase intentions in the real estate market.
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ST Un18Ig mmmﬁa@m’m@mmiﬁm (Source Attractiveness), PM AHNSITN ANADAARBITENINHARS T

(Product Match-up), CM #ane1119 N13@8@19 (Communication), CA wsna e wAuaRwevguslnalugsia

adwnumindludszmalng uaz Plvsneds aanusalatelugsiaedamnsunindlulssmalne

ANT9T 2 ANATIINOUTNNIMIIRdRLIANNARAARBINANNALLRYlNLAA

B L nofnld L . N3
AR AR _ ANAY ANRDAT b _
WRNTTUN NRNTTUN
. e o . Schumacker & . .
1 AnlAgAFANAUS (CMIN/ DF) <5.00 2.15 NN A
Lomax, 2010
AT HIATEALANNARAARES
» Byrne & Campbell, . .
2 nauNaL (Goodness of Fit > 0.80 0.90 NN U]
1999 as cited in Nayir
Index: GFl)
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AN39T 2 ANEITLNLITNNTATIAAALANNADAARBINANNAUTLRILHLAA (58)

DL L o ld . . nsg
ANAL ANATL _ SRNEN ANRDAN b _
NANTOUN NATON
ANATHIRIEALAINARAARDY Byrne & Campbell, . )
3 o d e W =0.80 0.88 NN
naNNaUNLsuwNLaY (AGFI) 1999 as cited in Nayir
GRIZE PR LGN Schumacker & . )
4 “ e o =0.80 0.93 NUINUN
NANNAUTIANANS (TLI) Lomax, 2010
AATHIAANNARAAREY Byrne & Campbell, . 3
5 - = 0.80 0.94 LN
wBaLiau(CFI) 1999 as cited in Nayir
ANATHIINTBIANBALNNAIAD
6 2RIN17UTZNLAIAINH <0.08 Kline, 2010 0.05 NN O
ARNALARAL (RMSEA)
ANTINTBIANLARELNAILBIVD
7 AHARIALARBUNIATT I <0.08 Kline, 2010 0.04 NN W
(SRMR)

AUN: WUNUN WA9AT9, 2555, 1,155 — 157

v '
¢ o '

~ , Ve L Py co A
AINANINTN 2 g ArdaiynaRwnuTvianae Alsdulasinausiigtitsuenanna
A v = 20 = v o ¥ a o c
naxnauynda asaglladnuinaiinnaenpdesiudayaimelseansd
4) N99ATIZULEUNS (Path Analysis) Lﬂuma‘ﬁﬂmmmﬁuﬁuﬁ‘ﬁqmmmwdwﬁq wis

Lﬁﬁmm:ﬁdﬂgmmumwzﬁ“uﬁuﬁ’@wdﬂqﬁmﬂmmmi”@m?‘m]“m LLé’J’\‘iﬁuquwﬁ (Waaneod 599, 2542, 14.40)

4. HANN5IAE

A '

a

TuuddeasailldninisAnenGes answasoulsAunansresiAuaftedustnantd1enenaninazes
AMANHUETBY Micro Influencer flananAsladalugsiaadeansunindlulszmealne Tnaviannsmaaey
ANNFAFIUATH

- o v . , y o (.

ANNATIUN 1 Taduf1unANHULIB Micro Influencer Usznausag ALNNUNTETBIUNAINNT

(Source Credibility) A91811AIAATlaIBIUNEINNT (Source Attractiveness) ATNABAARBITLNINN WARSTUYT

aa

(Product Match-up) Wa2n 1988819 (Communication) HangwanimsssiaiAuanrasfuitnalugsna

o

afadunsneludsymalne Juasamiseansanaaiune et
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19T 3 ANATIFIATIZIRNENA R NARD LANNFAFIUN 1

ANNATIY Andutl sz AN {5) P-value
H1a:SC > CA 0.53*** 0.001
H1b : ST > CA 0.64*** 0.001
i H1c : PM > CA 0.35*** 0.001
H1d : CM > CA 0.26*** 0.001

I o o o o

VHELTE *SALUIRNATYT p < 0.05 **sxAunitdAty? p < 0.01 ,**szaufad1Aty? p < 0.001

o v o

AMNAT90 3 HanARUANNAFIUN 1 wudn Jadaduanidneuzaes Micro Influencer 14 4 f1u

1s2naumle ANNUNTBIRIWAINN (Source Credibility) NANdNLseAnSu09BNENAN1IATUTINGTL 0.53*** (P-
value = 0.001) ANUNANAA laTIUNAIINN (Source Attractiveness) HANdn1szAnBans@ninanisasaviniy
0.64*** (P-value = 0.001) ANNABAAREITEUING NARAT (Product Match-up) Wudn AAndutlszdnaeesanina

N1RFUNAY 0.35°* (P-value = 0.001) WATN1348419 (Communication) HANENUT2ANTURIBNENANIIA T

[
a o

WL 0.26™* (P-value = 0.001) 34%14 4 AuilAn P-value Weendn 0.001 AsUfiasaunmgiundn (Hy) uazeauiy
ANNAFIUTDI (H,) TN8AININ A AUANANETUE Micro Influencer 13 4 AU HBNENANIIATIGDTIALAR
w3513 InATugsnaadausuninelulss malne
s o s . , . . d -
ANNFAFIUT 2 : Taduf1uAMUANEU 89 Micro Influencer Usznaufag ATNUNTETBIUNAITINA
(Source Credibility) A9181"1AIAATlaIBIUNEINNT (Source Attractiveness) ANTNABAARBITLNGINN WARSTUIT
(Product Match-up) Wazn1388419 (Communication) Hanswan1ensesiamuelatalugsiaadaguninelu

o

tszmelng HuasannsanianAasuesail

1999 4 ANATIFIATIZIRYENANENARDLANNAFIUN 2

ANNRFI Aduilsz@ns (B) P-value
H2a : SC > PI -0.94 0.169
H2b : ST > PI -1.13 0.175
H2
H2c : PM > PI -0.37 0.418
H2d : CM > P -0.18 0.603

o o v o

NN *2ALTRENAT p < 0.05 szauiladnAy? p < 0.01 **szauiladAty? p < 0.001

AMNA9I9N 4 HANARBUANNAFIUA 2 Wudn Tadaf1unuan ¥z Micro Influencer 119 4 A1

q

a o

sznausag ANUNTeIaILUasN (Source Credibility) RANANU T2 ANTUR9BNTNANIIAIUNNTL -0.94 AN
1A alaaaaunasfisn (Source Attractiveness) HANAN1IsEENTIBIENENANNATIMNL -1.13 ANNADAARDS
7EU919 HARA U (Product Match-up) HA14 N @NTU1298NENANIIMTILVNAL -0.37 LAZN1TAR AT

(Communication) HANEN1ULANTURIBNENANIIMTATY -0.18 Ta919 4 sui ) HAN P-value N1AN91 0.05
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fﬁw@m“uauuﬁgmuﬁﬂ (Hy) uazUfjiasanumgnuses (H,) TINNLAIININ JadtA1uAUAN I8 Micro
Influencer 714 4 Anw lidEnsWaNIRsIRaANFclate lugsiaedmsunsned lutlszmalng
a = o v o a ¥ a . Aa a \ 2 &
annAgIun 3 : dadusuiruaRe9UTINA (Customer Attitude) HEnswan1ansasamINsslagalu

