= NTEsAaUAEnSIATaNEIUNTIUUINTS

Journal of Liberal Arts and Service Industry

T 1 avudl 1 uns1AL — lwwiBY 2561 Vol. 1 No. 1 January — April 2018

TASIN1TIARNIATVIIAEVINTTUUINTUATUTANTINA T

AMTRAUAEATLAYINEIATEAT UMNINEIABINYATATERT TNUUVANILNILEU ISSN 2586-9612




USSAUNSNIS

nRYUSTANSMS

ADIUIIEUITNS

i
U

919138 p5.a3¥nA yayUsednd
819158 A.L0NENT FURS
919156 #3937 guidea
9719158 99 9aATENeY was il
a1a1stynsedal Blneiud
27197158 Uee e e Snude
2158 Ugans ygy el
2197158 TUNSILET AISAW
2191588581 Wawwally

~

919158 919.903wg1 fan

48 U

EvseAnAineuan

thedans

919158 ATAYWA WEILIA
81215¢ my.alyey Auneyse
919158 AT.AUWUY WATATIY
912158 as.dyuy Tsndad
919156 0. 3umin gleamysal
2719158 9.8y U‘%qm‘é
919158 as.absed wWNeena
as.3% (Houase

P9.918) A1UanY

73.5%MU UL

YgEvani 15auEs

QEAIERTI95E P OUITE FUAT

LRGN YRTAENS

URINENSUABRTAIENS
U TINENBEA RTINS
UwANENAEAURTAIENS
URINENSUABRTAIENS
URTINENAEA RTINS
URTINENAUA RTINS
URINENSUABRTAIENS
U TINENBEA RTINS
URTINENAUABRTAIENS

LRINBUAYRTAERNS

LM INEREYTH

LN ANYIHEYTH
anunsdams ey it
Uninenasme luladsvs srassive
uringaewmeluladsivisnans Tueen
uinenaswmeluladsivisnanyTueen
AWIINENSE 198 A RUYS

£l o

U39 loa1sid 91Am (o)
=4

U39 AT humas st 1A%

drifnaunstdnsdnisasngvie

URTINBUAYRTAERNS



IngUTEASA

AMURUANTAANA

AT

=1
(=

f

=5

MIEsRAUAIENTLETDAEINNTINUINS

(Journal of Liberal Arts and Service Industry)

s

1 atiudl 1 unsnAY - W 2561 Vol. 1 No. 1 January - April 2018

Wlomeunsunedadde unadnins wazuniansaimisde Ailquamlumanimasiy
granvAsIIUEANg: Asviaafien anslsasy fnniens amwrdanguilegnanunssuuinig
53130y gfadsenn Favmansd ssfafodsnn neazissnf nwdingy nsula
mweaniuszend n13¥ans nstyd nseane Ssanans Spuseenaumans dnwimans
Viwennsuywd warn1sWaIwInnI (Routine to Research) Fanrerlneunarnndang s
Tnefudanandlunisiavariisunaiafifgunm uaznasgiugs Admumsfatsanain

AnTiRadl vannvanganvluaulan

atiufl 1 1Feau UnsIAL-lwey
atfufl 2 WWou weuaAL-3amel

L2 d‘ = &t &
AUUN 2 199U AUENYU-SUIAL

1. unau il fudaunisfisrsuandunsedaegnssnadfanielunazatguen
s finedenienseans (Peer Review) fllmudmmuaninsalumnfvneruiudedos
aatiogd1uan 2 i (Double-Blind Peer Review) dsaassdnparlinsuiusdazihedy
Mo worliifdn i fudffuiunanudy saufs vniansaludadednnsusnduain
Ansanandlednatiey 1 i

2. yneildFunsiRndlunsmaduanudadiuesideu Sldanudndiuvodiagi

ysasuwagldldnnuiuiisgeule 9 vemawssaninmnsmsfalmanonans g

Imqma%’mﬁ%mm%mqmawmﬁm?mﬁl,l,aw’imﬂﬁﬁmmm
AurAalmaniuaine1mand NATINISUNYRIAENS TN LURATWHILEL
wdl 135 6 Fruafumanay Sunofunauen Ssdnuesgs 73140

3. 0-3435-2285 Tnsans 0-3d35-2385 Insdui (nnalu) 3099 , 3976 , 3977
http://dsil.flas.kps.ku.ac.th/sil_journal/index.php



UNUITUIDNIS

Msasalmaniwazgeainnsuuinisiuleuisfazifuilas
3 wau leaUasuunanuaintindgnnis Q'mﬂ@mq@umﬁﬁmﬁ’ﬂﬁﬂmﬁﬁsﬁu
Udgyey193 1n wazion PINEUNAMUEINFRNRIHeLRS unadluaisans
Tulsgifufsafussamnssuuinig maieadion n1slaausy Anenans
MwdaInguitegramunsauuing gafan1slu gifauseyy Aaumand 53R
BFod1310y AMWILAITIUAT MMwdange nasula nmaEnsUszend 3
dan1s n1sdyT n1seane Sgrneans Sgussenauenans Anwviraes viweans

