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Abstract

This research investigates factors influencing the adoption of Thailand's
government e-marketplace from sellers' perspectives. The study develops an integrated

theoretical framework by combining the Technology-Organization-Environment (TOE)
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framework with the Technology Acceptance Model (TAM) and trust concepts. Data was
collected through questionnaires from 203 micro, small, and medium enterprises selling
OTOP (One Tambon One Product) products via the government e-marketplace platform.
Partial Least Squares Structural Equation Modeling (PLS-SEM) was employed for data
analysis. Findings reveal that perceived usefulness positively influences trust, attitude,
and adoption of the government e-marketplace, while website reputation directly affects
adoption. Furthermore, trust positively influences attitudes toward usage, and attitudes
subsequently drive adoption behavior. These findings contribute to both theory and
practice by informing strategic initiatives to enhance e-marketplace adoption through
effective communication of system benefits, implementation of robust security
measures to establish trust, maintenance of service quality standards to strengthen
platform reputation, and development of targeted programs showcasing success stories
and providing appropriate training to foster positive user attitudes.
Keywords: Technology-Organization-Environment Framework, Technology Acceptance
Model, Trust Concept, Partial Least Squares Structural Equation Modeling,
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1) nsounurIAnnalulad a9Ans wazdswandau (Technology-Organization-
Environment Framework: TOE)
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MaINUaNY FUYTUNITANYIYBY Mensah et al. (2023) Ay5041n"5 TOE Aumguf UTAUT
(Unified Theory of Acceptance and Use of Technology) Tun13@ne1n1589us un1ad v
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nansAnwaziouaLdRyveITiRNagnsaienlindafinseunguynia
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Figure 1 Research Framework
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5.1 MIATIEideyanivadflanssaun (Descriptive Statistics) \ioasurednune
vestoyaialunardulsfidnet Uszneusie msuanuasaaud fesas Alade uazdauy
\Desuumsgu

5.2 msiaesidoyafioaififaouuu (inferential Statistics) il enaaeuanufgiy
n931e lagldnsiinneilunaaunislassaineidassdosiaauisdau (PLS-SEM) fae
TUsinsu SmartPLS 3.0 tesanduisffanummnzautunsidofifdnuuedsd 1) danw
dangustedonnandesiuifsatumananuassesdoys uay 2) aunsadieseilueaiiiaai
Fudoulauivunngualagialiuin (Blome et al, 2014; Peng & Lai, 2012) Inga1ifiun1g
AATIEFAULLINITEY Hair et al. (2014) FeUsznaudie 2 Tunoundn fail

Funoudl 1 nMdneilaeanista (Measurement Model) 1l ans23d8UA1LATY
(Validity) wazanuundedeld (Reliability) v0suasiasauus aunaeifidinualag Fornell
and Larcker (1981) waz Hair et al. (2014)

fupoudl 2 matesgilueaiddlasiadne (Structural Model) Liovagouauufigiunis
390 Tneldnsyuauns Bootstrapping S1uan 5,000 1 il enadeuddayniadfvesdd

'3
=

WUSYANSLEUNTISEAU 0.05 mudiLuztnaes Chin (2010) wag Hair et al. (2014) auda

e

PN

fa a

JAIEBNSTNan19Imse (Direct Effects) wagdnswanieoeoy (Indirect Effects) wazuseiiiy
AMUANNNTOLUNNSYIIUNE (Predictive Relevance) ¥adlutnanigan R2 way Q2

NANTSANE

nan153detdnauaidy 3 d lawn 1) mamﬁLﬁmzﬁﬁﬁayjaﬁ’ﬂﬂmaq{{mamwuaaumm
2) nansasaeaoudonnandosiuresnsimseilumasunisiasdde uay 3) nansiasvi
Tunaaunslaseads TnefiswaziBondel

