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Abstract
At present, the online music streaming service has been growing rapidly among new
smartphone users. But in Thailand, there are few service subscribers and slow growth rate

on online streaming service. Thus, the propose of this paper is to find the usage of

1 o = o a a EY a e o I3 a o
UNANYINENGATUINITFINIUVIULNG AUTNIVUATENIRASNIT zy% RINNITUNNINYGIAY
Faculty of Commerce and Accountancy, Chulalongkorn University, E-mail: palmer8l@gmail.com
2 a s o & a o
ﬂﬂwW']m‘UEJﬂ’]ﬁﬁl’iLLﬁ:iﬂ’ﬁUwf?l quaqﬂimmm’mmaa

Faculty of Commerce and Accountancy, Chulalongkorn University, E-mail: krisana@cbs.chula.ac.th

69



BU ACADEMIC REVIEW

smartphones and factors affecting the willingness to purchase services from an online

music streaming application on smartphones among the consumer in Thailand.

The conceptual framework of this study was developed from the Value-based adoption

model (VAM). Data were collected from questionnaires distributed to 400 users of online

music streaming application and were analyzed using Structural Equation Modeling (SEM).

The results indicate that perceived playfulness, perceived usefulness, and perceived price

have a significant influence on perceived value, and that perceived value has a significant

influence on purchase intention. Results from this research will make music business

owners, music distribution and online music streaming company, successfully improve the

product and services to appropriately meet the demand and behavior patterns of

consumers in Thailand.

Keywords: Purchase Intention, Online Music Streaming, Smartphone, Application
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Chi-Square = 536.838, Chi-Square/df = 1.910, df = 281, p =.000,
GFI = 909, AGFI = 886, RMSEA = 048, CFl = 964

RMR-.044, NFI-928, IFI-964
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NUBLUG Ns: not significant, *P<0.05, **P<0.01, *** P<0.001
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