A& o a o = o Y o a o &
‘q@ﬂ@‘ﬂ@ﬂﬂ?i‘ﬂﬂﬁ%iﬂuﬂﬁ‘zmﬂVL‘VIF;I HNAPNAITWNNTBNATRELNE AN

AT 5 ANATIFARATIZIBYENANENAADLANNATILN 3

ANNFAFIU Aduisz@ns (B) P-value

H3 CA>PI 2.1 0.092

o o v o

NN *TALUEENAT p < 0.05 *szauiladAy? p < 0.01 **szauiladAy? p < 0.001

AMNANTNTN 5 NANARBUANNAFIUN 3 Wudn Tadefuiruafaesdusina (Customer Attitude) HA7

AusrANTURIRNTNANNATIYINAY 2.11 HA1 P-value NINN31 0.05 ﬁqmﬁummﬁgﬂwﬁﬂ (H,) uwaziijias

1aa

ANNAT MY (H,) Tenangaaudn tadasuiauafaesiusina (Customer Attitude) luilaninaniensssiananu

d9

12
=

falatalugsinedemdumsnelulszmalng

muuﬁﬁﬂuﬁ 4 : Tasudruiauniaasduilng Wufudsdunansiidenlasdninazesiadadnu
ﬂmzﬁvﬂwmmm Micro Influencer Usznaunag mﬁmiﬁﬁ@‘ﬂ@mﬁddﬁmﬁ (Source Credibility) mmmﬁq@m%‘um
meﬁuﬁ (Source Attractiveness) AY1HEDAARBITENING NARS U9 (Product Match-up) LL@zmi?ﬁlﬂa’]i

o

(Communication) grausslagalugsfiaedansunindlulssmalne Auafannsaniaumasunumnsil

AT 6 ANATIFDATIZIBTENANDNAADLANNAT LN 4

ANNFFIU ﬁwzﬁ”mﬂszﬁm‘é([}) P-value

H4a : SC > CA > PI 1.12%* 0.001

H4b : ST > CA > PI 1.36%** 0.001

i H4c : PM > CA > PI 0.74*** 0.001
H4d : CM > CA > PI 0.55** 0.007

VUELIR *SALUIENATYT p < 0.05 *sxaunitdnAty

o

T T
al

1 p<0.01 **szauiadAty? p < 0.001

ANATT 6 mawmfamuuﬁgmﬁ 4 wudn Jadeusuiruarvesiusina Wusuilsdunansldenles
angnazesfadufuAmaNEIz8s Micro Influencer @J’mmé?“ﬂ@%@sluqiﬁ@M“wﬁwé’wﬂuﬂ?zmﬂim
Usznaugas AnNLnE@e e unae NN (Source Credibility) fAndutlszAnarasBnananiedamingy 1,125
(P-value = 0.001) A P-value aandn 0.001 ﬁqwmﬁq@mlwmwmﬁm (Source Attractiveness) AN
AuilarAnsraedninaniedeingy 1,365 (P-value = 0.001) HAN P-value H88N91 0.001 AITNADAAAD
FENINNARA S (Product Match-up) flAnduLarAnaa09avENaNeS YN 1,367 (P-value = 0.001) HAN

P-value $a81N91 0.001 WAZAN3A8413 (Communication) NANANUILANBURIBNTNANNEBNWINAL 0.55** (P-value
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= 0.007) {A" P-value Hasnqn 0.01 ﬁaﬂﬁmﬁmuuﬁﬁmuﬁn (Ho) wazzaNfuaNNAZIUIRS (H1) FTINUILAIININ
ilasasnuiruafeeafisina iudaulsAunansienTevaninasesilade fuguanszaed Micro Influencer

AIUNN3ARAS (Communication) graxAslagielugsiasdaisuninelulsumalng

5. ﬂ'l’i’ﬂﬁﬂ’a"]ﬂﬂﬂLL‘NS‘fI”ﬂLﬂu'BLLNS

5.1 andsrauanisias

N13948389 AndnasaulsAunaaeeiruARIevUInATI 8N ABNENATBIAAN H IR Micro
: Lo A oo o o . .
Influencer Alapusialatalugsiaadasuminelulszmalng amnsotuneddsenanningszasdaeinis

a o IS 2 o d”
RalpafisnaazBanmssallil

v v

1) dagiszasdaasnisidaden 1 : nanismaaay wudi TadusuanAN I8 Micro

Influencer Usznaufog ANUNLT1BIUNAITINA (Source Credibility) ANUNAIAATAIBIUNRINNT (Source
Attractiveness) AMNABAAABITTNIN NARATLT (Product Match- up) mem@maé (Communication) Jansna

nemsssenAuAfaaafuzina lugsiaedeanntuninedlulsemealng analumszdnguansuzans Micro

o

Influencer WuifadauanineliiAaviAuaiidsuanuigising asnndesiLeuidaees J3vn Inyawnnsns (2564)

aaa

¥ o =2 P o A o o« Y a . a &
TAnIn1ANEEa9 “TAUARNNAS Influencer1um®ﬂdﬂuﬂﬂu1@uﬂj@d@jUiTﬂﬁ Generation Z LACWOANTTINNITER

a

auAndszinnanuuasreiuitna Generation Z” Inanan1sidanudn TaduuadnIaEnsnan1gAINan
(Influencer) ANUAMNINAIAR, AIULBWY, AIUNNTAANT UAzAUANNLNEENE deuadsuanTainlUgimuaRn

a Y a
ArBELElNA

|
v A

2) danlszasdraanisddaden 2 - uan1maaey wud1 TaduAuAMANHEI8Y Micro

Influencer 719 4 A1 Usznaumag ANUTaIaUNasINN (Source Credibility) ANUNAIAAlATBIULNEI NN

(Source Attractiveness) AMNABAAREITZNING NARS W (Product Match-up) WAZN1342413 (Communication)
ja a , 2 & a o a o = ' v o a o o

Tifansnanmsesaniusslagalugsiaasdansunindludlsnalne feliasnadaesivauisbaes wagi

1330UdRU (2564) lAYINNTANENERY “BNTNa189 Macro — Influencer Aan13sndulasa@uAn High Involvement

szinnedandunine” lnanan1sisanudndades Anun138e41s (Communication), A31N1Te (Credibility),

ANNI@ENTNTY (Expertise) WAZAINNUNAIAA (Attractiveness) mmm'@'wqﬁmium?%@ﬁwﬁum‘“wa’@ﬂ'wﬁ

o

HadA mmmm 42 ?J’]‘Llﬂﬂ’mlﬂ]’ﬂllu 95 \lafidust 'mfaLﬂumi’mﬂunWi\ﬂmwmﬂun@u Macro — Influencer

2

PRgRasNTuAuNN ﬁfa}@"’ﬂmu@mﬁﬂwmuwmaﬂwmeﬁmmwaﬁifamimmﬁﬂwa wiilunamsariudu

N Micro Influencer lunguiifdRnnusesasnn dasafunudnsnizifiaedinialianansoriilsduiine

¥

Naanusslagels arasesldifadanidudowlsnaslunisnszdunalmiaausilazeson

o o v

3) 1M UseaaA189N197 g9a7 3 NANIINARDY WL adaiuiAuafresuiing

v
ia a o

(Customer Attitude) liHansnan1snsssinnauaslagalugsiaadmnsunindlulsemalny Gelsiasnadaaiu