1) Hansimszsideyarialuvesdreunuuseuay

miﬁﬂmﬁﬁmwmwﬁayjamﬂ@Uizﬂaumiﬁuﬁmﬁ'qﬁwuamﬁmﬁmﬁmsﬁ (OTOP)
$1uau 203 918 Teelduvvaeuanndslasiasne amsleseidoyafiugiunuii fusznaums
drulngy WDumends ($ovas 72.41) egluraianaisau (91g 51-60 U, Sovay 57.63) uazdl
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nsAnwluszavgaudnw (Usgae3, Sevaz 49.75) azviouliiufsunumvesanslunis
FuindeuiAsugiagIusIn

Tushudnwaiznsuszneussia wunsnszaneivesdssamndnsiasineudisasiaue
seminangundnfasivan Tnonguemisuaziaiesiuiidndiugaiian (Fovas 25.62) vaugiingy
wAnSustduiidnaulndifestu (Govay 24.63-25.12) el fuszneumsaniluajsniuians
Tusvuuviamaavuinden TnefinsdreenuliiiAu 20 au (Fesas 80.79) waziuraulafe
nandaivanduluglasunissusesqunimluseavasan (5 a1, Sevay 57.14) azviouds
AnanlunsaunanSaunlnlauinsgiu

UsziiudAgdi nuannisfnwdeguiuumsuiudigmdedsidnnsedndves
fusznaunis OTOP lnemuinguseneumsiivszaunsaimsldunanwosunisdresulatis
nAsTuazieny wadszazansldeuiuandieiu nanfe dnlnyivszaunisaivy
wnanvlesuniaenvu 2-4 U (Seuay 35.47) uavuuunanweasuniasgliiu 5 U (Sevas 72.91)
lnguwnannasa www.thaitambon.com vasnsun siawguvulasuauiongsgn (Segaz
24.19)

AuNMsTUIANenmMAINa nudgusenaunstinnudidyiuniswmuineeay
widlvgdiinnseiing azouainmadiiunisevsy 1-5 aslusevdinuin (Gosas 71.92)
wazdinisasulugunsalivaluladasaume lnedeuldaouiunesdiuynnanselndniu
gunsalnantunisaiugsiveeulal (Gevay 45.91) (Aseawidunlu Table 1)

Table 1 Demographic and Business Characteristics of Respondents (n = 203)

Characteristics Frequency Percentage
Personal Information
Gender
- Male 56 27.59
- Female 147 72.41
Age (years)
- 21-30 9 4.43
-31-40 25 12.32
- 41-50 52 25.62
- 51-60 117 57.63
Education Level
- Below Primary Education 9 4.43
- Lower Secondary 13 6.40
- Vocational Certificate/Upper Secondary 36 17.73
- Higher Vocational Certificate/Diploma 20 9.85
- Bachelor's Degree 101 49.75
- Higher than Bachelor's Degree 24 11.82
Business Information
OTOP Product Category
- Food and Beverages 52 25.62
- Household Items/Decorative Items/Souvenirs 51 25.12
- Non-food Herbal Products 50 24.63

nlaszinMstensunaanasduddidnvsedndniasguesUseindle
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Characteristics Frequency Percentage

- Textiles and Garments 50 24.63
Number of Employees

-1-20 164 80.79
- 21-40 26 12.81
- More than 40 13 6.40
Main Product Star Rating

- 3 Stars 23 11.33
- 4 Stars 64 31.53
- 5 Stars 116 57.14

E-commerce Experience

Experience on Private Platforms

- No Experience 66 32.51
- Less than 2 Years a1 20.20
- 2-4 Years 72 35.47
- More than 4 Years 24 11.82
Experience on Government Platforms

- Less than 5 Years 148 7291
- 6-10 Years 33 16.26
- More than 10 Years 22 10.83

Digital Capability Development
Training Sessions Attended (Past Year)

