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The Study of The Relationships Among Word of Mouth, Trust and
Technology Acceptance Model (TAM) In Consumers’ Intention to Purchase Insurance Online
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ABSTRACT
The objectives of this study were 1) to examine the integrated model designed to predict factors such as the
perceived ease of use, perceived usefulness, attitudes towards using, word of mouth, and trust that influence online
insurance purchase intentions. 2) to study the causal relationships between perceived ease of online insurance

purchase and word of mouth on online insurance towards behavioral intentions in online insurance purchase with
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perceived usefulness of online insurance purchase, attitude towards insurance purchase, and trust in insurance
purchase as mediator variables. Through convenience sampling method, data was collected from 380 samples with
previous purchase experience of any insurance policies in Bangkok to be used for an analysis of descriptive statistics.
The processing framework to evaluate the significance of the relationships amongst the variables involves Structural
Equation Model (SEM) analyzed by Partial Least Square with M-Plus Program. The results indicated that most of
them are male of 31 - 40 years of age, married status, bachelor's degree of highest education level, private business
owners and company employees, and with average monthly income of Baht 15,000 - 35,000. The structural equation
model that represents the relationship between those variables in the model were found to be consistent with empirical
data. The influence of various variables in the model can be explained with influence coefficients of statistically
significant level 0.05 on all paths. The hypothesis test results by structural equation model analysis concluded that
the relationship between variables were in accordance with the conceptual framework. Therefore, the results from
this research can be used to plan and develop marketing strategies with target customers who are likely to purchase

insurance online.

Keywords: technology acceptance model, behavioral intentions, online insurance
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Perceived Usefulness (PU) | - migroszauserilimsianuuazaiavesiudieiu Amin etal., (2014)
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Constructs Insurance Context Sources
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Constructs Insurance Context Sources
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o

a vy Lo 1 A Ao o o & ad o da
- ﬂuUufJf]1]11(751]'f]yﬁﬁ'luﬂ?ﬁﬂkﬂﬂﬂﬁy‘ﬂﬂﬁzﬂuﬂﬂuu‘] NYDLTYINA

R B - I - T )
olsenunuiienuaalniuiluiiiey

'
Be
She

Fugnsi 2 Famaw w.e1.2562 Wi 786 ialag Wadindnerds v Inedenensa lno



a

msdszyminanenanIteiuninfneszAuNA

asei 14 Umsdnm 2562

maaf 6 anuaslaBangAnssulumsaer)sziusie (Behavioral Intentions)

Constructs Insurance Context Sources
Word of mouth - ﬁué’]’mmiw"ﬂﬁmﬂ”mﬁauuamuﬁﬁué’ummﬁmn”uu?ﬁmﬁmmﬂizﬁuﬁﬂ Mukherjee& Nath (2007)
Purchase intention - fudosmsiindadaunsdersziusoeeylaiiflefeutusemenisuielna Mukherjee& Nath (2007)
Continued interaction mnsudeusziusel i Sudeamslfzmmiude TS nundoudhani Mukherjee& Nath (2007)
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uUMIdNsNa b(SE) B t P HamInaaey
H1: PEOU -> BI 0.180(0.000) 153 9.25% .000 dhullauaundagiu
H2: WOM --> BI 0.201(0.061) 175 3.51% .000 dhullawaunagiu
H3: PEOU --> PU 0.658(0.090) 719 11.80% .000 dullaauuagiu
H4: PEOU --> ATU 0.400(0.000) 377 12.63% .000 dullaauuagiu
H5: PU > ATU 0.500(0.000) 431  11.59% 000 dullaauuagiu
H6: PU ->T 0.400(0.000) 305 11.43% .000 dhullauaundagiu
H7: WOM --> ATU 0.186(0.065)  .179  327% 001 A laeuuagiu
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1. M35u3Denud1e (PEOU) Haninanisuinaenuadluganganssy (BN areduilszans
a a o 2 Ay Y= & a awv Y A & v o Ao
answna [3=.153,p=.000 aviumanldsuiuluawauuagiunsiteden 1 FsaeandoanuaIuIdeuns
Gefen, Karahanna, &W. Straub, (2003) 15949 Trust & TAM in online shopping: An Integrated Model LL8& 41 Uy
YOI NIU LAUALIDEA, W5A1T NIgy uaze Ing Aagansmna wud miveuiuma Tuladilionswag
) ] S A a 9 . ¢ ! 2 @
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2. MIVONED (WOM) Honinaniuinaenudasludanginssy (BD) areduilseansonina B =
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175, p = .000 asuuma lavuilu lawauuagiunisitedon 2 Faeande ntaIuIeY09 Duan & Whinston
(2008) 38309 M3 AL Tnvessaavisminarauuuindethafududieonlaw uaz Fan & Miao (2012)
AN Y115 0 9 Effect of Electronic Word-of-Mouth on Consumer Purchase Intention: The Perspective of Gender

Differences
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malulad (Technology Acceptance Model: TAM) HAZNUIFIVDY David, Bagozzi and Warshaw, (1989)
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o 3’, ~ YR I a aov 9 ~ & Y @ o [ =
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(Technology Acceptance Model: TAM) HAZAIUIVIUDI David, Bagozzi and Warshaw, (1989)
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(Technology Acceptance Model: TAM) 1NNV David, Bagozzi and Warshaw, (1989)
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Puspaningrum, (2018) 1AAAYUTDA The role of trust as a mediation between the effect of perceived usefulness and
perceived ease of use to interest to buy e-book
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aiurai I8saiu lunuauuigiunmsiseded 7 Seaenndessuainnuisoves Albarg (2013) I&FnB1T04
Measuring the Impacts of Online Word-of-Mouth on Tourists' Attitude and Intentions to Visit Jordan
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wuwai IasailuTawauudgiumsisedon 9 FadoandoaiuaIuITeved Han et al (2018) lAANH1T0
Impact of core-product and service-encounter quality, attitude, image, trust and love on repurchase Full-service vs
low-cost carriers in South Korea
r'd
10. NAUARA (ATU) mmwamamnmmmﬁq“lmqu&msm (BD) medulszansoniwna [3 = .226,
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(Technology Acceptance Model: TAM) 11ag411398404 David, Bagozzi and Warshaw, (1989)
11, aw'3nale (1) fsninamevandeanudaladmgdngsy (B) fredulszantonina B=
379, p=.000 svﬁ”aﬂ’uwam'lssmuﬂu'lﬂmmuuagmmi%"ﬂsuam 11 ¥aa0andoaf U3 T8u93 Mohmed, Azizan
& Jali (2013) ANM1T 04 The Impact of Trust and Past Experience on Intention to Purchase in E-Commerce
' Aa a ' o Y= 7 Yy o a £a a
12. M3VBNAB (WOM) UBnTwan1auindenssuineilss Tewi (PU) adeduilszansonsna B=
v & Ay v= g a aov ¥ A & Y o Ao
324, p =000 sariura Idvailuldawanuagiunsitoden 12 Feaeando nIUITeV0I Matute, Polo-
Redondo, Utrillas (2016) hlﬁ} ﬁ AY5 04 The influence of EWOM characteristics on online repurchase intention

Mediating roles of trust and perceived usefulness
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