' v a

RN T4 179A9 (2561) 1mmmiﬂm:ma‘m “AANNANNUSURINAUAR ﬁdmam\ﬁmwmmﬁﬂﬁmuﬁu

ﬁ’]’]Nﬁlﬂl@i‘ﬁu@ﬂ’]i‘i‘ﬁu‘ﬂ’]ﬂqﬁ‘ﬁﬁdﬂ’]ﬁ‘@ﬁ"}')” lpaNan13I98nLan adeviAuAs ‘17‘];\’]9]@

©

NIBNINANNAAZIAN |

e

c 1 a o o o

AnHANRUEARA AT R LN swd s BenTaEiniuemnsrugemnseewlan] ateldad AN eadan
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<

52U 0.05 TuiiAn1ufeaiu enadumezanlunissuddetiiduaonusslaldusnisiiuemnismainisgsin il
. e e em 4 e . Yo Ko o o . A -
s lgannniin siruafLievatnmaafiaswasanisANslaTe il wansisainausslate lugsia
adensunindlulssmalnanismaAeudiege adasuiauasiieedivnosasiarnnson ldiusinaiia
Yo Xus 4 ave o & o oasa N G
AnNAdlate e anaseeldiadaiiuinuin liiiaanuaslage iunaiu
o & Ao v ~ a v o A 1
4) dnnuszasAvaanisiaeded 4 : iaann1sATIzlaAaANNANT UL ITIa s tne 14
An193Ad wataannislaseafraudaduiiendunnsdninadanvnaesdouls Tnanismagaauaany
nannauszndlunaannAguiudeyadelszdny wudy Jadaduirusaizeduilng dudaudsdunaned
\TenlesdnsnaaeiladtAuAANEUEa8Y Micro Influencer Usynausag ALINUNTDTIUNANTNT (Source
Credibility) mwmi’]ﬁa@m%mumz\iqﬁm (Source Attractiveness) A3MNA8AARBITENIN NAR 9T (Product
Match-up) Wazn13@ad1s (Communication) §aauaslatialugsiaadeusunindlulszmnalng aradumszan
¥ o v o ) = | al | o Yy a a 4 & v o
wnldudiladusnuananEzaes Micro Influencer Wigatnaipaaldanaiiduslnafinasiusslazals ilade
v o a v a =3 o o o d‘ dl o Y Y a a Z’/ dsj v o a o
suiruaRecdLFinAadusulsdrAny lunismenlasninlWuslnafinansslate danndeaiLenuIdees
Rodrigues (2021) lennn1sAnmEea “The Impact of Social Media Influencers on Consumer Perception About
the Product And Purchase Intention” Inginannsdaanudn vinuaResguzinalunumdrdny lunisidusonanalu
o & \ o ya o = A A o & v a o
ANANRUTIE M N AMAN MUz HENENaN W IT TR aNRs aLarANAS laTaaeeELTin A Tnafadendananan
N4ARDAMNUNTAIBIUNAINHA (Source Credibility) ANLUNAIAATATBILNAINNN (Source Attractiveness) AN
FARAARBNTTIGNY NARADLAT (Product Match-up) Wazn13@a@13 (Communication) ANNAIAL
5.2 dalduauuzlunisiag
1) Teidua e lun1sinuansaae b 1ld
o o - PRI % a - . Y a
Hilsznaunis tinnsmana visayARaNNg989A2INANTAAEN Micro Influencer AURINA
adasunindludszinalng arsiansunaanainABNHAUAN UL WA UAINAD AARBITENINHARS W]
(Product Match-up) luinausilunisidenduiium Wesannauddeiinnidnemizaas Micro Influencer A1ANN
AAAARBITENINNHARATUIT (Product Match-up) LiuTadendenaidsuaniuiauafsesguztnadainlignas
Andulalunisteadimizunindlulssmalnaninign wanantaziilunisfiansnnaud neuzAunsdeans
e . . o . 9 - . o
(Communication) AM1ANULTAUBILUAINNT (Source Credibility) LAZAIUAINNUIAIAATALBILNAINNA
(Source Attractiveness) ANNA1AL
g miugnanlaazyingn@n Micro Influencer anugsiaadasunindlullszmealng viia g
\lu Micro Influencer fugsfaadanisunindaguaa lunisinauadayanaslinaudrdyiunisdeans
(Communication) 1uAuALLIN LHaga NI WA UTAE A1 UANIANHDIZ B Micro Influencer N19ABANS
(Communication) \luifadagnadieuansiarinuafsesgiisinannign wanantaziiunisiatsunanians g
FNUANNABAARBITZUIWHARA U (Product Match-up) AMUANNLNITI189UMaIINN (Source Credibility) kae

ANUAINTNAIAA A TBIUNANTINN (Source Attractiveness) ANNATAL
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2) Taiduauurda1niun1Rae e U A
R R o , d Lo & -
AYsANEFULsa U WA UAMAN LIRS Micro Influencer Ndanasiamdnnsalagalugsia
adzamindludsamalnedindn warlunisideluswipanasssyunanafunsoanisdnelifianzianzasunn
£ A vy \ - o A A L e o § vy o =
1 1Wesa NN ddeyatngisanunasve fulndsaine Nuans 19ty anaasi R uLLLgaLD N RAWAR

WAZAMNAATILALANFASTWaan Tl

6. unaqil

annsAnesiauaRresdiE InaluiladuAunasiidanlasnuansuzaas Micro Influencer A

Aaa

pelama lugsnaadansuninglulszmelng wudy viruasvesusinadudaulsdunanandaninaluniadesle

ADIANEUZA8Y Micro Influencer lUganusialata lugsiasdansuninelutlszmalne Tnapnanwnizaes Micro

o

Influencer ANUN138941T (Communication) HAdu1lsz@nsviniu 1.36** (P-value = 0.001) ilulaqandAty

a

nganazynuslnaiaviaafluiEsuansanisfuas Micro Influencer 38984N1ABATUANABAARBITEUIN

Q

NARA U (Product Match-up) RANENU92@NTNAY 0.55%* (P-value = 0.007) AILAINUNLTELDILUAINN

"o

(Source Credibility) HA1dn1lsz @511 1.12** (P-value = 0.001) WAZAATNBABAIUAIINUNAIAATATB

WUAINNT (Source Attractiveness) HANENUI2@NTWINAL 1.36*** (P-value = 0.001) AatiuLiad1u13aNn1 b

v a

a o addaa = o . v v @ o § vy a 2 a
N‘Llﬁ‘IﬂV’]Lﬂ@mﬂﬂm'ﬂﬂLﬂﬂﬂquW\iW@eL@sLuﬂqﬁ‘ﬁ‘UﬁN Micro Influencer l)l,ﬁl.l,@".] ﬂ@z@qﬂqiﬂwqiuauitﬂﬂuuLﬂﬂﬂqqll

(2 '
o

AelalunisgeedaniuningninAIuuzinges Micro Influencer Wiles Teduiudisznaunisvzatinnisnanai