- No Training 32 15.76
- 1-5 Sessions 146 71.92
- More than 5 Sessions 25 12.32

2) nansnsrvdautennaslesiureinmsinseilunagunisiaseadng

Aeun1sinsgilunaaunislassaiamewmeda PLS-SEM §3delansiaaeauniizsiy
L uURTINY (Multicollinearity) seninasaudsluluna lagiarsanainan Variance Inflation
Factor (VIF) &3 Miles (2014) 1@ua1A1 VIF fLa12@ua1saingd 10 nan133tas1ess wuinen
VIF %aqﬁauﬂaﬁ%umagﬁwdw 1.822 &4 4.947 Fesnninunaivinivun wanslmiuindauusly
Tumaladfitymanzsmduasmmiizuns fdudoyaiedaumnzandmiunisinsgd
Frewada PLS-SEM ludunsusielu (g31eaziBeslu Table 2)
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Table 2 Variance Inflation Factor (VIF)

Factors and Variables VIF
Relative Advantage (RA) 4.022
Compatibility (C) 3.384
Perceived ease of use (PEU), 3.224
Perceived usefulness (PU), 3.369
Organizational Readiness (OR), 1.822
Competitive pressure (CP), 2.269
Government encouragement (GE), 1.824
Reputation (R), 2.362
Trust (T), 4.947
Attitude toward using (A), 3.623
E-marketplace adoption (EA) 3.882

3) NANTITAATINAMUTURUSITIANUAABAUUANNITTIATIEE1

M33tAsEareTunald dasiadeuuy PLS-SEM uuseanidy 2 dumoundn leud
3.1 n15Usudiulinanisin WensaaeuauLiistazaIunswesiauls 3.2 nsusuidiy
Tunadddasadns tilenmaounuduiusseninasaudsurs fseazidenddl

3.1 mMsUsziiulananisin

miﬂizLﬁuiuLmamii’mﬁi’mqﬂizmﬁLﬁamwaaummLﬁm LAYAIIUATIVBIAILUS
W3 (Latent Variables) Tngl4inausinisussiliunuuuiniawes Hair et al. (2017) il

3.1.1 nsnsavdeuAmTnesUsTnay (Factor Loadings)

Antminesdusnavvesiaulsdunnld (Observed Variables) AasiiAnunnnin 0.707
LLazﬁﬁaﬁwﬁ’aujmaaaaﬁﬁzﬁu 0.05 (Fornell & Larcker, 1981; Hair et al., 2017) Nan153LAS1Y
WU31 A1 Factor Loadings Yasdiuwusaiulvgegsening 0.757 4 0.956 ?fﬂqmdﬂmmsﬁﬁ
v LanedIRNLaennaeaIiLUsdunnlatuiuwUsue ag19lshnnu fuus "anstiidu
Prpwdegsianiniguraiiioldiiules e-marketplace (GE2)' fidnmiinasdusznousin
\nNauat (AN Factor Loading < 0.707) 3aiinganannnisinsien (asuazidenly Table 3)

3.1.2 N15A52EUAMUEDAARBINETY (Internal Consistency)

augennaoin1oluresianusudslszfiulaor1aud e uvesosd Usenau
(Composite Reliability: CR) §4A258/1311n1037 0.70 (Hair et al., 2017) NaN153LAIILANUT
A1 CR Sua<1€hLLﬂiLLﬂJaﬁwmasﬁsz 0.869 &9 0.967 Gadulumunaiinanun wansds
AnuaenndeIngluvesiulsdunala (gseavidunlu Table 3)

3.1.3 nsnsavsauAduUssansasautasana (Cronbach’s Alpha)

Ardulsyans pseutasarnldussiiiuanudiswesiudsurs Tnedinaseifinasdan
110171 0.70 (Hair et al,, 2017) HaN15IATILANUI ﬁmsauﬁﬂé’ammaqﬁaLLUiLLmﬂgmmagj
5391919 0.809 A4 0.948 FaTulumsinausindvun (gs1eazidesilu Table 3)

