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Abstract

The research objectives of this study were first, to examine the effects of
electronic word of mouth, attitude, subjective norms, and perceived behavioral control
on online buying intentions of Huachiew Chalermprakiet University (HCU) students,
and second, to examine online buying intentions of HCU students. In this study,
convenience sampling and snowball sampling were used to conduct the research from
students of HCU through a Google online questionnaire, and a total of 412 valid
samples were obtained. The study used the methods of descriptive analysis (percentage,
frequency, mean and standard deviation), and inferential statistics deploy path analysis
and mediation effect analysis.

This study found that there is a significant positive effect of electronic word of
mouth on attitude, subjective norm, and perceived behavioral control, but this study
found that the effect of electronic word of mouth on online buying intention is not
significant. Meanwhile, there are significant positive effect of attitude, subjective norm,
and perceived behavioral control on the intention to online buying. At the same time,
attitudes, subjective norms, and perceived behavioral control play a fully mediating role

between eWOM and online buying intentions.

Keywords: Electronic word of mouth, Attitude, Subjective norm, Perceived behavioral

control, Intention of online buying
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Chapter 1
Introduction

1.1 Background

With the rapid development of network technology in today's world, e-
commerce and e-marketing have gradually formed and developed rapidly, thus forming
new business models and business opportunities (Meng et al., 2021). At the same time,
e-commerce, as an emerging business channel, is an advanced technology that sells and
buys goods or services through the Internet. Through the network, the buyer and the
seller are closely linked together, and the operation here is also very convenient, through
a simple click on the online buying page, you can complete the sale and buying. This
technology has been popularized in many countries around the world, and such a simple
and low-cost business model makes e-commerce grow rapidly, and experts believe that
it is the best way to use the Internet for commercial activities in the real world (Helmy
Mohamad et al., 2022).

In Thailand, where Lazada group was founded in 2012 with Rocket Internet
backing (Lazada IHQ LTD.), Shopee launched in 2015 in several countries, including
Thailand (Shopee Careers.), and Lazada and Shopee have founded in Thailand since
2019. With a total market share of 80% to 90% ("Lazada, Shopee lead the pack in e-
Commerce race," 2021). The data shows that Lazada and Shopee have become the
leaders of e-commerce in Thailand and lead the development of e-commerce in
Thailand. In accordance with data surveys, Thai online buying platform Lazada
platform has 38.54 million monthly views in 2020, while another Thai online buying
platform Shopee has 51.24 million monthly views.

According to sources in the media, 94 percent of Thais have decided to purchase
online since 2020, the highest percentage in the world, and more than 88 percent of
customers are prepared to continue shopping online when COVID-19 expires. What
variables or factors influence their purchasing decisions? What are the key factors that
have impact on purchasing decisions? This piqued the researchers' interest, and they
decided to look at it further. In today's booming internet, e-commerce has quietly
entered the limelight. Electronic word-of-mouth (eWOM) communication is a major

channel to increase online website revenue, which directly



influences other consumers' purchasing behavior through consumers' post-use
experience combined with non-commercial verbal communication. Electronic Word of
Mouth (eWOM) has opened up more opportunities for product promotion and sales,
and major merchants have recognized the importance of eWOM to those online
shoppers, providing them with a basis for choice and reference when shopping online.

In this study, college students at Huaachiew Chalermprakiet University in
Thailand were selected as the respondents, and quantitative analysis was used to explore

the effects of eWOM on online intention of online buying and its mechanisms.

1.2 Problem Statement

(1) Firstly, previous studies have neglected the effect of electronic word-of-
mouth on online intention of online buying in the Thai cultural context, so what is the
effect of electronic word of mouth on the intention to buy online when the consumer is
a Thai university student?

(2) Secondly, what are the effects of attitudes, subjective norms, and perceived

behavioral control on online purchase intentions?

1.3 Objectives

Objectives 1: To study the effect of electronic word-of-mouth, attitudes,
subjective norms, and perceived behavioral control on online buying intention of
students at Huaachiew Chalermprakiet University, Thailand.

