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Decision to Use TAO BIN Vending Machine Service of Consumers
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Abstract

The purpose of this research was to study the influence of innovation acceptance
and the marketing mix on the decision to use the TAO BIN vending machine service of
consumers in Hat Yai District, Songkhla Province. The samples used were 250 people
who had experience using the TAO BIN vending machine service. Questionnaires were

used as a tool for conducting research. The research findings were achieved by analyzing
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standard statistics using the SPSS program and structural equation modeling using the
partial least square structural equation model (PLS-SEM). Findings found that complexity,
trainability, observability, price, and promotion affected the decision to use the TAO BIN
vending machine service, However, factors concerning relative advantage, compatibility,
product, and the place did not affect the decision to use the TAO BIN vending machine
service of consumers in Hat Yai District, Songkhla Province. In this regard, the
recommendations can apply to improve the automatic vending machines business in
order to meet the needs of customers and increase revenue for the business.

Keywords: Innovation acceptance, Marketing Mix, Decision
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Innovation Adoption
1. Relative Advantage
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3. Complexity 7

4. Trainability %

Marketing Mix (4P’s)

5. Observability Decision to Use TAO
BIN Vending Machine Service

1. Product Y
2. Price
3. Place

4. Promotion

Figure 1 Research Conceptual Framework
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Table 1 Profile of Respondents

Profile Frequency Percentage
1. Gender Male 135 54.00
Female 115 46.00
2. Age Less than 20 age 62 24.80
21 - 25 ages 148 59.20
26 - 30 ages 25 10.00
31 - 35 ages 3.60
36 Ages or older 2.40
3. Education Level Less than a 81 32.40
bachelor’s degree
Bachelor’s degree 161 64.40
Master’s degree 5 2.00
Doctoral Degree 3 1.20
4. Occupation Student 147 58.80
Personal business 11 4.40
Government officer 28 11.20
Temporary staff 32 12.80
Employee 30 12.00
Other 2 0.80
5. Level of Income Less than 10,000 Baht 112 44.80
10,001-20,000 Baht 95 38.00
20,001-30,000 Baht 23 9.20
30,001-40,000 Baht 20 8.00

a (84 o £ ! ! 1 &
310 Table 1 nan15AATIERvaLalUvaEnouLuLaDUAUNUI ddulugiduine
° a & v ) S A g a | | |
¥y 917U 135 Ay Aavdusesay 54.00 dwuiwdedunwangs diuergnuindiulvgeny
21 - 25 U Amdudesaz 59.20 sosaswnde deunin 20 U Anludosas 24.80 uaznquenyiiil

durudesanfie 36 JulU 26 - 30U wag 31- 35U aruadu Anlu 64.40 fneou
wuvgesunudulnglugnaunsfneiseduusyges 31w 161 au Anludesas 58.80

n1susznevednnudn dnisew/dnfnwiuiniigadiuiu 147 au Aaludesay 44.80 Tsudiu
sglaaddaounuin dwlngegisedu d1n31 10,000 U TIUNINTER 112 AU AR

Wusesay 44.80
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Table 2 Measurement Model of PLS (n=250)

Construct [tems Loadings  CR*rho_c AVE**
Relative Advantage Advantage 1 0.76 0.91 0.64
Advantage 2 0.85
Advantage 3 0.85
Advantage 4 0.81
Advantage 5 0.72
Compatibility Compatibility 1 0.89 0.91 0.73
Compatibility 2 0.86
Compatibility 3 0.86
Compatibility 4 0.80
Decision Decision 1 0.88 0.93 0.76
Decision 2 0.87
Decision 3 091
Decision 4 0.83
Perceived Ease of Use Ease of Use 1 0.87 0.92 0.79
Ease of Use 2 0.90
Ease of Use 3 0.85
Observability Observability 2 0.84 0.90 0.74
Observability 3 0.88
Observability 4 0.86
Place Place 1 0.89 0.92 0.80
Place 2 0.87
Place 3 0.91
Price Price 1 0.91 0.94 0.84
Price 2 0.94
Price 3 0.89
Product Product 1 0.77 0.94 0.65
Product 2 0.83
Product 3 0.78
Product 4 0.79
Product 5 0.83
Promotion Promotion 1 0.87 0.90 0.70
Promotion 2 0.91
Promotion 3 0.85
Promotion 4 0.72
Trainability Trainability 1 0.76 0.92 0.73
Trainability 2 0.88
Trainability 3 0.90
Trainability 4 0.88

Note: Observabilityl Priced Placed was deleted due to discriminant validity; AVE*: Average Variance Extracted,;

CR: Composite Reliability

v
! v A

910 Table 2 HANTISILASILVAITULNYIATILTILNLOU WUIT HITTIA 3 §1 AD

I Aa

Observabilityl (vihufinnudauiuituewianvinuazndunildusnisgnndu, Priced (guwindu
in13srysIANATRsRuNI el Iag1edaan) way Placed (duindu) Idoyanaunsofinse