3.1.4 nsnsIFaUANUfiswnsuumiiou (Convergent Validity)

auiissnsadanioulszdiulnsmanunususiuadsfiadale (Average Variance
Extracted: AVE) §4a735iA13nni1m3aiafy 0.50 (Hair et al,, 2017) XAN153LATIZHNUA
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A1 AVE taadfautsurlavianuneg ssving 0.623 s 0.906 Fadulunsinasifirinun uansds
Pitssnsadavilouvasuusdunald (gs1eazidenlu Table 3)

3.1.5 N3ATIVFBUAMULTBINTATT LN (Discriminant Validity)

AT B FsTnunUseid ulasldinuel Heterotrait-Monotrait Ratio of
Correlations (HTMT) € 9p258 A1 @en11 0.90 (Hair et al, 2017) HaN153LASIEH WU
A1 HTMT seri19gfaulsuraviavanogsendng 0.194 i 0.840 Fadulumunusifidmun
WAAITIALLANA1TENI U IR TRRY (g3neaziBenty Table 4)

namsTaszilunanisianui fulsdanaldiomedqunmegluszduiiumela
Tngruinausiaanies uazAunss sawLIMees Hair et al. (2017) faifu uaanisIniid
anugandmsunsihluldlumsiengiluealdasaisely

Table 3 Results of the Measurement Model Assessment

Variable Items Mean SD Factor
Loadings

Relative Advantage (RA) CR = 0.956, AVE = 0.812,
Alpha = 0.942
1. Adopting the government e-marketplace platform RA1 3.240 1.128 0.922
helps manage business operations efficiently.
2. Adopting the government e-marketplace platform RA2 3.310 1.088 0.929
helps expedite specific tasks (product sales).
3. Adopting the government e-marketplace platform RA3 3.340 1.103 0.907
improves operational quality.
4. Adopting the government e-marketplace platform RA4 3.690 1.110 0.836
brings new business opportunities.
5. Adopting the government e-marketplace platform RA5 3.280 1.158 0.909
increases business productivity.

Overall Mean RA 3372 1117 0.901
Compatibility (C) CR = 0.949, AVE = 0.860, Alpha =
0.919
6. The government e-marketplace platform fully C1 3.370 1.116 0.921
meets online marketing needs.
7. The services provided by the government e- C2 3.440 1.090 0.939

marketplace platform align with OTOP business

requirements.

8. The transactions and data from the government e- C3 3.470 1.068 0.922
marketplace platform can be integrated with existing

systems.

Overall Mean C 3.427 1.091 0.927
Perceived ease of use (PEU) CR = 0.943, AVE =
0.845, Alpha = 0.908
9. Learning to use the government e-marketplace PEU1 3.610 0.956 0.903

platform requires minimal effort.
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Variable ltems  Mean SD Factor
Loadings

10. The government e-marketplace platform has a PEU2 3.500 1.045 0.911
user-friendly interface and comprehensive functions
that provide easy access to desired information.
11. The government e-marketplace platform has PEU3 3.630 0.948 0.944
clear and easily understandable operational
procedures.

Overall Mean PEU 3.580 0.983 0.919
Perceived usefulness (PU) CR = 0.947, AVE = 0.856,
Alpha = 0.916
12. Using the government e-marketplace platform PU1 3.480 1.064 0.917
improves the ability to sell OTOP/community
products online.
13. Using the government e-marketplace platform PU2 3.500 1.050 0.938
enhances the convenience of selling
OTOP/community products online.
14. Overall, the government e-marketplace platform PU3 3.430 1.024 0.920
provides benefits that meet business expectations.

Overall Mean PU 3.470 1.046 0.925
Organizational Readiness (OR) CR = 0.869, AVE =
0.623, Alpha = 0.809
15. The OTOP business has skilled personnel with the OR1 3.550 1.005 0.783
necessary expertise to support the use of the
government e-marketplace platform.
16. The OTOP business has the financial readiness to OR2 3.640 1.012 0.778
implement and utilize the government e-marketplace
platform.
17. The OTOP business has the technological OR3 4.000 0.859 0.764
readiness to support the use of the government e-
marketplace platform.
18. The OTOP business has the flexibility to adapt its OR4 3.960 0.869 0.832
operations to integrate easily with the government e-
marketplace platform.

