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ABSTRACT

The purpose of this research aims to study the factors influencing the acceptance of
using E-commerce in the context of healthy products and to provide guidelines to enhance
E-commerce usage in this context. It was applied using the technology acceptance model, the
information systems success model, product attributes and trust. A questionnaire was
distributed to 378 persons who often use the internet that were 15 to 54 years of age.
Exploratory Factor Analysis (EFA) and Structural Equation Model (SEM) were used for this research.
The results revealed that perceived usefulness and perceived ease of use had a direct significant
relationship on the intention to use, where perceived usefulness was the most powerful.
Further, the indirect factors influencing the acceptance of using e-commerce in this context
included the following five factors: information quality, system quality, online service quality,
healthy products attributes, and trust in sellers. There were four factors that were seen to have
an indirect significant relationship on the intention to use through perceived usefulness and
perceived ease of use, except online service quality, which had an indirect effect only through
perceived usefulness. The results from this study can be adapted and considered as a guideline

for entrepreneurs to plan strategies and to promote e-commerce usage in healthy products.

Keywords: System Quality, Information Quality, Online Service Quality, Healthy Product Attributes,

Trust in Seller, Intention to Use E-commerce, E-commerce, Healthy Products
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egunmidaldsuaufsuduegrunnludssndlve 3519 gnnil, 2562) neguilnalilduaam
AN S iiogunWluaNveN AN AN UTELANE M SYTELATE NUUY uidiaImKEndueiiie
guamdsziandu o wWeneulandlafaladiioguanluwuvesdsiu

1AYARIAYISERAATMNTIUATNINUAZAIINY (Health and Wellness) finsiiulnagaiuladn
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Tudszinelne Fedoldindugnamnssuvualingvedng a Jagduiiyariuszana 65,000 druum
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wazAn AUl UasUssanusosar 6.7 - 6.8 (WInwal 2AIAYL, 2563) Ineliwuiliunisiiuls

ag9maLiles waznatngunmildsaseglunszuaniuauls szludvineiteaiuiiouaziiany
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Jusgvesau (Praompit Katchwattana, 2019) Fauslaadaiuaulanasldloguainluidegn
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lnsianzaugalninguegadamuiien (Millennials) waziawelstung (Gen Y) niinmsmanuiuazli
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MnBumesiinuardedsruoaulat (Social Media) unasmasumng 4 udlvg

wiogslsimundunuin mmﬁ&Jmanmi%aw5mﬁmeﬁlﬁaqmm‘wm'msziamﬁaaulaﬁé’aﬁﬁmu
fireudradoslnefnduiiosdeosas 8.62 iy (EcommercelQ E-Marketplace Survey Thailand,
2018) sadanuin undsnisdendndusiiogunimvesiuslandiulvgiussasmounisdedudwie
Usmanumnseenlatuinnitesulatl (Bottomline, 2019)
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1. veuluasuiileninisfnu Ao 1unsAnwidadeiidanadenissouiunisldnided
Bidnnsofind (E-commerce) luvunwansasiiteguaim lngldfinsiuuuiaesnmssousumalilad
(TAM) iunguiififinnssonsunasdiodesdunadusiinanudisavesnsliivalulad Gwe ol
uay giium 2danssins, 2555) gnuiauslag Davis (1989) Faudumsimuiuassuudadiuiusen
nufnsnsgyimuvanuauazia (TRA) thiauelng Fishbein & Ajzen (1980) uagngufingAnssu

ALY (TPB) Muauslay Ajzen (1985) lneladendnidwananisuausumalulagluluuiiassiun
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a

310 2 fawdsnan Ae NsTuitelselevil (Perceived Usefulness) vunedis n13suiinmalulagiiaiu
HieNawlsEansannisujiiaulaunnvsedesiioda waznmssuianudelunisldeu (Perceived
Ease of Use) muneds m3suiimsldaunalulagiulidnludeddanunesiy defieziseuiuas
v 1 ) o < v [J a’f [ d‘!
Wladne waziuudnaesnnuduianiuansawna (IS Success Model) wuudnasstignitmuidulay
Delone & MclLean (2003) wiialdusziiussansainwazainudnsavesnisidssuvansauna lag
Uadendnfidnasoniseadldlanussuvarsaume I 3 Jade laun aaninszuu (System Quality) 1lu