Qe &

v = . % = a o = = ol o P
ABIN191@an Micro Influencer sugsnaadansuminelutlszinalng arsiansainidanangnilnnidnsoy lusnu
1Y | a o = v o = o A a
ANTNABAARBITTUINEARITUS (Product Match-up) Wuinausilunisidandusiiuen esanniuiladendanaida
uanAuiruaRzesiLzinatai llgnssndulalunsmesdamsunindlulszmalneaninign Tudauaesdnaula

o o o

AzM1813W Micro Influencer Anugsiaadanisunindlulszinalng aqslipaudrdnydunisdeans

(Communication) tunan LﬁmmnLﬂuﬂ%‘i’ﬂﬁmmL%qmnrfiaﬁmumﬁm@a@ﬁ‘lﬁmmnﬁqmﬁum

LANANSA19DY

e eIy, (2556). N193ATIEHANN 17 IANATIN (SEM) At AMOS. NTAUNN: AINART.
g9 1A, (2561). m’)m@w”uﬁwmw?ﬂmﬁﬁﬁm‘@g”wwﬁwﬁwszwﬁ@zv?mm”umwm”\ﬂ@Wu?mi F1UIU79A

N174739. INENANUSNINLTUTR. NAINEARATUATUNIT I,

'
o

wdnunl 35ade. (2542). lumadaisa: adAATIiETUNT34aE (WNWASIN 3). ngamn: Tesiurqinasnsn]

NUIINENAE.

1
o AaA o o o

WU UANATN. (2555). N193ATIEHANINANNUEIENTNTRYAN WY TANADNAADLUNUNANNTNE 189LF1NAR
nzideulumatavaninguiatlszmalng. Ingninusainindgs. dunnenduaidn.
WD 2790480, (2564). BNENATEY Macro — Influencer Aan176AAL1aTadWA High Involvement Lszinn

BAINTNNINE. NTAUATNBATENVNLIUTIA. NUNINLRUNARS.

Journal of Digital Business and Social Sciences, Vol. 10, No. 2, Article JDB001



15

13919 Tneyaunassnd. (2564). ViAunRTRse influencer Yuﬁ@@ﬂw@@uzau’mwju?fm generation Z WAEWANTIN
ﬂ7?#@51&?79”71/5‘51,17%&5%LLﬂf%@dﬁjﬂ?bﬂ generation Z. NNSAUAGNIEATTNVNLIUNN M INENALFITHANARS.

Byrne, B. M., & Campbell, T. L. (1999). Cross-cultural comparisons and the presumption of equivalent
measurement and theoretical structure: A look beneath the surface. Journal of Cross-Cultural
Psychology, 30, 555-574.

Cochran, W. G. (1953). Sampling Technigues. New York: John Wiley and Sons.

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika, 16, 297-334.
https://doi.org/10.1007/BF02310555

George, D., & Mallery, P. (2003). SPSS for Windows Step by Step: A Simple Guide and Reference. 11.0
Update (4" ed.). Boston: Allyn & Bacon.

Influencer Marketing Hub. (2022). The State of Influencer Marketing 2022: Benchmark Report. Retrieved from
https://influencermarketinghub.com/influencer-marketing-benchmark-report-2022/

Influencer Marketing Hub. (2023). The State of Influencer Marketing. Retrieved from
https://influencermarketinghub.com/ebooks/Influencer_Marketing_Benchmark_Report_2023.pdf

Kline, R. B. (2010). Principles and practice of structural equation modeling (3" ed.). New York: Guilford Press.

Likert, R. (1961). New Pattern of Management. New York: McGraw-Hill.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity endorsers' perceived
expertise, trustworthiness, and attractiveness. Journal of Advertising, 19(3), 39-52.

Rodrigues, R. V. (2021). The Impact of Social Media Influencers on Consumer Perception About the Product
and Purchase Intention. Retrieved from https://run.unl.pt/bitstream/10362/129605/1/TG10456.pdf

Rovinelli, R. J., & Hambleton, R. K. (1997). On the use of content specialists in the assessment of criterion -
referenced test item validity. Dutch Journal of Educational Research, 2, 49-60.

Schumacker, R. E., & Lomax, R. G. (2010). A beginner's guide to structural equation modeling (3" ed.).
London: Routledge.

Till, B. D., & Busler, M. (2000). The Match-Up Hypothesis: Physical Attractiveness, Expertise, and the Role of
Fit on Brand Attitude, Purchase Intent and Brand Beliefs. Journal of Advertising, 29(3), 1-13.
https://doi.org/10.1080/00913367.2000.10673613

We Are Social Global Digital Report. (2023). Digital 2023 Global Overview Report. Retrieved from

https://wearesocial.com/wp-content/uploads/2023/03/Digital-2023-Global-Overview-Report. pdf

Journal of Digital Business and Social Sciences, Vol. 10, No. 2, Article JDB001


https://doi.org/10.1007/BF02310555
https://influencermarketinghub.com/ebooks/Influencer_Marketing_Benchmark_Report_2023.pdf
https://wearesocial.com/wp-content/uploads/2023/03/Digital-2023-Global-Overview-Report.pdf

!-1) »
ard m :
Journal of DigTtal, Businezs and Social Sclenes

The Important Factors Affecting the Fresh Vegetable Distribution
Business: A Case Study of V-Fresh Delivery Business Entrepreneur

tlaqad1ANNNaAagsNaN1ganANUUILNNAAIRIHNIszNaLN1g V-Fresh

Q u

Delivery

Suppasiri Kueyen®*, Bavornwit Rojsuwan?®, Pruttipong Apivatanagul®
aa [ a a a o
ANAS NaLEW™, uasang 15aug9508°, NORINIA aATRUNS°

“Master of Science in Management of Logistics, Rangsit University, Thailand
*Corresponding author: Suppasiri.k59@rsu.ac.th

Received 12 June 2024, Revised 30 July 2024, Accepted 31 July 2024,
Published Online 18 February 2025

Abstract

This mixed-methods study aims to examine key factors influencing restaurant owners' decisions when
selecting fresh vegetable distribution services provided by V-Fresh Delivery. The specific objectives
are to: (1) identify critical factors affecting these decisions, (2) analyze the impact of personal factors
on fresh vegetable distribution, and (3) explore the relationship between personal factors and
distribution-related factors. The study sample comprises 100 customers who utilize V-Fresh Delivery
services. Data were collected through interviews and online questionnaires. Descriptive statistics,
including percentages, means, and standard deviations, were used for analysis, along with inferential
statistical methods such as one-way analysis of variance and Pearson’s chi-square test.

The findings indicate that most respondents were female, aged 31—40, held a bachelor's degree, earned
over 50,001 baht per month, and had at least two years of business experience. Technological factors
emerged as the most significant determinant in fresh vegetable distribution decisions. However,
variations in personal factors did not significantly impact distribution choices. Gender was significantly
associated with technology use in fresh vegetable distribution, while age was significantly related to
price considerations (p < 0.05). Nevertheless, overall personal factors were not significantly associated
with fresh vegetable distribution factors. Among distribution-related factors, technology exhibited the
strongest relationship with personal factors, showing statistical significance at the 0.05 level.