ywd wagn1simuILinngsy (Routine to Research) laaFufifuving

nMeilvsuarntedinge aduiliiendde 5 unaau A 1) asdnen
Tadelunsdnedadelunisdend dnwisennsuinisssia aniveidewaluladsvieradnulnduns
Uiasisiy 333397 2) Amnwszuu msduiussleninisldnu nsfudanudasssdy wazanulindda
dsnaramudalaliuinisiayGuinilvsdndfetovasdlduinnsiovhau luwanssmmamuas 3)
aussauzndnidudulunsuansunuwiihueanlussdnsuimsdruduanimils | nsdlfine duae

o o

vaudn deninwmesysal 4) Ysslvinavevaiaadiadomsnisaainuuunaunaiufiiidenmanyaluay

=1 1

mnusinRnansviefiendiminagveninvesfiennguaulan 5) Factors affecting Behavioral Intention
n online grocery shooping dalluunenuivuaiouazitauladuedids Tuuusaneaussandang
NassaRalmansiazanaunssiuinsnisduagudsinisasatuiasidudsslanineyinu

g1u Tn3rnig wazgaulafidaniinisaisvenst medvedingauynviumnyideafiauaulaay

o

i
U
AAUAUNAITY UneLIns Ardaldvnaaussansnig

ATI8rans1R15d as.awily dues

U855



GRETILY

UNAIIUIRY / UNAIUTUINITT

= o =) @ = 1 = =3 = o =i
nsanerdaivlunisidendifneidanusudnisgsia amingrdemalulagsivusna
Saulnguns ulinsfiyy In32958
wawAs Ayledande
LY A7) Es 2 o b7 g 2
AaunszuY N133uiussloninisldeu nasfuianutaands wazadnuliangda
1 1 3’/ 8o o =Y 1 o e | o o o
danadanrunslaliuinisdrssRurtulnsdwidanave sdlduinisdeinay
Tulansamwaniuas
@ @ - Qs = er E=) -~
qsigh Noesny, tnwuaud AWaniAsAnG, uaz §lnd lanbassal
ﬁu’;"mumé’nﬁi’uﬁu’lunﬂ'iLLﬁmwmwiﬁwaaﬁﬂ? Tuasdn1sudnasausrvanvantia:
nydlfnw dunavaudn Jwmdamesysal
91991 lauguan uasivy aigurvrslysy
UszANSNAaYa AT aE15N1TAANALUUNENRE UGG an WA nEal BazAUANAaNIS
viaaeadeniaae vestnvaaiisanguauldan
vaaly @mad uazusngn Tufzise
Factors affecting Behavioral Intention in online grocery shopping
Nichcha Techaphunsin, Krissada Jirawongwattana, and Soonthorn

Pibulcharoensit

16

28

40

52



=2 @ = v =2 1 = = = [ =
n1sanwUadelunisiaanidn ANYIABASUINITTING UNIIN g1amnalulag sy

L9pasaulnauny UNATWYY ANSIS5A

A Study of Factors Influencing on Decision to Study in the Faculty of Business
Administration, Rajamangala University of Technology Rattanakosin Bophit
Phimuk Chakkrawat

Received 10 September 2017 w3 Aglefande
Revised 7 October 2017 wivedewaluladsvaseatnulnduns vinsfiyy 9057550

Accepted 15 October 2017

UNANED

e illunsidadiedisns Tngussasdveinsidefe WednuUadelunisidendidne s

a = = = o =

ABUTMNTIIAY A ivendemallad s vusaadnulniuns uRnsiyY 3053590 1gduunauine uaz

q

ar o
or s 1 o 1 1 ' [

sefudu nduietradulindnwseduuiygreifim&sdnwagseninedulf 1-3 anzuinisgsia
unvendewaluladvasma faulndunt uliashiye 05558 w300 au laeTBnsdudiagiuy
wistugfl sddflilunishiassdoyaldun Souay Aafe andoavuinasgu mmassuuuu? uay
MTAATIEIATILUTUTIY

nan15338 wud Yadelunisdenit@nwsionmusuinisssia antinedomaluladsvieng

4

1 =

Saulnduvs uinsiiyy 3052558 Tuawswedluseduinn usediwud e insaale eldnfasalfiay
ﬁuaqgﬂﬂmmﬁ,mm&mﬁ’u Zumanatladulunndantn@nwssluiuanraiu SusuinAnenPdTul 913w
1RIRUAATaY kaznsAnwveunasasfiuandedy dnadeladalunsdaduladandrAnerdad

LLANHAL
ardadiey: Tade, n1sdingula, n1sdnw

Abstract
The study was survey research. The purpose of this research was to study the factors
influence on decision to study in the Faculty of Business Administration, Rajamangala University

of Technology Rattanakosin Bophit Phimuk Chakkrawat by gender and level of education.
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Samples were 300 students from the freshmen, sophomore, and junior students of the Faculty
of Business Administration in this institute. Stratified Sampling technique is applied. The data
was analyzed by percentage (%), mean (X}, standard deviation (5.0.), independent samples t-
test and analysis of variance (One-way ANCVA).

