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Abstract

This study aims to compare purchase intentions via social media platforms among
consumers in Bangkok and its vicinity, classified by demographic characteristics and to determine
the impact of E-service quality on purchase intentions via social media platforms among consumers
in Bangkok and its vicinity. The samples used in this study were 420 people who have seen products
sold via social media platforms and live in Bangkok and its vicinity. Data were collected using
questionnaires and analyzed with Descriptive Statistics, including frequency distribution, percentage,
mean, and standard deviation. The hypotheses were tested with Inferential Statistics, including:
t-Test, F-Test and Multiple Regression Analysis at the significance level of 0.05. The results of the
study found that consumers in Bangkok and its vicinity with different age and educational level
have varied intentions to purchase products via social media platforms. It is also found that the
aspects of E-service quality, including Efficiency, System Availability, and Responsiveness have a
positive impact on the purchase intention of consumers in Bangkok and its vicinity. Whereas,
Compensation has a negative impact on the purchase intention of consumers in Bangkok and its
vicinity. Purchase intention through social media platforms can explain 31% (R? = 0.310) of the

variance in electronic service quality.
Keywords: E-Service Quality, Social Media Platform, Purchase Intention
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Zeithaml, and Berry (1988) filsina1aliin nsuinisuanangainduaifiaiunsadnle 1wy nageuadnu
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wazfAIng 1delnenadsd, 2560) Tul 2005 Parasuraman LAIMENN15YRUUUUTHIUANAINYDINTT
U3M3 (SERVQUAL) anusegndldlmidneds iilelidndumediomsefind uasanldanedosdiotuanlal
demstssdugunmnisuimadulaidulmidnads Tnewdanesineenidu 2 4n & (1) E-5-QUAL Model
Jussddszneuifeniuganmnsuimsdidnnsetnd wudls 4 13 iun 1) fudseavsamaesnsldo
(Efficiency) e msfviuledlddu 1Hauieuasdsunuuiiae asmnuazsniga (2) dunsvil
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\udush (Privacy) fianumanedt mauuazsnwanudy deyadusmainssugveadiuilng Al
THu3nsweasn (4) suanamTouvesszuy (System Availability) fiaanumunedn szuuitdulna uas
fimnuatieslunisldau ausainuldnasniial awisagislunisnevausinenuiaIn1sves
fuilaaldnasn 2) E-S-QUAL azidumstjaiunsianunmnisuinmssidnnseding Aagunianaaimnis
usmsndenisviglu 3 4@ fe (1) Aunisneuauesgnen (Responsiveness) fR11UMH8I1 §neAnds
annsadaseaouniuiun1sduld (2) dunisvavegndd elinaanuldens (Compensation)
fiarumingdn Huiannsasuiaveuidegnaldsunansenuildldainnisuield (3) Funisinsie
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Fumou sail (1) nsnszniindstamn (Problem/Need Recognition) i uan1iefiiinainarudenis
(Needs) dananszfuvianislu (intemnal Stimul) 1y Avw3aniia anuddndn uasdenseduniouen
(External Stimul) inandauUsauya nsaaa (4P’s) i1unnssuiuessianie 1w iiuamdelasani
dwasionuidn viowunmlavanemsudiddnesiniu (2) nsuaismdeya (information Search)
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Social media platform

(Purchase Intention)

AuAWNSUIN1sIeBianseding (E-Service Quality)
Kotler & Keller (2016)

- puUsEansMweeInsiiay (Efficiency)

- snumsvihlviussaudmung (Fulfillment)

- PUANUNSDNUBITTUU (System Availability)

- guanududiuda (Privacy)

- FUN1IAIDUAUDIGNAT (Responsiveness)

- é’mmsﬁzjmjagﬂﬁqLﬁmﬁmmﬁmﬁww (Compensation)
- punsAeme (Contact) NAINITVIY

Zeithaml, Berry and Parasuraman (1990)

waz Parasuraman et al. (2005)
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1) uvdadoyaugund (Primary Data) Faldannisdusnedng S1uau 420 au wuulasn (Quota
Sampling) W18 210 nds 210 Aelawaneeulal uaziasliuinisniedidnnseiind w1y Social media
Platform

2) msiuTuTuteyaideideiunu §3de1denld TWsunsu Google form daidiu Freeware
UszLam Office Suite 910 Google amnsauwstonanstaglviglddu 9 arunsariau saufuls Taggld
149U 1L Web Browser Litea$auuuasuanu Online i oanuazainuazsIniirlumsiivteya