Overall Mean OR 3.788  0.936 0.789
Competitive pressure (CP) CR = 0.907, AVE = 0.765,
Alpha = 0.846
19. Using the government e-marketplace platform CP1 3.280 0.998 0.894
influences the competitive dynamics in the business.
20. The OTOP business faces competitive pressure to CP2 3.330 1.069 0.918
adopt the government e-marketplace platform.
21. Competitors have demonstrated capability in CP3 3.460 0.971 0.808

using the government e-marketplace platform.
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Variable [tems Mean SD Factor
Loadings

Overall Mean CcP 3.357  1.013 0.873
Government encouragement (GE) CR = 0.871, AVE
= 0.693, Alpha = 0.780
22. The government actively promotes the use of its GE1 3.570 1.057 0.852
e-commerce platform.
23. The government supports OTOP entrepreneurs GE3 3.810 1.052 0.821
nationwide in participating on the government e-
marketplace platform through initiatives such as
training programs.
24. The government establishes policies and GE4 3.910 0.908 0.823
regulates OTOP product transactions on the
government e-marketplace platform (e.g., protecting
transaction privacy).

Overall Mean GE 3.763  1.006 0.832
Reputation (R) CR = 0.893, AVE = 0.736, Alpha =
0.818
25. The government e-marketplace platform is R1 3.380 0.995 0.757
familiar to OTOP business operators.
26. The government e-marketplace platform is the R2 3.540 1.136 0.916
most well-known platform for selling
OTOP/community products in Thailand.
27. The government e-marketplace platform R3 3.830 1.051 0.892
maintains a positive image in the OTOP/community
products market.

Overall Mean R 3.583 1.061 0.855
Trust (T) CR = 0.967, AVE = 0.906, Alpha = 0.948
28. The government e-marketplace platform is T1 3.920 0.977 0.952
reliable.
29. The services provided by the government e- T2 3.900 0.930 0.947
marketplace platform are trustworthy.
30. The information presented on the government e- T3 3.990 0.936 0.956
marketplace platform is credible.

Overall Mean T 3.937  0.948 0.952
Attitude toward using (A) CR = 0.942, AVE = 0.803,
Alpha = 0.918
31. Using the government e-marketplace platform is a Al 3.970 0.944 0.910
good idea.
32. The government e-marketplace platform is an A2 3.910 0.976 0.913
appealing option for OTOP businesses.
33. The procedures and processes within the A3 3.760 0.998 0.867

government e-marketplace platform are satisfactory.
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Variable Items Mean SD Factor

Loadings

34. The government e-marketplace platform is Ad 3.870 1.028 0.893
desirable to use.

Overall Mean A 3.878  0.987 0.896
E-marketplace adoption (EA) CR = 0.952, AVE =
0.868, Alpha = 0.924
35. The government e-marketplace platform is used EA1 3.500 1.050 0.925
to sell OTOP/community products.
36. The government e-marketplace platform is used EA2 3.430 1.099 0.955
to receive and manage customer orders.
37. The government e-marketplace platform is used EA3 3.320 1.156 0.916
to process electronic payments.

Overall Mean EA 3.417 1.102 0.932

Note: CR = Composite Reliability; AVE = Average Variance Extracted; Ol = Cronbach's Alpha Coefficient; Acceptable
threshold values: Factor Loading > 0.707; CR > 0.70; AVE > 0.50; O > 0.70

Table 4 Heterotrait-Monotrait Ratio of Correlations (HTMT)

Variable Correlation Matrix
A C CP EA GE OR PEU PU R RA T

A .
C 0.614 -

Ccp 0.668 0.718 -

EA 0.653 0.716 0.667 -

GE 0.840 0.690 0.686 0.626 -

OR 0.415 0.243 0.230 0.194 0.455 -

PEU 0.594 0.706 0.565 0.537 0.723 0.476 -

PU 0.665 0.822 0.776 0.678 0.686 0.365 0.733 -

R 0.751 0.820 0.749 0.730 0.823 0.419 0.801 0.791 -

RA 0.612 0.878 0.743 0.687 0.644 0.236 0.706 0.835 0.796 -

T 0.762 0.612 0592 0.597 0.811 0.311 0.676 0.582 0.764 0.589 .