The finding was found that the factors influenced on decision to study in the faculty of
business administration, Rajamangala University of Technclogy Rattanakosin the faculty of
business administration, Rajamangala University of Technology Rattanakesin Bophit Phimuk
Chakkrawat in overall at a hich and revealed that the differences in sex, GPA, the parents’
average incomes per month had ne effect to the decision to choose to study. But for students
with different in college year, parent occupation, parent education had sienificantly influenced

in decision to choose to study in the Faculty.
Keywords: Factors, Decision making, Fducation
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Abstract

This study was aims primarily to study system quality, perceived usefulness, perceived
security and trust toward the intention to use mobile payment of working-aged consumer in
Bangkok. Close-ended questionnaires with the reliability of 0.951 were reviewed the content
validity by experts. The multi-stage sampling was implemented to gather data from 200 a
consumer working to used mobile payment in Bangkok. The statistical analysis was conducted
by using frequency, percentage, mean, and standard deviation, and multiple regressions. Result
showed that the factors affecting the intention to use mohile payment of working-aged
consumers in Bangkok at statistically sienificance were a) perceived usefulness perceived
security and trust. Additicnally, the results also revealed that the factors affecting trust of
working-aged consumers in Bangkok at statistically significance were a) perceived usefulness and

perceived security.

Keywords: System Quality, Perceived Usefulness, Perceived Security, Trust, Intention to use
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L3

(Internet Payment) kay 2) M5¥gsnssunsiiusiungvsdnyiilada (Mobile Payment) (uddunsas

;|

AlTUIATIN19N1IRY, 2559)

= =

Taglutagtunisdrseuuasat evesssuulnsdnyilafiovia Mobile Payment i Aanisi
nsdAnyilofouladudolun st seduaBuamsousniseans q v uasalanindudidnnseling
Insunsgeniunsust 2010-2011 T wugldauiviaddesay 40 uasiiuwnbinavlnuniulusuian

]
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f9 3.8 Wuduauihlanr s Ty fouasuds 2 Wudndyivalan Guaiswiclsuvalne, 2555;
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A1911 Mobile Payment unlifufiarfuudlugnseurosnisdisdudioiuan lna ey
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Abstract

The objectives of this research were to study the behavior of the Administration
organization Management for strengthening competencies and development; to study the key
tasks that the Administration organization management workforce require to perform their role;
to study the core competendies required to perform their key managerial tasks effectively; to
study the challenges facing of Administration organization management workforce in providing
equitable and effective services to the population they serve. Data were collected by mixed
methodology using interviews and questionnaires with 32 samples. The guantitative were data
analyzed by using statistics of frequency, percentage, mean (x), standard deviation (5.D.), and
the qualitative data analyzecd by using content analysis. The results found that the overall
behavioral [tems were necessary at a high level (x= 2.84) which included attitude, capability,
skills, abilities, and knowledge. The key tasks which the Administration organization system
managers gave most precedence were the Human Resource Management and organization
environment. Besides, the core overall competencies were necessary at a high level (x=3.99)
which included leadership, political awareness, self-rnanagement and resilience, leading and
managing change, interpersonal, relaticnship, management and cemmunication gualities,
evidence-decision making, operation administration and rescurce management, public and
industrial relations and networking, professionalism and knowledge of organization’s
environment. Morecver, the challenges facing of administer management workforce which were
given most precedence were the attitude and the acceptance of sodety toward the

organization.
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Abstract

The study is quantitative research that has the objective to study (1) the influence of
integrated marketing communications (IMC) tools on image in Loei Province tourism (2} the
influence of integrated marketing communications (IMC) tools on loyalty in Loei Province
tourism and (3)the influence of image in Loei Province tourism on loyalty in Loei Province
tourism among single tourists. The sample is Thai single tourists both of male and female in age
20 - 40 years old of 400 persons on travel in Loie Province. Questionnaires were used to collect
data survey. Statistics that use for analysis data comprises frequency, percentage, mean,
standard deviation, simple regression analysis and mulliple regression analysis by set a
statistically significant level of .05. Findings have revealed that: (1} integrated marketing
communications (IMC) tools were influenced the image in Loei Province tourism among single
tourists. statistically such as Perscnal Selling (B = .405) Advertising (B = .366) Event Marketing (B
= .330) Public Relations (B = .154) and Online Marketing (B = .137) (2) intecrated marketing
communications (IMC) tools were influenced the loyalty in Loei Province tourism among single
tourists such as Event Marketing (B = .326) and Online Marketing (B = .198) (3) the image in
Loei Province tourism were influenced the loyalty in Loei Province tourism among single tourists
(B = .628). Therefore, relevant agency in marketing planning to promote tourism in Loei
Province should kring these tools planning in development tourism for maximum effectiveness

of single tourists.

Keywords: The Effectiveness, Integrated Marketing Communication, Image, Loyalty, Sincle

Tourist Group, Loei Province
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L. mié"amimimmmL%aymwmi \unnsfrenaniA s TUR DT via e funadqnEFy
msmanasnsvieafisn milawandudulusunsundnlunsdomsninan wilugiumsdonsdu 4
Fududsshunysenounsuna uiu Usensuale (1) n5lawan (advertising) (2) n1saagiunisune
(sales promotion) (3)A5Aaa1aLdsRanssULarUsesaun1sal (events and experiences) (4) A%
Uszaduwusuarnislve1l (public relations and publicity) (5) n13v78lasninaueig (personal
selling) (6) N139M81AN 1904 (direct marketing) (7) n13na AU §&uWUS (direct and interactive
marketing) W&# (8) AMTRAIALUUUINABUIN (word-of-mouth marketing) (Kotler and Keller, 2012)
nazAmAILUIUA Teasduszaey 4 @ A (1) msfuiuusud (2) msfudanam (3) msdealaaymiug
AURUTUR Uaz (4) anudnfsenusus (Aaker, 1991) m'i?f"amﬁﬂﬁmaml,wymﬂmﬁﬂ'wa@iaﬂm@mm
susivagldusmg Veunasviaafien Geric and Gil-Saura, 2015) m‘i%"amimimmmL%ayimmiﬁ'wa&fa
AniAUsuALAE e duayInsAiugsAadiuaufionelavesgndtuar anuasindnfivesgadn annu
wmﬂwmamaqm‘s?i"aaﬁm‘mmm%qymwmiﬁﬁw%wamqmqLLasw'Né’amiaﬂﬁﬁmﬁuh%aimaﬁqmu
AMATLUTUA (Darnarjati, Kusurnawati and Mawardi, 2016) LA¥A1TUINITUD NN TUUVE Y DaLT a1