Objectives 2: To study the intention of online buying of students at Huaachiew

Chalermprakiet University, Thailand.

1.4 Research Questions

RQ 1: Are the effects of eWOM, attitudes, subjective norms, and perceived
behavioral control on Huachiew Chalermprakiet University students' online
buying/shopping intentions positive?

RQ 2: What are the mechanisms by which eWOM, attitudes, subjective norms,
and perceived behavioral control influence Huachiew Chalermprakiet University

students' online buying intentions?



1.5 Research Methods

This research is quantitative research. The quantitative research, the tool for
collecting data is questionnaire in google form. The sampling method non-probability
and purposive sampling, data will be analyzed by SPSS software. It mainly includes
descriptive statistical and inferential statistics deploy path analysis path analysis and

mediation effect analysis.

1.6 Research Site and Sample

Research site: Huachiew Chalermprakiet University

Sample size: According to an interview with the Huachiew Chalermprakiet
University Registry, the institution will have 6,700 students in 2020. According to the
Krejcie Morgan Sample size table, the population is around 6700 students, the table
shows that the Sample of 6000 students is 361 and that of 7000 students is 364,
Huachiew Chalermprakiet University has an enrollment of 6,700 students, the number
of students registered is more than 6000, so this research chose the sample number of
7,000 people to collect more accurate data. The chart indicates that 364 persons must

be questioned. As a result, the sample size should be set at no less than 364 students.

1.7 Limitation

Since the product forms and features of e-commerce were developing and
changing rapidly during the period when this study was conducted, the managers of
each platform would update and improve the platform systems and functions based on
user feedback. Therefore, there are limitations in this study due to time and resource
constraints.

Firstly, limited by the selection of the questionnaire sample, the respondents
were mainly undergraduate students, and fewer people were already involved in the
work. Overall, the selected sample had simple social relationships, lacked social
experience, and had limited spending power. Therefore, the results of the questionnaire
survey will be affected by these two factors to some extent.

Secondly, regarding the construction of the model. There are more variables that

affect online buying intention, and also need to consider the factors of consumers' own



contextual factors and e-commerce platform characteristics. This study has selected

the more important variables, but cannot include all of them in the study,



Chapter 2
Literature Reviews

This chapter reviews the concepts and related research on eWOM, attitudes,
subjective norms, perceived behavioral control, and online intention of online buying,
and how eWOM, attitudes, subjective norms, and perceived behavioral control affect
consumers' online intention of online buying. The content of this chapter is analyzed

and discussed based on previous academic journals, studies, books, and related articles.

2.1 Online Buying Behavior

There is a positive association between purchase intentions and actual purchase
behavior, and intentions are considered to be an effective predictor of behavioral
outcomes because purchase behavior is difficult to measure (Shaouf et al., 2016).
Therefore, most studies have explored the influences that affect online purchase
intention to determine the potential impact on online purchase behavior. Therefore, in
this section, this study will introduce the definition of online purchase behavior and
then focus on the meaning of online purchase intention to better explore how electronic
word-of-mouth affects online purchase intention.

2.1.1 Definition of Behavior

Kitchener (1977) believes that behavior refers to human physiological changes
or the whole process, which means that whatever people are doing is a behavior, which
is a basic ability of people. What we are watching or doing any action is called behavior.
Berckmans (1996) added "behavior". Berckmans explain, it can be studied that people
hearts or feelings are also a kind of behavior in addition to behavioral expression in
actions. The word "behavior" covers both physical and psychological actions of human
beings; and these two actions can help people clearly express their thoughts, feelings,
feelings, etc. According to the research of Norenzayan (2011), behavior is an action
reflected by a series of factors such as people's learning, thinking and sensory feelings,
and the results of people brain processing. Moreover, behavior also defined as a kind

of conscious behavior.



It means that people's behavior is a kind of conscious behavior, and these
behaviors have different definitions according to different environments, such as
religious behavior, buying behavior, learning behavior, etc (Blythe, 2013).