1131AN159119UYeTEUVUTERANATRYA WATANYAENITTNINMWTIsEUU(Tony Ahn et al., 2004)

o w A

AN mdayaasauma (Information Quality) 1uiladedrdgyiteligldnusunsulselenilaglald

<

v

Aeordoufisaudonuiniu widimnfniniiauedeyade uazauamuInig (Service Quality)
Fudnuuzvosanumieslunisdoans udlelym uastewdedldonlunaimnzan Tnofsaes
wuusaesiinananiulfihussendldiduiiugunseuunfevesnuideluadsl

2. vouRRuUsTINIWasNauiiegs fie ngudlidumesidalutieny 15-54 Yudszmelne

Fudunquiifisudedudriiuniseoulatdinniian (@innuadfuiend, 2561) LLazﬂdeqﬁ%’ma@u
ngu Generation X, Millennials waz Gen Z Aiflauaulai3esvesguainuaznisquanuies (qud
AT9ATIANIUDBNLUY, 2562)
3. Fauusillunside szneuludesudsudinisuonuagfutsusamelusild
dufl 1 fuUsieanieuen (Exogenous Variable) wisoenidu 2 nguiladoudn Ae ngu
Hadespmesiuoeulat uaznduiladoyumosuoonlay Tnediadesiuiomn 5 s lnedideld
v‘hmié’qmswﬁmmmﬁaﬁLﬁ'msﬁmLLazé’mmwail,%aﬁﬂﬁ’UQ'L%'msmz:yv?ﬂﬁlﬁﬁmﬂiﬁmm(Observed

Variable) fam15197 1

A19199 1 Lanssvazideadiusuenguen (Exogenous Variable)

naulade CRRIEAUR aaudsdanald wdafian
naqudade  Aunwndeya AsUTUANYIivastaya Tony Ahn et al.
G N (Information (Completeness) (2004)
sueeulad  Quality) anuutagtuvesdeya

(Timeliness)

AUV IV YRIUBYA

(Content Variety)
ANNTNTEUY Anunsonlunsldeu (Availability)  Tony Ahn et al.
(System Quality) ~ dudinsiogltu (2004)

(User Interface)
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naudade AauU el Aaudsdanald wdafian
AMAINUINTS ANINBUAUDY (Responsiveness) Ting Chi (2018)
paulal N13USNTAUBUEN
(Online Service (Delivery Service)
Quiality)
naulady  AudnwMzves AuAMAMN (Quality) Wan-l. Lee et al.
RGN HERS AUAUMNZANVD NGNS (2017); Heekang
drusevlad  iilegunw (Product Fit) Moon & Hyun-

(Healthy Product
Attributes)
Aulingalu
AU

(Trust in Seller)

a =

ToyATENLALLID951 IR NEN
(Product Story)
ANUTYRLEEN (Reputation)

AT (Expertise)

Hwa Lee (2014)

Myoung-Soo Kim
& Jae-Hyeon Ahn
(2007)

gl 2 fuusuraniglu (Endogenous Variable) Usenaumievianun 3 fuds lnedidela

1Y

Mnsdanseinaideifetesardunvalidedniugidesny ililaduwdsdauna (Observed

Variable) §n15197 2

A1919% 2 anssvazideadiuusunanglu (Endogenous Variable)

ALUSUES

fanusdanald

roa
LLRAINUN

nsfuiuselend
(Perceived Usefulness)
n1sfuiarudtglunisldau

(Perceived Ease of Use)

n1susendaLian (Saving Time)

Anudrelunslgau (Easy to Use)

ANMUINYIUNITAUNHARN TN

anuiidedie (Reliability)

Hung-Pin Shih (2003)

Hung-Pin Shih (2003);
Md. Tariqul Islam et al.

Anuaslaldnndvgdiannsatindg

(Intention to Use E-commerce)

(Ease of Product Searching)
nsldaulusuian (Use in Future)

AMUAILALY (Intend to Use)

(2016)
Ting Chi (2018)
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AUNAFIUYVDINTIVY

nsfnuifeadiiszneudeaunisiuesniferommn 13 Yol

auuAgIudl 1 (H1): Aunndeya (Information Quality) dssansznuidsuansonisiuiusslovl
(Perceived Usefulness)

auuﬁgmﬁ 2 (H2): asunmdaya (Information Quality) ANANTENULTIUINGBNTTUIAIINE
Tunnslgau (Perceived Ease of Use)

aunRgnuil 3 (H3): AN MUY (System Quality) daansgnuifsuinsiensiuiuselevy
(Perceived Usefulness)