£l o ]

A mdnualuusud wasnTiuiifendunusualdvinaraauiimalavegnauasiiBvinaseainy
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eindnfvesgnan Wanasal lvevngads uway 85195 otfunvin, 2555; Unutduy #5SsTan], guuil
wEleSY, unen LaUssiedy, waseind Jandud, 2556; o58F wEUE Usvandy wauuy, 2558; vul
AUN WAR ke Agdn, 2559)

2. prwsnuslvansaiandies (image) iuddfuiloasufifisatuuidnmionfndusivasusdv

' o
s =f

WudafhiAntuldantafavatalsznsanlinisaiuauvessiia lngdssnaudie 1) nmdnwal
ndnAusiniau3nig (product or service image) 2) ATWEN WA UDILUTUA (brand image) ey 3)
anEnvalvesan1TuniondAns (institution image) Taiiutladovilsfairuanaiuusudvounes
viaudian (Kotler, 2000) Usznaususudsafinuiio wdnvelvouvaviaaiien dananonisliuinng
waraufiswolavasglivinisiamuduiusigauindednunarnndnualnisdeny (Abd-El-Salam, et,
al, 2013) A wdnunlvasuvasy oafien a'qmamqmwiammﬁﬂﬁmaqgﬂﬁﬁqLﬂuﬁﬂ%’ﬂﬁ‘qiﬁmmm

vioudlen fiuszavaludnia (Kandampully and Suhartanto, 2000) Waga WERRLUBILUTUAGIHEND
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ASIAUTURRIY AR wEB AR /U305 (Cretu and Brodie, 2007) dwiuTuussydlnanadinnidiu
MR Invaduvavianiir Tl ssgndlinnunuiAnuas drinnunasiseanna muisend (2555) M3
Fajafufignduaransmana Tdudruflswslavesgaduaranudnfvesgndn lasansyseiiusydy
ArAnRusgnd 3 dduiu Tdud (1) anufisnslasosidussnauvatusud (beliefs) (2) AmusEndis
wolafiflsondnfasi (attitude) way (3) ﬂ’;']ﬂmgﬂﬁﬂafh\il,l,ﬁ’aLLﬁﬁ%fﬁanﬂ?ﬁﬂﬂaﬂNLﬁmﬁUNaﬁlﬁmﬁﬁ
(conation) (Unasel leamgangde way a3198 atlunne, 2555; vaduy #ieBsian, guuil wilysy
, Unea LavUsuess, wavain? Joumdud, 2556; 9588 wanUnd Uszande weuudi, 2558; vulwun 1R

@ wavadue] ATAN, 2559; A1ENT TOAWNEGY LaXLYNINT UTUAINE, 2560)

AUNAFIU
H1 = 1A39989F0813NINaIALLUUNELNEUIB NS nan N 1wanwalnan sYiaaiand s inee
H2 = 1AM 580E1TANIRAALUUNELNE UL DY B nanoA U SARRDA TR ad9r TnLas

H3 = awdnwalsanisviaaferdaiapaiisnswanaauinfinanisvaadiedariage

F/ANUUMNTIY

UszwIng wavngafng1a fe Wnvisadeinguaulannilng Framame uasinands REECA Rk
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FBarsdu 2 Tuseu ldua Tusoud 1 arsdenngudiadawuulazel (Purposive sampling) Hun1siden
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Y
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Tawsesaaiaasdn (9) Tawsiinddawn (10) auenuuwsniBigeunsie (11) anguuwvieniignseis (12)
NI YIRNLTD (13) anunniiuasl (14) gl (15) vythuimusssulyan uas(16) Ansdnsiten
Tou dumeud 2 nsiBennguiediuuulaifi (Quota sampling) Wunisidenndudietng Tnaid
FduesdusnavvasUsransivindu Taefisedvuaaauiies 25 au 1adesilefldlunside Wy
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LUUEDUA (Questionnaire) AillA a1z linlanela (Close-ended Questions) kU4 du 4 @71 573

s s LE o o 4

Fruau 82 fo Bnosifivdeys Q’%’amﬁuﬁﬁwazﬁamwum Lﬁal,ﬁwi’a%al,%'au%’aml,é’qQ’%auwa;&am
TuTnT99sa15%a (Coding) wasUsvuianamiomusamiAIv19aas wagyasiasieiteyaniy
apuRuneladlilusunsuduiazy nsliameideys ToedidlinseiiBenssoiun (Descriptive Statistics)
Weansrnurdnvazvesdnusunasdilunisdne Tawd n13w1A91u8 (Frecuencies) ANSoaay