Keywords: Fresh Vegetable,; Distribution, Restaurant;, Market; Business Owner
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Abstract

This study aimed to: (1) examine the personal factors influencing brand image, user satisfaction, and
attitudes toward the use of K-Nex Corporation’s coin-operated washing and drying machines, and (2)
identify key determinants of user attitudes toward these machines. The sample comprised 425
individuals aged 18 and above with prior experience using K-Nex Corporation’s coin-operated laundry
services in Bangkok and its surrounding areas. Data analysis included descriptive statistics (percentage,
mean, and standard deviation) and inferential statistics using Pearson’s chi-square test.

The findings revealed that: (1) the majority of respondents were female, aged 2035 years, single, with
at least a bachelor’s degree, employed in the private sector, and earning between 30,001 and 40,000
baht per month; (2) monthly income exhibited a statistically significant relationship with user
satisfaction at the 0.05 significance level; and (3) knowledge and understanding emerged as the most
influential factor shaping attitudes toward laundromat usage, with a mean score of 4.89 and a standard
deviation of 0.314. These results provide insights into the demographic and cognitive factors
influencing consumer perceptions of coin-operated laundry services, offering valuable implications for
service providers seeking to enhance user satisfaction and engagement.
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Abstract

This study aimed to: (1) examine personal factors influencing the use of 24-hour laundromats, (2)
analyze decision-making behavior based on the logistics principles (7R’s) in selecting a 24-hour
laundromat, and (3) investigate the relationship between personal characteristics, behavior, and
decision-making regarding logistics concepts in laundromat usage through a service provider's
application in Pathum Thani Province. The sample consisted of 400 users of the application. Data were
analyzed using descriptive statistics (percentage, mean, standard deviation) and inferential statistics
(Pearson’s correlation).

The findings revealed that: (1) most respondents were female, aged 20—3 5, single, held a bachelor’s
degree, were private-sector employees, had a monthly income exceeding 50,000 baht, and primarily
used the OTTERI WASH & DRY 24-hour laundromat; (2) personal characteristics, including age,
marital status, education, occupation, and income, were significantly associated with decision-making
behavior concerning all aspects of logistics principles (7R’s) at the 0.05 significance level; and (3) users
demonstrated the highest level of awareness and understanding of logistics concepts in laundromat
selection, with a mean score of 4.64 and a standard deviation of 0.55. These findings contribute to
understanding consumer decision-making in the self-service laundromat industry and highlight the role
of logistics principles in service utilization.

Keywords: Application; Logistics Concepts, Principles 7R’s; 24-hours Laundromat; Otteri’s Shop
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Use a Laundry 24-Hour, Through the Application of a Service Provider in Pathum Thani Province. Journal of
Digital Business and Social Science, 10(2), Article JDB004, 1-17.
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Abstract

This study aimed to examine (1) the demographic factors influencing foreign workers' satisfaction with
selecting products and services from online platforms, Lazada and Shopee, in Samut Sakhon Province, (2) the
impact of logistics activities on their satisfaction, and (3) the relationship between demographic factors and
logistics activities affecting their satisfaction. The sample consisted of 400 foreign workers in Samut Sakhon
who used Lazada or Shopee for online shopping. Data analysis employed descriptive statistics, including
percentages, means, and standard deviations, along with inferential statistics, such as the ANOVA F-test, t-test,
and Chi-square test, at a significance level of 0.05.

The results indicated that (1) most respondents were female, aged 2130, single, of Mon nationality, and had a
monthly income between 10,001-15,000 baht. (2) Demographic factors significantly influenced satisfaction
with online shopping from Lazada and Shopee at the 0.05 level. (3) Logistics activities also had a significant
impact on satisfaction at the 0.05 level. (4) Gender, age, marital status, and income were significantly associated
with logistics activities in online shopping. Additionally, nationality was significantly related to logistics
activities, particularly in product selection, distribution channels, and marketing promotions. These findings
highlight the importance of demographic and logistical considerations in enhancing foreign workers' online
shopping experiences.
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FRININITVAINUUE AIRNTEUATNNITAAIALAE F1laadRng
ANNAgIUTEY (H,) : dyrAianduiusiuaniianala dundndoed Ausen du
FRININITIAINUUE AIUNTAUATNNITAAIALAS PlaadRng
a ldl E dl 1 & = s 6 o/ =3 k3 a o/ e Y E
anuAgIud 11 : Meldiededeireulauduiusiuaciuiana’la Fundniuet fusan dau
FRININITIARNNUNE HIUNNTAATNNITRANALAY AnulaadFang
anNAgIuuan (Hy) : meldadnsemenlifinonuduiusivanuianela drundndioet
ANUTIA ANUTDININITIARNUUNE AIUNITRUATNNNTAAALAE FwlaadFng
a v A oA = o o co = Y a o Y
anNAgIues (H,) : seldiededemenianuduiusivasnienela Aundndned du

FIAN AIUTBINNNITINAINUNY AIUNTEULATNNITAAOUAT Aulaaanng

4.MANN5938

4.1 naNsIATISUTRYNA
4.1.1 N@ﬂ’]‘i“ﬂ’mﬂ@ﬂﬁ‘z‘mﬂiﬂﬂaﬁlﬁnﬂ@\iEEM@ULLUH@@UGWN%@MN@ WU HRBULLLABLNIN
@'QLLIMQ_JLﬂﬂ%ﬂauﬁﬁ@’mLL’aﬂwaLﬂ“ﬁ/uﬂﬂuvmeﬁ?:WﬁN LAZADA w8z SHOPEE a1uqu 400 Al Andlufanay 86
dowlviny e wAne Auau 264 AU Anuufasas 66 dawlunjangsendng 21-30 T auau 251 Au Anufenas
62.80 uazianunnlan A 274 au Anludeaas 68.50 AtyTiAnany AIudU 210 AU AnuSRaAY 47.50 LAY

dnulun) e lA7eming 10,001 — 15,000 LW AU 265 AW ARTUSREAY 66.2 ATNAIAL AIUARN LRI 1

A1397 1 dayatszansaansaesnauLLLAa AN

181019 ‘ AT ‘ fauay
1 finueeteRudannuetnaindueeylatening LAZADA uay SHOPEE viteli
el (Ngounvinsiade 2) 400 86.00
Tdipg 65 14.00
2. LA
el 88 22.00
TN 264 66.00
%I‘LA”] TEY oo 48 12.00
3.8y
a1gpn 20 1 18 4.50
81¢ 21-30 1 251 62.80
21 31-40 1 114 28.50
21 41-50 1 15 3.80
81931NN91 50 2 0.50
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$18IN19 AU faany

4. ADNUNIN

Tam 274 68.50

N2 N} 126 31.50
5. AyIA

nagy 190 52.50

W 210 47.50
6. eldiednmialiewy

Fndnsae WL 5,000 LM 7 1.80

5,001-10,000 U 16 4.00

10,001-15,000 U 265 66.20

4an91 15,001 1N 112 28.00

4.1.2 namadinvidayaneaiuianssulaaasing wudn Aanssulaaasng nmsanet]luszau

2
v a A

11unana (X = 3.40) aRasainilusedalng BaaansuainAeasinn lundesgudusdunsn 9 83suunng

£ a2 (% (%

IPTDIAUNAUA NN ADLAUBIAINNADINITAUAITBIANAN FAIAINT AB NITLUNITADATULATNNIIANITANEITD

199019 N1sautedan wuaznisuIgiLie ATNANAT HNNIINUNWLAZNNINEINIIANFBIN1 TR UANIgNAY
v

NNIAANITARIAUANEIBITUANUILAUATINENNDFIB AT TNABINFAUAITBIGNAT WAZANAINTD IUNNIAAAS

o o

AupNABuariilss@nanin (X =3.52, 3.51, 3.51, 3.34 uay 3.14 ) ANAIAU Fauandlunns i 2