AUNAFILA 4 (HA): AN MIEUL (System Quality) dssansgnuideuandenisiuinnudiely
N5l (Perceived Ease of Use)

auuRgnudl 5 (H5): aauniwuInisesulal (Online Service Quality) dananszyuiBsuindenis
Fuduselevil (Perceived Usefulness)

aunAgIudl 6 (H6): AauamuInisesulatl (Online Service Quality) danansENULTILINABNNS
Fuiaudnglunisldau (Perceived Ease of Use)

aunRguil 7 (H7): andnvazveandndusiiiequain (Healthy Product Attributes) d4ra
nsEnuleuInAan1sTuiUselevl (Perceived Usefulness)

aunRgnuil 8 (H8): AnudnvazveanAnusitiioquan (Healthy Product Attributes) ddra
nsEnulsuInen1siuinudtelunisldau (Perceived Ease of Use)

auuAguil 9 (H9): mwilinslalugunondndusiifioquam (Trust in Healthy Seller) dsra
nsEnUleuINAan1sTuiUsElev (Perceived Usefulness)

aundgiuit 10 (H10): avwilinalaluguendndusiioquain (Trust in Healthy Seller) dara
nsEnuleuInAen1siuinudtglunisldau (Perceived Ease of Use)

aundgiud 11 (H11): ms3ufanuielunisléan (Perceived Ease of Use) danansznuids
vInden15uiUsElend (Perceived Usefulness)

auuAgIuil 12 (H12): n33uiuselont (Perceived Usefulness) danansenuidauansiondny
silaldmdegBidnnseding (Intention to Use E-commerce)

auuAgIuil 13 (H13): nMs3udanudrelunisléau (Perceived Ease of Use) danansenuids

UINFeAIUAIla N fvgBidnnsafing (Intention to Use Ecommerce)
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MATuAsatldun1ITedeUSua (Quantitative Method) Taefidunaunisaiiuauisosiadl

JUABUT 1 NITNUNIWITTUNTTULALNNSIVETLALIT (Literature Review) N15&wnanISal

d

(Observation) waz n1sduA1BallTEN (In-depth Interview) LTun1sAnwIMWIAR VL] wazaWIdY

v =

Vg d siva b lateusuniinasd@nwilunainvate i wazifislvmsiuidadeidesdunneideeniu

[

1139y ntuITelddiludunanisaluazaeunuyaneiug Ussnounsiidiminendn dudiiie

q
¥

guan Wieiiussivteyadednieliidlafiausunileognawiade saudafinnsduniwaluuuia

IassaeiudlTermaiineitessiuiu 5 v easiedeuladeflaannisnumuissanssy

Y

a

Tunauil 2 N1sHAUINTRULEIANNIUITY §Idelaurdeyauazadenlaainnisnuniy
35n53n Msdaunanisal wasn1sdunwelBdnandidsrrigunduasie waziaunussneuiudu
nspULUIARlUNWITEAN NG 1

Online Perspectives

Completeness :
- '
Timeliness nformation :
Quall
Healthy Content d ssid NH1
' = -
Varisty ' \ [ Saving tme I[ Reliabilxy ]
: F\H2
' '
Availabiit ! Percetved
Y Systern Quality v H3 X
User Interface " ' Usefulness .
N AH4 H12 Intention
: EH to use
- it ; Online Service ’ Intention 1o use
Delivery Senvice Qualiy \HE
- : ¥ - H11 E-Comenerce
e T '
Offline Perspectives HY H13 Use n
Quality T """ Future
Healthy Proguct 1 M8 Parcaived
Product Fit
Attributes ' Ease of e
Proguct Story ! H
i V/ H
' \
Healthy Stare : HS/ Ease of Product Easy 10
D
Reputation : Trust in ¢ Searching use
Healthy Seller's Mealthy Setler '
r oo s  —m —e e '
Expenise

AMA 1 NI0ULWIANIITETLAINNISNUNILITSUN TSN AU YL TIEN NG I8y

Funoud 3 nsimuaIesiolunisiiveys Wunsiaundediomnuideiiezldly
LuUABUnY (Questionnaire) TuguuuumanudnuazUatsda (Close-ended Questions) Sadiadin
wseendu 2 dau fe dauit 1 ManuAeafudnsasnisssannsmans uazdiuil 2 danudie
Aenfuiladesing q Wuwuuidenmeu 5 5efU (Rating Scale) mugUiuues Likert's scale wagldiinig
maaumwgﬂéfawaaLﬁamimwmwﬁﬂﬂ']imfi']é’ﬁzjﬁmmaamﬂé’m (index of item objective

congruence: I0C) (85N5304 AINGY Uag SRydlgn Augiuum, 2561) laeiidn 10C vedusazdarniuey