Y
1% [
v 2 v v Av @ J

AUEUINNT) A1 Loading Ai1nd1 0.5 BedenalyiAl AVE f1n31 0.5 Aeluladnmdinfanaia

waznageudeyalval wudten Loading 8gs¥ning 0.72 - 0.94 A1 CR 9g581319 0.895 - 0.939

Y
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FaunninAmInsgIu 0.70 (Hair et al, 2013) wage1 AVE Jrnagsening 0.640 - 0.837 &
WINNINANIATFIW 0.50 (Hair et al,, 2013) wansliiuingndialuusaysulsanunsadins
wsuslsluudenvesmildd ifeufunaziinrndetioldgamniauus (Hair et al, 2013) Wy
dunseuduiusvestiidofunudnunzansadunaldiduUssaviidumanniigawiniu
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fuilan sunemalug) faninaswanlnefidudsyanidunis iy 0.25 SfusiomAeiduma
yasdaduaunisdauasunisnain dwadenisdndulaldusnisdiiiduvesduslan 81ne
malng YaninasanlaefidudssAnsidunng wihdu 0.17 @uneiiugemianisinsming
dwasemsdndulaliuinisduinfuvesiuilae snnomelny davinaswanlnedduuszans
WUNI9 AU 0.17 1dunneniusen dewasienisanaulalyuinisginduveiusian 81une
yelvg) Samdnasvanlnefduusedviiduma whiu 0.15 dumsdunudnuazysglosiids
Wisuiigudmasianisdndulalduinisduituvesiuslan sunemalng daminasvan laedl
AUy AvBiduN1a Wiy 0.12 g
audnwazidniulddsmadonisdadulaliuimsdinduvesiuilan snemalug
Fam¥aasvanlnefiduussaviidunis wihiu -0.00 umeiuwdeSasidssadenisinaulald
uinmsgwihduresiuilaa swnemelvg Sminasanlneddudszavdidunis wirfu -0.09
wazlduneeundndusdanarenisandulalduinisdwinvesuslan sunemialug Jmin
avwanlaofddsAvsidums Wiy 0.23 uasiidn A2 veafaudsuss nmadnaulalduinisgisn

a 1

Juegh 0.583 wanadfakusaura 9 @1 aunsaesutsauwUsuTulumuUsuladananil

v

Yovay 58 eogluszsiugs (Cohen, 1988)
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Figure 2 Partial Least Squares Path Model Analysis of Values R-square (n=250)
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Table 3 Discriminant Validity of Heterotrait-Monotrait Ratio (HTMT) (n=250)
1 2 3 q 5 6 7 8 9 10

1. Compatibility
2. Decision

3. Observability
4. Ease of Use
5. Place

6. Price

7. Product

8
9

. Promotion

0.68
. Advantage 0.80 0.76 0.69 0.79 0.80 0.87 0.78 0.85
10. Trainability 0.78 0.87 0.74 0.74 0.89 0.71 0.78 0.75 0.75

Note: Diagonals (in bold) represent the square root of the average variance extracted and off-diagonals represent the

correlations.

910 Table 3 MInTIAABUAINBATIBINTATITUUNUAT AN NN TINVDIUAALE
wsiiannsausninldlameiFouaglivufunmnsinveainuusdu Faanmsauandiiiuind,
Ardiiudusd Tasnafud suansiannuiesnsadaduun Wesanuansvaaaunnas
N1 0.09 wagtdulunurinnsgu Henseler et al. (2015) AmuaAannsg s HTMT 139 0.85
uay 0.90 ieazanugniondediuun fufulumsiteadsdasuléi Tumadndnisdinn
Hesmsadsduunuazannsailiinnyilinnaaunsiasaing

Table 4 Significance of Direct Effects-Path Coefficients (n=250)

H. Relationships Std. Std. t- p- BCI BCI £ Supported
Beta Error values values LL UL

H1  Relative Advantage -> 0.12 0.09 1.42 0.08 -0.01 0.27  0.01 No
Decision

H2  Compatibility -> -0.00  0.11 0.04 0.49 -0.18  0.17  0.00 No
Decision

H3  Perceived Ease of Use -  -0.23  0.09 2.59** 0.01 -0.37  -0.08 0.04 Yes
> Decision

H4  Trainability -> Decision 0.25 0.09 2.84%* 0.00 0.11 040  0.05 Yes

H5  Observability -> 0.30 0.08 3.90** 0.00 0.17 0.42  0.06 Yes
Decision

H6  Product -> Decision -0.09  0.09 1.03 0.15 -0.24 005 0.01 No

H7  Price -> Decision 0.15 0.09 1.71* 0.04 0.01 030 0.02 Yes

H8  Place -> Decision 0.17 0.15 1.09 0.14 -0.09 040 0.02 No

H9  Promotion -> Decision 0.17 0.10 1.81* 0.04 0.02 034  0.02 Yes

Note: *p<0.05, t>1.65, **p<0.01, t>2.33 (one tailed); SE: Standard Error; H: Hypothesis
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