Note: Relative Advantage (RA), Compatibility (C), Perceived ease of use (PEU), Perceived usefulness (PU), Organizational
Readiness (OR), Competitive pressure (CP), Government encouragement (GE), Reputation (R), Trust (T), Attitude toward

using (A), and E-marketplace adoption (EA)

3.2 msuszlivlunaidalaseaing

ndnnsUszidiunandisaazaunssedlinanisiauds §idesidunsmaaey
aufgrudaannasonsusziiulueaidedasiadismuuuimg PLS-SEM delalddviiana
donna 89v09lutnalangsiu (Goodness-of-Fit) (Chin, 1998; Henseler & Sarstedt, 2013;
Hair et al,, 2014) TnefdunounisTieseidell (gaoaiBenlu Table 5)

3.2.1 nsussliuaMuaunsalun1svitungvesluma (Explanatory Power)

n1sUsziduauansalunisiuiegveduna §33uleldinuein1siasuiad

[y a

auﬂasaw%mmgﬂéfaﬂﬁuaqmsﬁmwﬁﬂé’wﬁ% (Adjusted R-Square: R2ad]) #NuLbUINIGUDI
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Hair et al. (2014) Tnamnunq 1A 1 Adjusted R-Square 7 0.75, 0.50 was 0.25 wa 74
AuansalunsviunesEiugs Uunans wagl mudfu nansiinssinudn vieunadi
sonsldnainnarsndivddidnnseiindninsy e Readj = 0.575 (57.5%) mulinglalunis
Tdnatnnanea a1 Rzadj = 0.295 (29.5%) wagn1suausulunisldnatnnanss dan
R2adj = 0.520 (52.0%) a3Ula71 luwadidnenmlunisesuieanuwlsusiuvesiiudsnule
Tusgdusfeunan

3.2.2 NM3ATIRWVUINBNGNE (Effect Size: f2)

MieTgiATLnavENalnefinnsNnAat 2 anunarives Hair et al. (2014) 7

vuA31en f2 1 0.35, 0.15 wag 0.02 uanssdinansenusieanuuaugtunmsvinngluseduas

U1unans uagin audsu stediandnanuansianuduiugseninsiudsviune (Predictor)
uazfuUsRBUALes (Response) fnansenuiunnsafuluusasganuduius nan1siinses
Wu31 BNSwaseAuas (f2 > 0.35) 91u3u 2 ¢ bawn 1) n13suiuselevd — anulingda
(f2 = 0.425) 2) Aaliangla — seuad (f2 = 0.379) wazdn3waszausi (0.02 < f2 < 0.15)
1w 5 7 lowa 1) n1ssuiuselevd — viauad (72 = 0.062) 2) n1ssuiuselevd — ns
pousu (f2 = 0.047) 3) T o1d89 — n1seausy (2 = 0.043) 4) AuAl — n158ouU
(f2 = 0.040) 5) usenasulunIsuLety — MsEeudU (f2 = 0.020) druanuduiusfiinanszny
sndnnmel (72 < 0.02) nulu 6 ganudusius ldun audnvaryssleviifadiouiey
Audnuaizdnduls mssudanuielunsldon mamdenmesesdns msaduayuannass
wazaulinslafifideniseensu

3.2.3 msUsziiuauiisadeudiung (Predictive Relevance: Q2)