(Percentage) Aadie (Mean) wazduidasuuannigiu(Standard Deviation) Weasunateyayialy ns
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Wasueaadlafioasniseain awaneal werarudnfdenisvieaiendmingy vaainviaaieinguau
laa wagldadadiaseii@aayuiu (Inferential Statistics) lunsvagauan@giu dgadan1siasivy
aANBELTINY (Multiple Regression Analysis : MRA) laglidins1svdvinavauaiadadossniimain

=1 o L3
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siAnTIlAT IEVanasead19418 (Simple Regression Analysis : SRA) TATIE¥AINEAWEIABNT TV BLTIHY
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U L3
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duf 1 ﬁiTayJaﬁ"';"LU WU mﬂﬂajmﬁf;asjﬂﬁéu 400 au édlvaiduwewds S1uu 212 Au An
Wudosay 53.00 9183590918 20 -25 T s 221 au Anludosss 55.30 seaunis@nuiuIayind
F1uau 257 au Andluiossy 64.30 Ussnauon@wdniZau / 98 dndnw d1uiu 140 au Andudonay
35.00 185u/Af0U 985119 15,001 -20,000 YW 14U 129 AU Anlusasay 32.30 LLaxiﬁagjmu

UnsUssddlseansuediiniang fusanifeavile druiu 186 au Anduiosas 46.50

A13190 1 uaasd e drudoavuanasgu wasnswlsuadeyareinsiaiunisdefossnisaain

WUURENHEIY AWENYN wevaadnfdenisviaaiiendvninme vasinvesdiginguaulan

fauusitllunisise Aady ff';utﬁaamummgm nnsudanadaya
indaadlodeansnsmaauuunsLKE Y 3.50 0.97 1N
nsaanoaulail (Online Marketing) 3.39 1.08 Urunang
N13kaEa (Advertising) 3.24 0.98 Urunang
nsUsEandRus (Public Relations) 3.57 0.93 Yty
ﬂ']ﬂ%@"e)‘tiﬂﬂﬁ (Personal Selling) 3.54 0.93 11N
NSRAIALTIAINTIY (Event Marketing) 377 0.91 1N
A mEnvninemsvoniiedmiaes 3.99 0.80 1N
mudnfisensvieadiend o iaae 4.12 0.73 1A
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Factors affecting Behavioral Intention in online grocery shopping
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Abstract

Globally, there are an increasing number of smartphone and internet users. Thai society
also has a growth rate in these groups of people. Social networks, i.e. website, mobile
application, have become a trend in Thailand and many businesses take this opportunity to reach
their consumers. The service providers of grocery shopping also expand their ventures into
online channels. It is very important for the marketer to understand how consumers think and
how they would want to experience online grocery shopping. Website functions or products
variety can affect behavioral intention of consumers towards online grocery shopping. Many
consumers are adapting themselves into the digital era which makes their life convenient. The
objective of this research is to investigate the factors, perceived ease of use, perceived
usefulness, and social influence on behavioral intention towards online grocery shopping. The
data was collected from 400 respondents who are living in Bangkok, Thailand and had an
experience using online grocery shopping. The data analysis was done by simple linear
regression method. From this study, it can summarize that attitude towards product assortment
has highest impact on perceived ease of use and perceived usefulness while entertainment value
has highest impact on social influence. Among these three variables, perceived usefulness has

highest significantly impact on behavioral intention towards online grocery shopping.

Keywords: Online grocery shopping, Perceived ease of use, Perceived usefulness, Social

influence, Behavioral intention
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Introduction

There are many opportunities to increase the efficiency of business activity which is
proposed by the multi-fold growth of worldwide web and technology-based services. The
business category of both grocery and food retailing has no differences because we are unable to
predict the growth rate of the consumer base who spend money on grocery shopping through
online platforms. Market reports have shown that the new online grocery shopping (OGS)
behavior exploded due to the increasing number of smartphone users and the growth of young
professionals.

The internet has transcended people from the traditional shopping era into e-commerce

era. Globally, shoppers are gaining enormous benefits from purchasing goods and services from
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internet. The internet allows 24/7 and 365 days availability of goods and services with little cost.
Moreover, consumers and retailers are always searching for markets that are economically
efficient, which is online purchasing. Moving to Thailand, the National Electronics and
Computer Technology Center (NBTC) show that the percentage of Thai online shoppers have
risen from 47.8% in 2010 to 57.2% in 2011, which is an increase of 9.4% from 2010. There are
many benefits of online grocery shopping for both consumers and retailers. For retailers, it
makes the world smaller. They can reach and connect to their consumers 24/7 and create store
visibility where they can communicate anytime with the consumers. For consumers, it totally
reduced the time and effort spent in going out to do the household activities like visiting many
stores (Morganosky and Cude, 2001). OGS services is a direct response to the consumers’ needs
to reduce efforts and save time. In the long term, it will be highly profitable and more
competitive for the market place where they can retain on the customers’ loyalty (Fransi and
Viadiu, 2007). This research is pertinent relevant to the Thai market where there are several
online companies; such as Tops online, Happy Fresh, Honestbee, BigC Online Shopping, Tesco
Lotus, and Passion Delivery. OGS in the future will be able to place on these three fronts
(Lobeck, 2016) which are: to adjust and diversify their product range, to refine their marketing
tactics, and modify their supply chains to meet the demands of online retails, and to ensure they
do not risk becoming invisible online.