AN397 2 HannsdAszvidayainaaiuianssnlasaing

Jnde iﬁﬁuﬂﬁﬁ‘ﬁmau%%ﬂ ania -
X) (8.D.)
1. WanAeT 3.52 0.62 1N 1
2. 97A1 3.51 0.66 kg 2
3. TANNNNITAAAUNL 3.51 0.74 i) 2
4. RURTUNTAAA 3.34 0.47 111nan9 3
5.laRamnd 3.14 0.49 unans 4
s 3.40 0.60 111nang

4.1.3 m;ﬂ‘*ﬁmﬂ@Lﬁﬂaﬁummﬁ\iWﬂslfa’l,uﬂmﬁ@n”l,%’u?mi‘%ﬂmmmnLL@ﬂwamﬁu@@ui@ﬂ
FEUINLAZADA waz SHOPEE 22963 UpNA luaandnaymsanag wudn Anuftanelalumndenldisniste
1e9a nuaLNARTueaulatEEdNg LAZADA uaz SHOPEE 204u3a9usianludsudinaynsans nmeanee/lu
FEAUNIN (X = 3.24) dlafansundunedelng Baeanduainaedsunn i te g usuduuen &T\iﬁ m@%@

a v 1 a o ol 3 dl [N} v 1 d’l a % ] a o o
A% ﬂmul,l,@ﬂ‘waLmua@ﬂ@umumuwiuﬂqqmﬂ TANAINN VL@LLﬂ ﬂ’]i‘sﬁ@@uﬂqN’WLLLL@‘JJWZ‘]Lﬂ“ﬁuﬂ’ﬂui@‘lﬂuﬂ@'ﬂuu
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FTLAUAINNARLIAL

Anufanalalunisidanldusnng — utlaua | Ranking
X) (8.D)
aa a v Q/dl d"/ a ¥ v :// o Yo v a dg/
1. N15390RuAIA NIRRT AuA1LAL Y I TivnusadulaTe
s 3 339 | 088 | iuna 3
AurnldadnanseamuAuAaInNIT
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2. MsteAumtuLelnaindusauladazdas linuteduanla
3.12 0.91 | dunans 9

ATNATNANARNNNT

3. NM3TaAUAENULRUNARTURawlatf AN Iivinuaa L NI
3.05 0.71 | dunas 11

n9udayaresduai liataazidaauazgnanaasngiuy

d’j a 3 1 = o/ o o Y o Vo
4. nstedurt uLalnatatuaaulata s ldviauleasy

. 3.31 0.87 | iunans 6
dszaunisallua
I P IO A
5. MageduAiuetnaiaduaeuladluaqiuiuiduEesins 344 | 084 NN 2
d’l‘ a Y a o rdzlx A [
6. NMstaAuAEuueLnAIrTusenlaRduneu g en 3.49 | 0.99 1N 1
Aﬂ’/ a % 1 a o [ -ﬂl = v
7. nMszefudtiuuelnanduseulal e Faunaudiuman
, , , 322 | 093 | thunans 7
v = 1 = &V = < & o
udn Hsramgnndinistenaatiavizeriullasig < T
ﬂ’l a % 1 a o & o Yo Yo a % A
8. nsgeAuAH uLe ALt ueaulatvIn i uldfuAuATvTe
§ 3 y 3.34 | 0.780 | ihunans 4
13N157IA89AINANFRIN I TR U BN se au e ]
dgl a v 1 a o L ¥ o = A
9. n9geduA N Uk NArduaaulain ldvinuinaen
3.33 | 0.87 | dunans 5

= o v a v aa Lo A Ly o
Lﬂﬂqﬂuamqﬂ@uV‘nWNV‘]'J']Nu']l,mﬂﬂﬂlnﬂﬂ'ﬂqE;lj"ll']ﬂ@qﬂﬁ‘qu@u ev|

10. wawalnduaauladlfuUIRgALINzaNTUIIANAWAT
3.03 | 0.84 | thunans 12

1N88NN1TNE

11. wotnairduaeulaiifiunuiuussunmuzaniumAduAn
3.06 | 0.79 | thunans 10

Ainaanu1ans

12. waUndirdusaulauin1sdndsdudgnan uiuazmsemu
3.19 0.79 | dhunana 8

AANNY

¥

13. wanainduseuladiinisdndeduainssnudadoyoynlily
3.06 0.68 | Uunana 10

Nnyszne
14. watnadusaulariinisliuinimdanuidenelugnemn
3.32 0.72 | daunang 6
v
189NN
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GRIERH 3.24 0.84 | Uunang
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4.2 MINARAUANNAFIU

nauft 1 Taduliransanansisnasennufianelalunisdenldusnisdesesainuetndndy
aaulailsendng LAZADA uaz SHOPEE 28us391usinasaludsninaynsans Tnaldatmaimsziaoaulsilsu
N4LAEA (One-Way ANOVATE F-test ) unnuanisaiasnzdilaseilszannsAtans NAn p-value Waandn 0.05 Vi
Ao UjisannAgnuman (H,) agulddn dadedszansanansunnsneiuinasie mnnienelalunisaenlduinig
Tergeannuerndindueerlafszndng LAZADA uaz SHOPEE 2RIINUANA IR AN NIA ATUAN AT
adeldadAyneaianszal 0.05 %qmemamimmaummﬁﬁmﬁ 1.1 89 1.5 fail

Assfgudl 1 mAuansnaiy denasiaaaiiene lalunsdenldinsdesesannuetndndueenlan
957919 LAZADA WAz SHOPEE 294us331us19a1Tudsndnaynsannsunnsneiu Ineldans ANOVA F-test

Fauanalumn3nan 4

[5]’1‘1?’]\‘117] 4 memwmaumuﬁgmﬁﬂwm:ﬂixmniﬂmmr AN A

WA AU Mean Std. Deviation F Sig.
Hne 88 3.05 0.60
Ny 264 3.35 0.50
2 16.72 P<0.001
B 48 3.02 0.43
994 400 3.24 0.53
*pelRulAN AN NADANIZAU 0.05

AINANTIT 4 NANTNARBLANNFAFIU A1WWA WLUFT AN p-value< 0.001 FepandnszALiagAty 0.05

=

AaduAsLasannAguudn (H,) asuladn magiaiasnionelalunisidenldisnisgesesainuennaindu

o  a

aaulall LAZADA uaz SHOPEE uansineaninduils agalilad Ay aaiiansysii 0.05

ANNAFIUN 2 Favanguanseiu dauasanuianalalunisiaenlduinisdareasainuelnaiadu
aaulaifsening LAZADA uay SHOPEE 289us99nusamqludsmdnaynsatasunnseiu Taaldaian ANOVA