MIlATERAaiR Q2 (Stone-Geisser's Q2) WiieUsziiumnunisadondaviueues
T AanILLLIVINUB Hair et al. (2014) Tapan Q2 fiwnnnda 0 wansdsruieadeudaihue
yodluimarafiudsay Tumanduiu A1 Q2 fitesndn 0 Yadilumaniamnuiendeads
vuedmsusaudsauiy q nansiesizrnudn analindailen Q2 = 0.266 (szsuUy
nateRoud19sn) auafdal Q2 = 0.449 (sgAulrunanerauY19g9) bagn1sgausuilen
Q2 = 0.445 (szfuunansreuinegs) agulsin A Q2 fnnnin 0 vesmFLYsLanlTuY
Tumadiruanansalunsviunesulsaasiaanusa Tneflauanunsalunsyiunevimuafuas
miaam%’ﬂuizé’uﬁgmdﬁmmﬁ’nﬂﬁ]

Table 5 Effect Size, Predictive Relevance, and Coefficient of Determination

Effect Size Predictive R Square
(f2) Relevance Adjusted
A EA T (@) (R

Relative Advantage (RA) 0.002 - - - -
Compatibility (C) 0.001 - - - -
Perceived ease of use (PEU) 0.001 - - - -
Perceived usefulness (PU) 0.062 0.047 0.425 - -
Organizational Readiness (OR) - 0.018 - - -
Competitive pressure (CP) - 0.020 - - -
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Effect Size Predictive R Square

(f2) Relevance Adjusted
A EA T Q) (R
Government encouragement (GE) - 0.001 - - -
Reputation (R) - 0.043 - - -
Trust (T) 0.379 0.006 - 0.266 0.295
Attitude toward using (A) - 0.040 - 0.449 0.575
E-marketplace adoption (EA) - - - 0.445 0.520

3.2.4 HANINATBUANNAFIUNIINITATY (Hypothesis Testing)

HANITIATIEALNLAAELNTTIATIES 1902835 PLS-SEM Tngldnsguiunns Bootstrapping
dlennaevauufigiumsite 13 o fvwaziBeadall 1) Tafedumalulad Wun aadnuue
UszloniiBavSosuieulifsniwadsvainaeiaund (B = 0.057,t = 0.518, p = 0.302)

¥V

Audnwarinuldlifisninaidsuinseviruad (B = 0.029, t = 0.265, p = 0.396) M33U3

e

Aanudrslunsidoauliidninadauinnedieuad (B = -0.033, t = 0.356, p = 0.361) WATAS
SugUsslovdddnwanisuansesiauad (B = 0.281, t = 2.434, p < 0.01) A wlinngle
(B = 0546, t = 9.617, p < 0.001) wagn1swausunsidau (B = 0.236, t = 2.525, p < 0.01)
2) Jadea1ueeans laun A1UNsouveseIansldddninaldsuinman1seausun1siday
(B =-0.103, t = 1.422, p = 0.078) 3) Yadusuanimuandou lawn wssnaaulunisiasdulid
anSnaeuindenisgensunisldeu (B = 0.143, t = 1.559, p = 0.060) N1saUALUIIN
nasslafidniwaidsvanaenissousunisideiu (B = -0.033, t = 0.308, p = 0.379) uasz
Fodesdidninansuindeniseansunisldem (B = 0.234, t = 2.525, p < 0.01) 4) Yadedu
anulindanagiiruad laun anulingdadidndnansuinsesinuad (B = 0.533, t = 7.051,
p < 0.001) M linsdaldddndnadsuinsonseeusunisideu (B = 0.091, t = 0.833, p =
0.203) VauaRTBnEnanawIndenseonsunsldau (B = 0.226, t = 2.023, p < 0.05) faty
A11150a3UNANITNAADUANNRFIUNUI mﬂammﬁgwuﬁwm 13 4o HaunAgruilafunis
atuayy 6 1o loun dvgnavesmsiuivseleniseriauai auliingde uay nsveusunisly
91U BvSwavesdodserenisuensunsldau svdwavesrulinderevauai uazdnina
vowiuafidamsoniunislian Meandeananisvageuanuigiuiomn (@aeazdoalu
Table 6 wag Figure 2)