For the online market place, retaining customers has become one of the most difficult
tasks. There are many elements which have an effect on the online buyers, such as economic
value, large range of product assortment, entertainment while shopping etc. Thus, the loyal
buvers are the keys to the success of OGS. Grocery shopping is different from the typical
shopping experience. The behavior of grocery consumers is purchasing various products with
multiple quantities, which the markets should consider at this point. The application of S-O-R
framework is to study the relationships among social influences, situational and economic factors

and individual characteristics on behavioral intention of online grocery shoppers in Bangkok.

Literature review

The differences between Internet shoppers and non-shoppers, in literature, there have
been many comparative studies conducted to investigate the differences in the perceptions,

preferences and behaviors between Internet shoppers and non-Internet shoppers. However,
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reported results are widely dispersed, fragmented and inconclusive. Obviously, on reviewing
studies that were based on the analysis of survey or market data, it is clear that these studies are
not consistent, and focus primarily on demographic variables and their consequences. In fact,
many important parameters and aspects have not been considered that could also prove
significant to improve our understanding of the differences between Internet shoppers and non-
Internet shopper segments. In fact, all research efforts carried out to explore the differences
between shoppers and non-shoppers’ segments have not been integrated and pooled together to
gain a more accurate holistic view between the two segments. Even worse, some of the obtained
results do not hold up well across studies, particularly those studies implemented in different
contexts and different cultural settings. Given the current state of knowledge, adequate
comparisons between results cannot be made. Yet, studies involving these types of analysis have
documented some important differences between Internet shoppers and non- Internet shoppers.

The attitudinal and behavioral differences between Internet shoppers’ segment and non-
shoppers segment have been moderately explored in current literature. Relevant literature has
identified significant differences between these segments. For example, one of the earliest and
most important studies was carried out by Swinyard and Smith (2003) in the US environment,
who studied the perceptions and behaviors of both Internet shoppers and non-shoppers toward
Internet shopping. Their segmentations of customers as shoppers and non-shoppers were
primarily based on lifestyle scales (Hernandez-Garcia et al., 2013). Swinyard and Smith’s study
revealed that Internet shoppers are younger, more affluent, better educated and exhibit higher
levels of computer efficacy than non- shoppers (Sin and Tse, 2002). Also, it has been evident in
literature that Internet shoppers are more prone to perceive that Internet shopping technology is
more convenient than non- Internet shoppers (Brashear, Kashyap, Musante, and Donthu, 2009,
Soopramanien and Robertson, 2007). In another empirical analysis, Karayanni (2003) showed
that convenience and time efficiency were the most important motives that drive shoppers to
shop online in comparison with non-shoppers. Furthermore, a recent research implemented in the
US by Pan and Crask (2015) confirmed that Internet shoppers are more confident and perceive
more convenience than nonshoppers.

A study comparing the characteristics of Internet shoppers and non-shoppers conducted
by Yatigammana (2010) in Sri Lanka highlighted the importance of online trust in Internet

shopping, and it is the lack of trust among non- Internet shoppers in web retailers that have
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impeded them from shopping online in comparison with Internet shoppers (Roca, Cuesta, and
Sanchez, 2009). Further, Soopramanien and Robertson (2007) reported that non-shoppers
perceive more risks in the technology of Internet shopping compared to Internet shoppers. In a
similar vein, Almousa (2011) implemented a study in an Arab country (Saudi Arabia) concluded
that Internet apparel shoppers had exhibited a lower level of risk perceptions toward behavioral
intention than non-shoppers. Moreover, a comparative analysis was performed by Saprikis,
Chouliara, and Vlachopoulou (2010) to investigate the differences in the perceptions of Greek
university students between Internet shoppers and non-shoppers. Saprikis et al.’s study has
identified that non- Internet shoppers were more concerned about the privacy and security of
their transactions than Internet shoppers. An empirical analysis implemented in Saudi Arabia;
which is a typical Arab country and its financial expenditure far exceeds that of any other Arab
country.

The study concluded that individuals are unwilling to make online purchases through the
Internet medium in Saudi Arabia because of security concerns and digital concerns (privacy,
trust and Internet access) in comparison with Internet shoppers. Furthermore, in an investigation
of Internet users in Malaysia, the study concluded that Internet shoppers were less concerned
about online security than non-shoppers (Mutum and Ghazali, 2006). Moreover, another
comparative analysis was performed by Saprikis et al. (2010) to investigate the differences in the
perceptions of Greek university students between Internet shoppers and nonshoppers. Saprikis et
al.’s work has identified that non- Internet shoppers were more concerned about the privacy and
security of their transactions than Internet shoppers.

