DOI: https://doi.org/10.55164/ecbajournal.v18i1.276457

Uadenilnasianisanaulageduaciuszuvsaulalvasisiunaunaislu
LWNBILNBNANL JINIAUTZAIVATIUS
Factors Affecting Online Shopping Decisions Among Middle

Adolescents in Hua Hin District, Prachuap Khiri Khan Province

a301 waunalesut’

- Likita Chalermpolyothin®’
Junsuuneny  : 22/09/2567

Juwnlvunenu  : 23/04/2568 v
Unanga

JupausuunAIy : 10/06/2568

v
v AAv

a v ¢ A = a v a 491} a v ! L4
NNFIYATIULINOUTEAIALNDFANYN 1) ‘Wi]Glﬂi‘éllﬂ’]i(ﬂﬂﬂLﬂ"ﬂ“ZiE]ﬁUﬂ’]N’]Ui%‘U‘UQ@UIﬁU

q
o v a

vosigunounanssunethiiu Smiauszaudidus 2) Jadeiiiinadenisdnaulatedudsin
sruveaulatvesisgunsunarsduneiiiiu Yminuszaiuastus Tnadun1s3dedelsum
nausieEe fie Jejumsunanslulundineiifiu JaminuszaruAstus Suiungudieg1e 400
au 1nsesdlefldlunisideduuuvasuniy addnldlunsinesidoyaseefosazuaz
nagevanuigugITeldauiinainunauniu 2 dull laun Anla-auads, A1 RMSEA uagnis
e nlunaaunislassasis (Structural Equation Modeling: SEM) wan1s@neanuin Jade
fifluadenssindulatedudriussuuosulatvesisjuneunarsdaiunadnsaninevedinng
wu awdianela 1§5udnsnagean 0.73 edsilfoddymsadadisedu 001 sesaunie
Uadesunisiug d8vswawiniu 0.69 agnafituddynsadifisesu 001 Yadudunsidudn
fiBnEnainiu 0.68 egailedfyniadafiseiu 001 wardadedusadeon 35vEnawintu
0.64 sehefifudAyneadafisedu 001 muddu auuAgiunisdnuilinalaseaiing
psfUsEnauvestlafeiiinadenisdnduladodudvitusruuooulavesiosunaunaii
aonndasiutoyadsUsydnslunasi ulumuauufguised

Frdndiny: madinaulatodud svuveaulall Yeuneunans

Abstract

This research aimed to investigate: 1) the online purchasing behavior of middle
adolescents in Hua Hin District, Prachuap Khiri Khan Province, and 2) the causal factors

influencing their online purchasing decisions. This study employed a quantitative
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research design with a sample of 400 middle adolescents from Hua Hin District. The
research instrument used was a questionnaire, and the data were analyzed using
percentage analysis and hypothesis testing. Model fit was evaluated using two indices:
the Chi-square statistic and the Root Mean Square Error of Approximation (RMSEA)
Structural Equation Modeling (SEM) was also applied for data analysis.

The results indicated that the factors influencing online purchasing decisions
among middle adolescents showed that satisfaction had the strongest effect, with a
standardized influence coefficient of 0.73, which was statistically significant at the .001
level. This was followed by perception (0.69), brand (0.68), and preference (0.64), all of
which were statistically significant at the .001 level. The hypothesis testing of the
structural model revealed that the component factors influencing online purchasing
decisions among middle adolescents were consistent with the empirical data and
demonstrated a good level of model fit, in accordance with the proposed hypotheses.

Keywords: Purchasing Decisions, Online Systems, Middle Adolescents
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Figure 1 Conceptual Framework
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2. uamsfnwiiladefifnaenisdnduladodudviiussuueeulatvasiosunounans
Sunevfiu SmiaUszarudidus §idelinszidoyauazldinaueives (Suksawang, 2014) 7
AVUANMIINAITUANILARAARDITBILUNES S18azLBn Table 1

Table 1 Shows the Statistical Values of the Fit Hypothesized Model to the Overall Empirical Data
According to the Assumptions (After Adjustment)

List Enlist Statistics in the model Consideration
x 2 Not statistically significant at the .05 43.32 -
df - 32 -
p-value p>0.05 0.09 -
RMSEA Approaching 0.0 0.030 Passed
x 2/ X 2 /df<2 1.35 Passed
CFI Approaching 1.0 1.00 Passed
GFl Approaching 1.0 0.99 Passed
AGFI Approaching 1.0 0.95 Passed

310 Table 1 w3 luwaiinuaenadasiudeyalielseandlunueia #31501971NKa
nsnadeuAadfla-auas X ZTAindu 43.32 Tnedauiesdu (p) Wi 0.09 flesan

dasy (df) Wiy 32 A1esdinseauAINNdanAand (GFI) W1Au 1.00 ARvlisyauaIy
A0nAaeINUSULALAD (AGFI) Wiy 0.95 ArdafiTnseduninuaenadoadTouiiiou (CFI)
Wiy 1.00 Adadianueataadeulunsuszanammisines (RMSEA) iy 0.030 e
NAUTNNAT ENUTOLEAININAY Figure 2
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Table 2 Shows the Results of Examination the Consistency and Harmony of Factors Affecting

Online Shopping Decisions Among Middle Adolescents

Statistics Criterion Value Meaning
1. CMIN/df <3.00 43.32 Passed
2. GF >0.90 0.99 Passed
3. AGFI >0.90 0.95 Passed
4. CFl >0.90 1.00 Passed
5. RMSEA <0.08 0.030 Passed

0.59

o 9

Frafarance

Factars

/ \ - - [<— o009
Carivenience
\‘\

064 0.73

N/

Online

< 058 —

Satisfaction

014

034

069

Percetved Value

Chi-Square=43.32, df=32, P-value=0.09, RMSEA=0.030
Figure 2 Model of Factors Affecting Online Shopping Decisions Among Middle Adolescents
(After Adjustment)

Table 3 Direct Effect (DE), Indirect Effect (IE), Total Influence (TE), and Multiple Correlation
Coefficient (R2) of Causal Variables Affecting Online Shopping Decision Variables of
Middle Adolescents

Causal Variable Factors Affecting Online Shopping Decisions Among Middle
Adolescents

DE IE TE
Preference Factors - 0.64%* 0.64**
Brand Factors - 0.68** 0.68**
Perception Factors - 0.69%* 0.69%*
Satisfaction 0.70%* 0.03 0.73%*
Trust 0.05 - 0.05
Correlation Coefficient (R?) - 0.73 -

Note: **p<.001, DE = Direct Effect, IE = Indirect Effect, TE = Total Influence
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