5¥1714 0.6-1.0 IMNUUIBIININAdEUAINNULTBToYBLATEB (Pilot Test) Aunqunadaudall
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anwugnlnalAssiunguieg1anldlunsideduiu 30 degre lagldmaliansinauaenndeses
wuuaaunu (Internal Consistency Method) f835n13M1ANduUs2ENS Cronbach’s Alpha Iaeiian
ANUWBIUTBUUARUNLLALTIN 0.968

Jupeunl 4 nsiusiusndeya gIdeldvinisiiusiuniudeyannguiieda dude {4
a s & A ' i e~ % ° Y oA Y a
dunesiinieglurtiiengsening 15-54 U lagldnsimuanguiiegesivinzauiun1sinsgsiliimg
aunselaseadne (SEM) Tngauafieg1afimunraualsiinuianuinnii 200 faeg199uly (Pui-Wa

Lei and Qiong Wu, 2007) uagUsgnaudunannisuszuiuainisiiitneiaieisladignggn

LR}

=

(Maximurn Likelihood) snuszenald Faszylinmsmuangudiegnsusyann 10 - 20 winvawiiuys

a 4

dunald (esnssas NSy war Sydign Auguuv, 2561) astiulunisfnyanuddeassliidauusdans

o«
v oy
\'LQJQIQ

FN9AU 18 FwUs F99LlRvuInfIDg 19NNz aNRAD 360 Fagna WnglaunaInn1sAUIMAILUSELNS

Qe

loviamun 18 siauds auriu 20 wih wagiiedesiunisiasuteyanaunduainngudlegieilinsudou

Ia o

FAeF R lun1TLINKUUABUNININEY 71U 400 Ya HunsesulaulagldiSnsdudiegiauuy

eXe

dx1n (Convenience Sampling) #&931NNNIATINERURUUEBUNNT@INTatu g AT IEAlATII I
378 9 Anduseway 94.5

aa

Junaunl 5 Msinsizideya Fwvsadanldlunstiesgieanidu 2 du ldun n1sinsen
adALanssasun (Descriptive Statistic) wagadaiiaayuu (Inferential Statistic) lagldinaiianis
AATIENDIAUTENBULEIET533 (Exploratory Factor Analysis: EFA) Liladangusays wagimailanis

AAszvann1igalasiase (Structural Equation Model: SEM) iiafnwauduiussyninadade

NaN1339Y
1. iamsins1ziteyaThluvesieunuUasuny

PNMTAATILAUUUEBUONT WU 378 AU WUl daulua)idumends 250 au Andusesay
66.1 f9239971853%I9 21-30 Vdwau 177 au Andusesazde.8 Tnsdrulngidnsanisdnuluszeu
Ysgansdnuau 184 au Anlusesay 48.7 UsznaueTwntinauensusiuiu 169 au anduieeas
a4.7 fisoliaduegi 20,000-30,000 UM 93 AU Amidufesay 24.6 ameunuvasuawa gl
anuadlatundnsasiioguamuszavewnsieiu Indu WusuduusnAnduiesas 32.1 Tagan
nuseg 378 au wuth neTendndusiitegunwlds oy 356 au uarlihaedoldsuau 22 au 8
dulniasderinumsdemseanlatinnidaduiosay 53 lnsunasidendondntasifioguam
rugesmnssenlatinniian fe Sureduduionnueminuiesas 20.9 duundeifeutonin
tosmseeulatsusiuuinie Social Media Anfiufosar 19.9 sulsznalnsndslumsteusaraisor
7 501-1,000 v Aadiudevas 51.1 dnlnaiinguszasdnisiefiouslnaies Anudesay 56.4

1

warAnudlunmstedulvgjediiiouas 1 a3y Anludesas 56.1
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2. HANTAATINNITIANGUAILUS

Inglgn9iinszntadeitied3aa (Exploratory Factor Analysis: EFA) %ﬂﬁ%i‘]’alﬁt,l,ﬁaﬂzjuﬁﬁa
Tumsenghidsmaldiduiom 8 nduamuiutsuds anmsiengidadodsiim &) lu
wAagngu wudn Avll Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) A1 Bartlett’s
Test of Sphericity f1 Eigen Value uazen3osazuasauuUsusuazan Munusinsguiomn 39
lidnfusesintosinlaiis Tnsusasndusiutsudeis 8 ndudu fudsdunaldgngunufunde
Wies 1 psdUszneuTiazyioufsiul sudafissiufeiesnnlassaiavestedauluusdazngy
fudsussdinnudiiudity fafundsannisianduiauusagldmuusiomn 8 ¢ Tdun aunmdoya