Table 6 Results of the Research Hypothesis Testing

Relationships Sign [3 t-values p-values Result
H1: RA-> A + 0.057 0.518 0.302 Not Support
H2: C-> A + 0.029 0.265 0.396 Not Support
H3: PEU -> A - 0.033 0.356 0.361 Not Support
Ha: PU -> A + 0.281 2.434 0.008** Support
H5: PU-> T + 0.546 9.617 0.000%*** Support
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Hé6: PU -> EA + 0.236 2.525 0.006** Support

H7: OR -> EA - 0.103 1.422 0.078 Not Support
H8: CP -> EA + 0.143 1.559 0.060 Not Support
H9: GE -> EA - 0.033 0.308 0.379 Not Support
H10: R -> EA + 0.234 2.525 0.006** Support
H11: T->A + 0.533 7.051 0.000%** Support
H12: T > EA + 0.091 0.833 0.203 Not Support
H13: A-> EA + 0.226 2.023 0.022* Support

Note: *p<0.05, t>1.960, **p<0.01, t>2.327, **p<0.001, t>3.092

3.2.5 NANT19ILAIITUD NS WaN19n 39 (Direct Effect) 8nSwan19dau (Indirect
Effect) wazdnswasiu (Total Effect)

n133iAI1Evidns navesiaulsnneg Afden1sseusunisidnatnnaranidled
Bidnnseiindniay uandiiiunrudiiusiaulalunanedd @il dunssuusslonids
Jutladesnumnalulad wuihidviwanseunguvaneiia lnouansdvinanisnseiided Ao
wemauliansla (B = 0.546, p < 0.001) wazviAuad (B = 0.281, p < 0.01) wenani il
dndwansdeudeiauafuiuaulinga (B = 0.291, p < 0.001) Tudruvesniseeusunsly
U ﬂ’]i%J‘Uj?‘UiSIEJGUﬁLLﬁN5‘1/1%‘1/\161/“;}}&‘1/]”1(1913@ (B =0.236, p < 0.01) UagN19TBUHIUAIY
Tinslaagiirund (B = 0.179, p < 0.05) TudiuresladenusIAnsuazan IINaN HaN1T
Snsdinuindilveliuansdvinaiifited dayneadn Siecdadedudodsarinduiivans
dnsnanmssnenisuausunsiteu (B = 0.234, p < 0.01) sgsdidedrAty drusudaunys
funans nuiranubindaidvsnanmssiidduderiaund (B = 0.533, p < 0.001) wilainy
SnswadiivsdAgdanissouunsldmuislusuuuudvinaninssasnadon lurusi
VAUARLEAIDNSNAN1IRTIRENTERNSUNSIEIU (B = 0.226, p < 0.05) oesiitudAty wa
Msinsessenanasieuliifiuin mssuiustleviuazdedonduiedvddaiidmasionis
gousunsldnunatanarsmndugdidnnseindnins nedanulindauagiaunaiviivgig
Judulsdunansiiddalunszuiunisvensumalulad s1eazidonvesmanisimsgidnng
e (as1wazidualu Table 7)

Table 7 Results of the Direct, Indirect, and Total Effects Test

Relationships Direct Effect Indirect Effect Total Effect
PU > A 0.281%** 0.2971%** 0.572%%*
PU->T 0.546%** - 0.546%**
PU -> EA 0.236** 0.179% 0.415%**
R->EA 0.234%* - 0.234**

T->A 0.533%** - 0.533***
A->EA 0.226* - 0.226*

Note: *p<0.05, t>1.960, **p<0.01, t>2.327, ***p<0.001, t>3.092
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Note: Relative Advantage (RA), Compatibility (C), Perceived ease of use (PEU), Perceived usefulness (PU), Organizational
Readiness (OR), Competitive pressure (CP), Government encouragement (GE), Reputation (R), Trust (T), Attitude toward
using (A), and E-marketplace adoption (EA)

Figure 2 Structural Model Assessment
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