F-test Aaudnalum3799 5

[51’]‘1?’]\‘117] 5 memiwmaumuﬁgmﬁﬂwm:ﬂixmﬂiﬂmm’ ﬁ’mmq

S NRRH AU Mean Std. Deviation F Sig.
87611N91 20 1 18 3.17 0.64
8¢ 21-30 1 251 3.32 0.52
27} 31-40 1 114 3.16 0.36
: - 10.20 p<0.001
818 41-50 1 15 2.55 0.94
81YNINNIN 50 1] 2 3.90 0.80
Total 400 3.24 0.53

o o

*neialud AN e

ANgzFU 0.05
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o

AINANTIT 5 HANITNARBLANNAFIN AUT9987g Wud AN p-value <0.001 TvpendnszAutiadnAty
o 3 = a a o v ] ] o A = A Y a d’j
0.05 AsiuAsLasaNNAg AN (H,) agulladn deenguansieiu dauielalunisdenldusnisgesesann

watwairduaaulafzzindne LAZADA uaz SHOPEE uansnamis aseliutdnAyneananszsiu 0.05
a dl ' o ! ' = A Y a dy a o
ANNAFIUN 3 ANVUNINUANFANAL danasiaanianalalunisiaenlduiniseresainualwaadu
aaulaifsening LAZADA uay SHOPEE 289us99nusamaludsmdnaynsatasunnseiu Taaldain ANOVA

F-test Aaudnalum3799 6

[51’]‘3"]\‘1‘17] 6 memi'mmmumuﬁgmﬁnwmzﬂixmﬂiﬂmm{ ATUADTUNN

ADNTUNIN N Mean Std. Deviation F Sig.
Tam 274 3.20 0.43
LFNNNY 126 3.35 0.70 35.31 0.000**
ERLN 400 3.27 0.53

ANANTN 6 HANTTALATIZHANUANFAINTBIANIUAIN WUIN A1 p-value < 0.001 T9iieandnseau

v ¥
(P Y oa )

o O o =< a a o v = =3 A
a1ty 0.05 AvuAsisannfgiunan (H,) aglddn anunmian dpoanienslalunisidenlduinig

o o

a9 nLaUnARdunanlaliszidng LAZADA way SHOPEE WANANNAINADIUNINLANIY Bena i Atunig

o

A0ANITAL 0.05

ANNATIUN 4 yamuansneie denasanuienalalunisaanlduinisiaaesainuawaiadu
aaula1lsEuI9 LAZADA uaz SHOPEE 299us39usinasaludsndnaymeanasunnsineiu tnaldads T-test
Aauanalunsedn 7

T v

1SN 7 UARININAgELANNAT AN s sTansAanT AudtyTni

AryaB AU Mean Std. Deviation F Sig.
Wi 210 3.25 0.62
Nagy 190 3.24 0.42
14.553 0.000*
99N 400 3.24 0.53
*neinaliiedn ”cymmﬁﬁﬁixﬁu 0.05

o

AINANTIT 7 HANINARBLANNFAFIW AUATYTIR WL A1 p-value < 0.001 TetipandnszAtniadAny

o

o 3 =2 a a o v a 1 = = A Y a d’j
0.05 AiuASU iasannAgIunan (H,) agdlddn dyasnat Aasuieanelalunisdenldusnisgevesan
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o o o

uainaadueaunlaniszdng LAZADA uaz SHOPEE uans19anndyenfnany ad1efdadAnynieadnnsesy
0.05
a ~ v a4 A ' o \ = A ¥ a &
anuRg Ui 5 alaedusanaunansneiy danasannuiane lalunisiaanlduinis@aaasann
uwatnapduaaulariszndne LAZADA uay SHOPEE 2adussanusingsnaludamdnasmeanasuansneiy Tnaldads

ANOVA F-test Aauanalimnngem 8

A1INT 8 waRINIIMARRLANNAFIUANUszTnsAanT Auseldiafese ke

ANIUNIN AU F\'WL@?\IEI Std. Deviation F Sig.
Fndnsaewin 5,000 LN 7 3.10 0.85
5,001-10,000 LN 16 2.86 0.32
10,001-15,000 LN 265 3.20 0.43 8.24 P<0.001
44n91 15,001 LN 112 3.42 0.69
ERLN 400 3.24 0.53

AINANTI9 8 HANITNAFELANNFAFIN Auseldiadasiainan Wl A1 p-value 1AYINAL 0.00 34

v
o 0 o o o

WaandnsziusledAty 0.05 AnilRLfasaunmgiunan (H,) agulddn seldiaansiamau Hanuitanelalunis
RenldiAnsTevesanueinaindueeulazening LAZADA uay SHOPEE uansinaiy ageldadAynIeanA
fiszsi 0.05

tlastilsrrnsaandaaannuisnelalunisden fiinstetesanuelndiaduseulatzyndng
LAZADA iz SHOPEE 209u491usined1aludandnaynsannslaaldadifinimaseufivuunguiass
(Independent Sample) WLLN13AATI AN KL TUTIUNNGLRES (ANOVA F-test) ‘lumuuﬁimﬁ 1.1 99 1.5 Wuqn
tladelsyrnsananfiianuduiugsio annuianelaluntsiden 4130193 189 nuetndinduealatzyndng
LAZADA uaz SHOPEE 999u3991usnaana Tudaninaynsanns taun anwwa ang anuniw &tyana uazae s

[ aa

RaARIAaY LANFNAY et1eldadATynaliANIZA 0.05

P a a _ a ' ' = = v a & a
pauil 2 nsvageufanssulaaaRnddnasaninenalalunisdenliiinisgevesainuelnan
duaaulatiszndne LAZADA uay SHOPEE 184u3931us19619 Tudandnaynsanns Tnaldataninszipais
wilg1/99unnaLiien (ANOVA F-test ) st
a 4 a a - | : = = 9 a & a a
aunAgIun 6 nanssulasainddenarianriuianalalunisiaenlduinisgeresanuednandu

aaulalsenIng LAZADA uaz SHOPEE 18943991usi19619 Tudsudnagmsanns Aauansliinaned o
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I~ a a > 2 a i ! = = Y o &
ATNN 9 LL@mm?wm@@u@um;@mn@mw sulaaanndndanasananuiana lalunnaaenldusnisgesesan

watlnanduaaulaiszing LAZADA uay SHOPEE 289us9nusnesna ludsuinaynsanns

tlasedaasannuiianelalunisidenldiiznidevesanueinanduaeyla

sanensnd 39N LAZADA waz SHOPEE 289useausinann ludandnaynsanns

N Mean Std. Deviation F Sig.
NARATUI 400 3.52 0.62 37.07 0.00***
7R 400 3.51 0.66 36.21 0.00***
TAINWNNITAAINUUNE 400 3.52 0.74 54.06 0.00***
NNTANLATNNIAANA 400 3.36 0.49 70.09 0.00***
TaRasng 400 3.14 0.49 40.29 0.00***

HNEUER * P<0.05 ** P < 0.01 P <0.00 Sig*™* = 0.001

ANANFNN 9 HANNINARALANNAFUAANIINAUIAAAANE WU AUNARATIT A1UTIAN ANUTRINIg

n3dpaMLng AuNITaNEuNIRANn LavsulaAaRng JAn p-value < 0.001 TutaandiszAulud1Aty 0.05 A

=

aetlfaaanumgiunan (H,) aplddn Aanssuladafind duadennnuianelazesussnusinsdinilunisiaenldisnag