1%

ANNINTEUU AMAINUINITeRUlaY Aadnyrvendndusieguain anulingdaluguig nsiud

U

Usglenl nssuianuielunisldnu wazanuadaldaumduddidnnseiing

A58 3 Wan1TIATIETad8LTed1599 (Exploratory Factor Analysis: EFA)

ngutade/Auusuns {9Am1u  Factor loading  KMO  Cumulative %

AN MTBYA laCt 0.863 0.907 68.180
(Information Quality: IQ) QT2 0.824
IQv2 0.824
lQC2 0.819
IQv1 0.812
IQT1 0.811

AMATNITUU SQuU2 0.865 0.819 68.816
(System Quality: SQ) SQU1 0.836
SQA1 0.821
SQA2 0.794

A musnsosulal SvVQD1 0.838 0.867 67.563
(Online Service Quality: SVQ) SVQR1 0.832
SvQD3 0.821
SVQR2 0.812
SvVQD2 0.805

AudnvzvemAnSuTIioguAI  PAQI 0.863 0.915 69.020
(Healthy Product Attributes: PA) PAS2 0.844
PAF2 0.832
PAS1 0.823
PAQ2 0.823

PAF1 0.797
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ngudady daA1a1u  Factor loading KMO  Cumulative %

Aulinsdalugue TSE2 0.837 0.878 67.517
(Trust in Seller: TS) TSE1 0.833
TSR1 0.830
TSR2 0.821
TSR3 0.786

nsfuiuselenl PUS2 0.824 0.816 66.651
(Perceived Usefulness: PU) PUR1 0.822
PUS1 0.815
PUR2 0.804

nsfuinnudglumsldanu PEOU1 0.836 0.814 66.548
(Perceived Ease of Use: PEO) PEOS1 0.820
PEOS2 0.816
PEOU2 0.791

ausslaldauwdied U1 0.873 0.829 72.069
dannseling (Intention to Use IUF2 0.848
E-commerce: IU) IUF1 0.848
U2 0.826

3. HANITIATILVANUFUNUSTENINFIMUTUAENAARUANURFIY
Taeldlunaaunisidalaseadie (Structural Equation Model: SEM) @eroui3unaany

auuAgIALABWNIIATINARUANNANA U edenARBvedlina futoyaidaUseding Tnvanunsan

AnanAniIns1vaauAUnaundulun NI lARIMIS19N 4

v

M519l 4 nansnsIRseuANLaenAdawedlunaaNn T dslasastudeyaileusying
ANEDRLUNIIASIVEDU AraBATLENIITUAATONAGDY AT L ulawa
CMIN/DF TaltAiy 2.00 0.657 donAADY
GFI 11NN 3D WAU 0.90 0.998 ADARRDY
AGFI 11NN U3 WU 0.90 0.984 RGN
RMSEA "oani 0.05 0.000 AOnAADY
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Online Perspectives

........................

E Information Quality | R =0853

E Perceived

i Systern Quality Usefulness

E R*=0.753

E Praimdanice Quattty Intention to use
beremeeemeree e 0.177%% E-commerce
________ Offline Perspectives

i Healthy Product
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: Ease of Use
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A9 5 kAAIAIAINFNNUTTENI NI USHAT AN IAARUANNRAFIUNTITY

AUNAFIY  AUTUAUSTENINNAIUYS Std. Regression Weight ~ P-Value  wanadau
H1 PU <— 1Q 0.143 *oxx gU5U
H2 PEOU <—- IQ 0.187 ok YoU5U
H3 PU <— SQ 0.115 ok YOU5U
H4 PEOU <— SQ 0.229 *oex YU5U
H5 PU <— SVQ 0.135 ok YoU5U
H6 PEOU < SVQ 0.080 0.082 Uies
H7 PU <— PA 0.312 *oxx YU5U
H8 PEOU < PA 0.230 ok YUY
H9 PU <— TS 0.145 e YoU5U
H10 PEOU <— TS 0.249 e YoU5U
H11 PU <— PEOU 0.177 ok YUY
H12 IU <— PU 0.727 *oxx YoU5U
H13 IU <— PEOU 0.220 ok YUY

LYK

NUEE : AN P-Value Nsaiuudnfty 0.001(*%)
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