Ya v o a

Fef3desifiunisdsuuuanununsiud odsanooulay Facebook Messenger ua Line n¥auduag
Inguszas m3Idelvmsu
3) feudILuUARUNNILYIINITOS U waLBEAlud LYY TN UsYaIRUITY TNty

nsmeuLUUABUNN uazdanseslnslimnudnnses Ll edansesaniznouLuasUALIALLTIY
delawandudedinuooularl

1) yinnsnsreaeuauaNysalvesuuuasuny Wi et deyaluldiiaszilu Tusunsuly
oufwosneada Hezlilunmsiieneideyadeld

iwesilafldluniside

F3deldairandesilouuuasuniu (Questionnaires) Fauvaiiiu 3 dau daudl 1 Teyarialuves
Frounuvasun WuLvasUALLUUEeNme UL 6 Te daudl 2 AuamnsUInImMedidnmseding
117w 24 90 wow dwdl 3 auidladeduduin lnduefiounanody 4 9o lnsuuvasunududi 2
way 3 Tdumsdiuuseiliuainziuy (Rating Scale Questionnaires) 5 5¢AU LABNTNTIVADUAIINATS
masiiem (Content Validity) #agan 10C mﬂQ'LG?J'mﬂmyIm&JLﬁaﬂ%’aﬁmmﬁﬁm I0C #aust 0.5 FulU uay
wiaraud ey (Reliability) Ine3innardudszans salae3sn1sAuanmesnsouta (Cronbach’s
Alpha) l#sgming 0.891-0.948 Gaeglusziveensuls (Hair et al, 2010)

Weseidoya

WATveyafadnigans s (Descriptive Statistics) Wauansinsgideyaidanmninly
g‘tJLmusuamﬁmmmmmﬁ (Frequency) A1588ag (Percentage) Anady (Mean) wazdiudeoauy
1A5§1U (Standard Deviation) WagdiAszvideyameaifideousnu (inferential Statistics) 1ilennaoy

auuiguveoyalaglienatia t-Test, F-test uag Multiple Regression Analysis isgdiutitdnfgy 0.05

WNaN1539e
a ¢ v &
nan15AAszidayanily

Aneunuuasun g dunands 91uau 210 au Anluiosay 50.5 danlnglens 18 - 26 U

a =

(GENERATION Z W.¢1. 2548-2540) 37u7u 172 au Asvlusauay 42.2 ﬁmiﬁﬂmagiuizﬁwimmm

A7)

wnfign 91uau 234 au Anluievar 59.8 daulvgfiaouninlan 248 au Anduiosas 69.9 dalngy

fissfumsfinueg TS aanes 271 au Anduieuas 66.4 Todwluminmuusemenou inniiga S 131 Ay

Anuieway 32.1 wavdwlungiseliiadenodou 35,001 umiuly s 121 au Asdudesas 29.7
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HaMIATIERAMAINNISUSNIINeBEannseling

AN mNsUINMsMeBidnnsednd finnuddgseduslnalungammamuasuasyuamaiiiy
dhogdlunstodud Tunmsmedlussduinniian Wessvaeuiusedu wui duiiidiaiegdian
Ao F1un1smauALBIgnAn (Responsiveness) sosasudu drunisvavegndfietinanudeme
(Compensation) mun1syinliussaidnane (Fulfillment) Auaunseuvessuy (System Availability)
A1UNSAAREMEIN15U1Y (Contact) Auuszdnsnmuesnisldeu (Efficency) wazgavinasumuiy

d@1uA (Privacy) MuaIau fAanisei 1

M597 1 AnededidonuuresnunInnsuInIsmdidnnsedng

ANATWNNSUSMIMNeBannsailing TR _

Mean S.D. TAU
1. uusganSamveanislden (Efficiency) 4.37 0.57 wniign
2. snunsvibiussasdmang (Fulfillment) 4.45 0.60 wnitgn
3. AUANUNTDUVDITEUU (System Availability) 4.43 0.56 mmﬁqm

4. auaadudui (Privacy) 4.12 0.62 110
5. ﬁmmmauaua&qmﬁﬂ (Responsiveness) 4.50 0.56 mnﬁqm
6. funsvALvEgNAETBLAnANAABYE (Compensation) 4.46 0.66 Wniian
7. gun1shndanaIn1suy (Contact) 4.43 0.65 Wnitga
57 4.39 0.50 wniign

a ¢ g & a v o s 8 Ao
nan1sIneianuaslagefudriiuunanvasuludeaiiine
duslaalunsunmuniuaswazUsuanaiidudiegrsfinnuesladedudiiu Social media

platform lnesiuegluszauuin (Mean=4.16, S.0.=0.71) uaziflefiarsandusiede wuii Jenifidade