In a study conducted in Turkey, it has been highlighted that Internet shoppers tend to
have more positive attitudes toward the adoption of Internet shopping than non-shoppers due to
the benefits it can provide to Internet shoppers (Acilar, 2011). More, Mutum and Ghazali (2006)
concluded that competent Internet users in Malaysia were willing to shop through a virtual
channel because they find it fun, easy to ease and convenient. Studies have also revealed that
price issue has been one of the main motives for accelerating the adoption process of Internet
shopping among

Internet shoppers. For example, an empirical analysis carried out in a developing country
environment of India underlined that price considerations were the main motive that drives

consumers to use the Internet medium for purchase in comparison with non-shoppers (Gurleen,
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2012). Equally, a study comparing the characteristics of Internet shoppers and non-
shopperscarried out by Yatigammana (2010) in Sri Lanka revealed that customers prefer to shop
onlinebecause the Internet platform provides better prices for products. Saprikis et al. (2010)
reported that Internet shoppers were motivated by the low price of products provided by online
channels. Also, the study revealed that most non-Internet shoppers were female students. In
furtherance, an empirical analysis exploring what drives e-commerce in Finland has underlined
that one of the most important parameters that has driven customers to utilize online purchasing
systems that Internet shoppers perceived greater value than non-Intermet shoppers (Anckar,
2003). Indeed, perceived value and perceived usefulness are interrelated and apparently an
increase in the perceptions of usefulness will lead to increase in perceived value of a technology
(Cheng et al., 2011). In conclusion, the above-discussed results acknowledge that there are
variations between Internet shoppers and non-shoppers in some aspects, namely attitudes,
behaviors, perceptions, motivations, and demographics. Meanwhile, there are other important
aspects of considerable interest that have not been addressed in current literature that could also
advance further our understanding of the differences between online shoppers and non-online
shoppers. Besides, the Internet shopping domain is evolving continuously and new aspects and
characteristics emerge which necessitates further empirical investigations and theoretical
considerations to better understand its dynamical effect on the perceptual differences between
shoppers and non-shoppers (Faqih, 2016)

Cross-cultural validity of theories developed in the developed world

There has been an ongoing debate whether theories developed in developed countries
contexts in domains specifically related to information technology adoption can be safely applied
to different cultural context like those of developing countries contexts. Indeed, within these
contexts, individuals have traditionally different orientations and preferences that are clearly
manifested in attitudes, wvalues, assumptions, behaviors, perceptions, expectations,
interpretations, mindsets and interests. However, there is clear evidence in literature that theories
originated from developed cultures can be acceptably applied to developing countries contexts,
particularly matured emerging market economies. For example, Hafsi and Farashahi (2005)
investigated the applicability of theories developed by the west to developing economies; they
have identified four theories that handle this controversial issue. Of which, the convergence

theory which states markets in the developing world. As a result, people of diverse cultural
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backgrounds are getting closer in how they perceive innovational technologies adoption (Jelavic
and Ogilvie, 2010). That the applicability of theories developed in the west to developing
countries is highly correlated with the degree of economic development and the application of
theories may prove useful for developing countries to overcome difficulties hindering the
economic development and growth processes in these countries. Therefore, the use of
management theories developed and popularized in developed countries can be valuable tools for
developing countries to improve the adoption of different technologies. In an attempt to discuss
green consumer behavior, firmly stressed that theories originated and developed in the Western
cultures can be applied to an emerging markets environment in the developing world. Indeed,
Jordan over the last two decades has witnessed a significant level of social and economic
developments (Olwan, 2013) and according to the Word Bank; Jordan is an upper middle-
income country with a dynamic emerging market (World Bank, 2015). Furthermore, there is a
widespread perception that recent trends such as globalization, economic development and
intercultural communication have weakened, to some degree, the cultural differences among
societies (Barkema, Chen, George, Luo, and Tsui, 2015), particularly between western cultures
and those of matured emerging markets in the developing world. As a result, people of diverse
cultural backgrounds are getting closer in how they perceive innovational technologies adoption
(Jelavic and Ogilvie, 2010; Faqih, 2016)

In addition, a highly cited study conducted by Tsui (2004) has underlined an important
conclusion that empirical studies implemented in greatly different cultures may provide closely
similar findings if cultural values developed by Hofstede (2001) and other culture-related
theories have not been measured and considered as primary constructs in these studies
(culturefree), as in the case of the current study. Consequently, this implies that universality of
these theories could be plausible (Walton, 2005). In the meantime, the current study has not also
used any IS/IT adoption Western-based theory in particular. In fact, the current study borrowed
factors from different popular adoption theories, and these factors have been used and validated
extensively in a diversity of cultural settings. Lastly, in the process of hypothesis development
and formulation in studies related to IS/IT adoption domains, researchers of diverse cultural
backgrounds cite indiscriminately prior studies regardless to whether these studies were
conducted in the developed or developing cultures to justify their hypotheses development and

also to make comparisons with findings and results reported by these studies. Indeed, this study
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has used the findings and results obtained by studies implemented in both developed and
developing countries contexts to develop the associated hypotheses of the current model and to
make the necessary comparisons of findings. Additionally, this model has demonstrated an
acceptable level of explanatory power in the Jordanian context which suggests that the current
model provides adequate evidence that using factors borrowed from theories developed in the
developed countries context to determine their influence on non-shoppers’ behavioral intentions
is appropriately valid for application in the developing world (Faqih, 2016).