1
o o aaa

TevasanuaLinaindieaulaifizning LAZADA uaz SHOPEE wansinariu ageliiedAtyneatiangesu 0.05

ke

a

nauN 3 tasasulszainsiaudurusiunanssulaaanndndsuasaninuianalalunisiaanld
a ﬂ’l =) v 1 a s s 1 v s o £ aa 2
UIn1sreduAINuuelnaindusaularaussusteialudaninaymsains nageulaaldana X Test of

Independency TMUAPINANTNARBLANNAFIUN 7 Dt 11 AuansluA1397 10

AN3799 10 mma“v]mm‘uauuﬁgmmmﬁuﬁuﬁrﬁmﬂﬁﬂﬂi:ﬂmﬂsmzﬁmﬁmxﬁ@mmmﬁ@%ﬁnm’

Tastdenaranunanalalunisaanldiznistarasanwalnanduaanlaiisymdng
HERE LAZADA Ay SHOPEE 184ussausinesnq ludamdnaynsanns
AN NARA WS $9A" FRINIINITIR ARENGERY Taqamng
, Value 106.95 85.58 1.29 1.64 1.40
LW
sig. 0.00*** 0.00*** 0.00*** 0.00*** 0.00***
Value 248.51 1.31 4.73 2.04 2.02
a1
sig. 0.00*** 0.00*** 0.00*** 0.00*** 0.00***
Value 60.02 36.38 99.57 88.23 38.77
ADNUNIN
sig. 0.00*** 0.00*** 0.00*** 0.00* 0.00***
o - Value 45.82 6.23 50.04 39.77 22.70
T
sig. 0.00*** 0.80 0.00*** 0.00*** 0.07
o A 4 o Value 1.25 1.56 2.90 1.76 1.91
98 lAlRAtFRLARY
sig. 0.00*** 0.00*** 0.00*** 0.00*** 0.00***
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nuEnE - * P<0.05 ** P <0.01 P <0.01 Sig*™* =0.001

o

AMNA919N 10 NINAABUADNH X* Test of Independency LNANTUIANMNANAUSTIY 25 1uul

sendnatfadtilszanasnans laun e 49980y anun I dTid uar aldedusanen Ndsasafanssy

a

Tnagind laun HanAel $1A1 daannennsanaviing nnsdaasunnInana uaz Taaanng wuan p-value < 0.001

=< ¥ =

a94711691 TanatladeiszansAans NpNdunussananssulaaaind NuuanINNenalalunisaanls

Q U

P2
a

U3N13gere9anLelnaAduaaulaiszngns Lazada way Shopee 189us99ua9A19ludsndnayneanas

#anunrnasunsy lsall

ANNATIUA 7 : TadeiszansAnans Auwa wudn A1 p-value < 0.001 TetiaendnseAUTREATY 0.05

AauAstaNfuanNAgiuses agUlAdn malponuduiusiuanuionela Aunansiuel fusian Audeamia

o

nnaapamLng AuNsaNEINNIIRaNaLa: aulasanngd adreliadAyn1ealiansyau 0.05

¥ o

ANNATIUN 8 : Tadtitlszannsanans Augasang wudn A1 p-value < 0.001 SetiaendnszAuiugnATYy
0.05 AsUAsEaNFUANNATIUIRN(H,) aglddn dasengiiandniusiuAuianala Aunansiet Ausan
FNUTRINNNITIAANUUNE AUNITaudTINTRaaLas AulaadRndatelitdagAtyneaianszau 0.05

ANNAFIUN 9 : TaduszaNnsANEGRT AIUGDIUAIN U AN p-value < 0.001 TadaanNINTLAL

v
o o o o o o o

WadAty 0.05 AniuAsaNfuaNuRgIused (H,) at/lddn annndipondiiusiuanianela fundnsdiued

(7

o o o

AUTIAT ANUTRINIINITAAAIUUNE ANUNTdETNNNIRATALAs AnuladaaRng atreTldad Ay neaiAngzAL
0.05

anuAg1uR 10 : tTadalszanadrans audoysn@ wuan A1 p-value < 0.001 TedfaendisyaliadnAny

o & v

0.05 AeHuAsHBNFUANNAgIUsRd (H,) agUlddn dyanAlaanuduiug duasuiane’la dAuudndoet su

o o

TAINNNITIARNMUNELAZNNTANATUNITAATA HANNANAUS FuANNawalasuNAnA et atnal g Anig

7

a

ADANILAL 0.05

AuNAFIUN 11 : tadadszansAans ausalaladesaiian wudn A1 p-value < 0.001 Teaandn

v
o o v o

o o = o a P P | = v o & o =
TLALUUHANALY 0.05 ﬁ]\iuu‘a}\iﬁl@lﬁu@mﬁmﬁ’]uiﬂq (H1) @?ﬂllﬂ')'] ?qﬂiﬁL’ﬂ@ﬂﬁ]'ﬂLﬂ'ﬂu UANMUANNUT NUAITNN

o L]

[ - ! o & o I~

wala ANUNARAUIT AUTEININITTARUUNEUAZNNTEUETNNITAANA HAMNANAUE AuAuAanalafiu

a

HARsTUIT aeinalitdAtynIeas

o

P
nseml 0.05

T v c o a

Tuaneniladeilszansaans srudtyans Wlauduius du Aanssuladafing AnusiAwazaiiu

Tadafnd AnnismasauaNNAgIL wudn A1 p-value WinAU 0.80 uaz 0.07 gU/lAdn i 2 Tadeiananalad

1 o o

Auduusaailadelszanadans aenglufvadAynieas
AnuanaaauaNNigunudfadefulszansmansiaouduiusiuAanssunisladasndninasie
Audienalalunisldusnismedudtuuedndinduaaulaaasussusesioludaudnaaymsains nanean

a

‘wmfﬁ@ﬁﬁzﬁ'qﬂm&imm‘“mwﬁgmim (H,) 3\1@gﬂvlﬁdﬁﬂ@@“ﬂﬁmﬂ@:‘mmmamﬁjmmﬁuﬁuﬁ’ﬁummmmq

b

o o a

TnaanndatialdsdAnynieadangzau 0.05 lwanshdyaanuman wasdyaanulaasing iWasaasanAlng

1 v ' o o o o =2 v o v o‘d‘ o 9 a 1 9 o ca a
ATUBENINTEALUIATATLY 0.05 @Q@g‘ﬂimfl’]ﬁ@@ﬂm’]uﬂi‘ﬁ]’m?ﬁ'1'&[:’I?Lﬂﬂ'mllﬁﬂ_lwﬁ’]MVLNNﬂ’J’]NﬂNWHﬁﬂUﬂ@ﬂ?TN
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nalaagindnusnandusulaaaind Ndanasanaiuianalalunisiaenldusnisde Auen uwalwa LAY

o o

aaularfrasussnusies ludmdnaymsaiasetne liddad Aynieads

5. aNUsnsnaLA IR LA UDLUL

5.1 anudssua

5.1.1 HaNIATTayaanEzlszanIAans Al

fagaansclszansmians wudn geatuuuaeunindoulug) Aa wands 40901e 0]
=

5e1dNg 21-30 T Hanwnmlan dryafneny wazdaulugdselasendng 10,001-15,000 U aaAARESTL

U0 TeyWid 4nnn (2560) Nnuan ngusaatsdauluniduwwande Hang 21-25 1 uaz Aaelaaind
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