¥
=~

geanfe inuAnI1avdedumrun1sdedinusaulatininnitvemisdulusunan (Mean=4.22, S.0.=0.84)

5898911 YNuAlaReduAmEunsEedinueaulatagsniuay (Mean=4.21, 5.0.=0.84) inudslagaduan

'
=

Wrunsdedinusaulatiluuszdnluouinn (Mean=4.16, $.0.=0.79) uaz MuAni1azuuziidude

AuArunedediauesulall (Mean=4.07, S.0.=0.71) MUEAU H9A15197 2

AN5197 2 [HANITIASIZUANUAIRTAUANILENaRNBI Ul TuallRe

AuAdlagafuAHIuLNannasulvdealife Mean | S.D. | 52AUAINASLATD
1. ynuAnIzdedunmiunsdedinusoulatinnningemis 4
r 4.22 0.84 WINNEA
aulusuian
2. vinudslageduirnumadedirueaulatiidulsyinlusunan 4.16 0.79 110
3. iuAnIask U Vi oudedudmumsdedinueoulat | 4.07 | 079 aly
4. inuaslageduarun1sdedinusaulatag1uiuau 4.21 0.84 INAgn

373U 4.16 0.71 4N
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AUNUTEYINTAANT WANAIAU

dgunansvagauauNAgIu

Jadednulszvnsanans t-Test F-test Sig. NAN1SNAFDU
duNRFIUY
LW 1.635 - 0.103 Taiumneng
918 - 1.807 0.000* UANEa
ANUNWAUTA - 1.337 0.264 lalumneing
FTAUNIIANA - 5.196 0.006* WANGY
01T - 0.825 0.532 laiumneing
selarelfou - 1.810 0.096 laiumneing

* Jdgdfunieddanseau 0.05 , n = 420

NA1INN 1 KansnadeUaNNAgIud 1 wud guslaalulwaniamnumuasiazUSuunaiieny

LALIEAUNISANYI ANF9NY TAUAdladaduatiuwnanasuladeailife LaNA19iY NaNISILATITI

579873835 LSD wudn fuslaaluanssvmasuasuassunmaniongwandeiudanuddadoduaisiu

Social Media Platform unnsnsfuegnafideaddeydi 0.05 S1umu 2 A lon Gen Z fiu Gen X (Sig=0.000)

wagGen Y iU Gen X (Sig=0.002) lnaguslan Gen X dmnunslageduidesninguilag Gen Buf uag

wul1 JuilaalulangannumuasuazUsuunaniiseaunsdnw Usgynsdanunslagedudinig

Social Media Platform 1nninguslnaiisisgaunisfingandituaang (Sig=0.002)

AUUAZIUN 2 AunIMNITUSNIsBdnnseiind dwaneauasladedudtuunaniosy

lo@eaiiive vesuslnalunsammumuaswazUsunma

M19199 4 NANITVIADUANNRAFIUN 2

Coefficients

Unstandardized Standardized

Model fiauus Coefficients Coefficients t Sig.
B Std. Error Beta

(Constant) 0.999 0.262 5.831 | 0.000
1. AuUsEanSnmeeanislaau X, 0.497 0.080 0.387 5.964 | 0.000
2. AMUAUNSBUVBITIUY X, 0.289 0.085 0.231 3.400 | 0.001
3. fUNVALTEgNALIBIAAANILEE Y X5 -0.179 0.060 -0.166 3001 | 0.003
4. FUNTADUAUDIGNA Xq 0.142 0.056 0.124 2555 | 0.011

R?=0.310 adjusted R?=0.303 F = 45.174

Std. Error = 0.594  Sig. = 0.000***
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nanMsasziaLanassdeny (Multiple Regression Analysis) #2833 Stepwise wansliiiiugd
ausdlad edudviulndeafifounanrlosy amsnesuisauulsuTesAUAMANTUTNIINNG
Bidnnsedndld 31% (R =0.310) wazilovhnmsviedevanuAgiu wuin aanmnsuinmsmadiannsednd
fiifieq 4 Fudsiidamareanudilatedudviledadifounanresuvesuilnalunsammamuasuay
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