2.3 Gender and online shopping adoption

Traditionally, it is true that shopping is the dominion of women. Yet, the early days of
Web-based shopping were actually a male-dominant activity. For example, Rodgers and Harris
(2003) claimed that in almost every study has explored the gender differences in online
consumer behavior, males are fundamentally the dominant users of Internet channel for
shopping. Also, various studies have indicated that men are more likely to purchase online than
women (Van Slyke, Belanger, and Comunale, 2002; Shiu and Dawson, 2004; Zhang, Fuchres,
and Gloor, 2011). Today, the gap is narrowing in Internet shopping domain. For instance, recent
statistics have revealed that 15% of men are online shoppers as against 9% of women (Eurostat,
2010). In fact, the first pioneering empirical studies that have extensively addressed the role of
gender differences in technology adoption decisions were implemented by Gefen and Straub
(1997) and Venkatesh and Morris (2000). These studies have clearly established that gender can
considerably influence individual’s perceptions and behaviors in relation to technology adoption
and usage behavior. Furthermore, Venkatesh and Morris (2012) confirmed that some aspects of
consumer acceptance and use of information technology are heavily influenced by gender
differences. In the meantime, speculate that the emergence of gender differences is due to the
influence of biological, cognitive, behavioral and social factors. As a result, gender differences in
computer-mediated services have occupied the attention of researchers and practitioners alike in
recent years. However, only recently, there has been an increasingly growing interest in
exploring the influence of gender on the domain of Internet shopping. As a result, recent research
studies have established that gender differences play an important role in moderating certain
relationships between various influencing factors incorporated in the current study’s conceptual
model and Internet shopping behavior (Garbarino and Strahilevitz, 2004; Yang and Lester, 2005,
Cho and Jialin, 2008; Faqih, 2016).
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Research Methodology

Population and Sample

This research aims to study target respondents who live in Bangkok and had an
experience in using online grocery shopping. The literature review was conducted to understand
all variables and to ensure that they are appropriate for developing the conceptual framework.
Population and Sample
Consumers who are living in Bangkok and have ever used online grocery shopping were selected
as target respondents for this study. This research was sent through an online survey to 400
respondents using convenience sampling and snowball method to collect data. The least number
of respondents required for this study was 384 with 95% confidence level to represent 67 million
people of Thai population size or sampling error 1s 5 percent as the formula of Cochran (1977).

Estimating sample size

22

[) = m—
4e?
Where # 1s sample size
e 18 level of precision of 0.05

Z 1s the statistic for level of confidence 7Z=1.9

Therefore,

(1.96)2
4(0.05)2
n = 384.16 = 400

n=

Conclusion

The purpose of this research is to find the behavioral intention towards online grocery
shopping of 400 respondents in Bangkok, Thailand. As we are in the internet era, almost
everyone uses internet or mobile applications as a part of daily life. Many businesses expand
their units into online systems including online grocery shopping.

The factors in this research consist of Design aesthetics (H1a), Physical effort (H1b), and
Attitude towards product assortment (Hlc) to Perceived ease of use towards online grocery
shopping while the independent variables for H2 are Attitude towards product assortment (H2a),
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Economic value (H2b) and Time pressure (H2c) to Perceived usefulness towards online grocery
shopping, followed by the independent variables for H3, which are Time pressure (H3a) and
Entertainment value (H3b) to Social influence towards online grocery shopping and the last
group of independent variables for H4 are Perceived ease of use (H4a), Perceived usefulness
(H4b) and Social influence (H4c) to behavioral intention towards online grocery shopping. This
study used the method of multiple linear regressions to test the results.

According to Table 2, the result of multiple linear regression on design aesthetics and
attitude towards product assortment have significant impact on perceived ease of use, while
physical effort is insignificant. In table 3, the result of multiple linear regressions on attitude
towards product assortment, economic value and time pressure also have significant impact on
perceived usefulness towards online grocery shopping. Furthermore, the result from Table 4
shows that there are significant impacts on social influence towards online grocery shopping by
time pressure and entertainment value. Lastly, it indicates that the result of multiple linear
regression on perceived ease of use, perceived usefulness, and social influence have significant

impact on behavioral intention toward online grocery shopping

Recommendation

For recommendation, based on the study, attitude towards product assortment has a huge
impact on perceived ease of use and perceived usefulness on behavioral intention towards online
shopping grocery. In this regard, it is important to provide various choices and classity the
products in order to meet the consumers’ needs. Entertainment value is also one of the factors
that impact social influence on behavioral intention towards online grocery shopping. The
growing number of internet users in Thai society and changing lifestyle make most of people
enjoy using websites, mobile applications and social networks more than in the past. Thus, the
service provider should provide the online grocery shopping with user-friendly functions and the
wide range of product assortment and more product categories so the customers can use online
grocery shopping as a one-stop solution for their grocery needs. Moreover, even though the
online grocery shopping is convenient and easy to use, the customers will not have any intention
to buy unless they saw the benefits or advantages of online shopping. Hence, the service provider
must be concerned about the effective way to communicate to all prospective customers. In

addition, the company must identify on the market segment which benefits to offer to their
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customers, what they are looking for, such as time-saving, enjoyable shopping experience,
convenience, various products, so they can find effective ways to focus on perceived usefulness
of target customers. The current research dominated only some elements even though there are
many factors that can have an effect on the customer behavioral intention towards online grocery
shopping. There are some factors which can be used on the research, such as past experiences,
trust, education or gender ete. Another limitation is that this study only investigated respondents
living in Bangkok area and which does not cover other regions in Thailand. For the future
research, the researcher should expand the research area to cover the respondents in other parts

of Thailand, such as Chiang Mai as north of Thailand or Phuket as South of Thailand.
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