When human beings have a clear goal, they will produce behavior. Behavior is
the product of human emotion and cognition. Of course, behavior is also a reaction to
the environment, and these behaviors have different definitions according to different
environments, such as religious behavior, buying behavior, learning behavior, etc.
When humans are exposed to a certain environment for a long time or are influenced
by a certain environment for a long time, there will be certain corresponding reactions,
such as being exposed to a drinking culture for a long time (Ashford et al., 2016).Then
this reaction is the generation of such a behavior that he also likes drinking or dislikes
drinking (Jiang et al., 2017). The concept of consumer behavior is constantly changing
with the development of economy and society and the deepening of research, as well
as the different starting points of the background knowledge and experience of different
disciplines. Mou and Benyoucef (2021) believes that consumer behavior is the study of
how individuals, groups and organizations choose, acquire, use and dispose of products,
services, experiences and ideas in order to meet their needs, as well as their impact on
consumers and society.

2.1.2 Online Buying

Consumer Buying Behavior refers to the buying behavior of the ultimate
consumer. It is complicated by a number of factors. Many aspects, specificities, and
traits can significantly impact individual's identity and the consumer's decision-making
process, shopping habits, buying behavior, the brands preference (Ramya & Ali, 2016).
Buying behavior not only describes the behavior of consumers to buying, but also
includes the thoughts, mood and sights of consumers in their brains when they are
affected by the external environment. When the buying behavior occurs, the consumer
must first have the intention to buy, and then the action will occur (McClure & Seock,
2020). For example, when the consumer has the intention to buy clothes, he or she
shows the behavior of buying clothes (Akram et al., 2021). Liao et al. (2021) believe
that online shopping is obtained by consumers after collecting information according

to their own experience, preferences and external environment, which belongs to the



behavior of consumers to decide whether to buy or not after collecting and processing
the information.

The process of buying behavior includes selection, buying and final
consumption of goods. As Ramya (2018) stated, there are several factors that could
influence buying behaviors, which are psychological factors, social factors, cultural
factors, economic factors and personal factors. In this context, stimuli from the outside
world and parts of the marketing mix enter the buyer's 'black box,' where they interact
with the buyer's attitudes, cognition and decision-making processes to generate a series
of buying choices. The mechanism of how buying interact among consumers and outer
environment can be very interesting. Therefore, this framework can provide alternative
perspectives discussing how buying behavior can be influenced by similar factors like
attitudes and social norms etc.

To sum up, consumer behavior refers to the process that consumers will go
through when they want to buy goods or services. Specifically, consumer behavior
refers to the various actions taken by consumers to acquire, use and dispose of consumer
goods or services, including the decision-making process that precedes and determines
these actions (Soyer & Dittrich, 2021). Consumer behavior is closely related to the
exchange of products or services. To study consumer behavior, we should investigate
consumers' use and disposal of products after product acquisition. Attention should also
be paid to consumers' intention before obtaining products and services, which is also
the focus of this study.

2.1.3 Intention of Online Buying

Bleize and Antheunis (2019) believes that purchase intention is determined by
consumers' attitude towards a product or brand and external factors, and purchase
intention is more easily affected by subjective factors. Taking e-commerce anchors as
the research background, Xiao et al. (2019) defines consumers' online buying intention
as the fact that e-commerce anchors, with their own attributes, highly restore the offline
purchase situation, so as to promote consumers' online purchase intention. Zhu et al.
(2019) defines consumers' online buying intention as the self-fit of goods or services
felt by consumers in the process of interaction with e-commerce platforms and
merchants. The higher the degree of fit, the higher the online buying intention. In the

empirical study on the effect of online and offline multi-channel integration quality on



online purchase intention, Scarpi et al. (2014) believes that consumers' online buying
intention refers to an individual's conscious plan before purchasing an online
commodity or service.

Intuitively, intention of online buying and offline buying behavior are defined
and measured differently. intention of online buying, also known as E-shopping, often
is a sort of e-commerce that allows customers to buying items or services directly from
any store over the internet through websites (Ahmed, 2017). It has been one of the
major research agendas in marketing sciences with the rapidly growing e-business.
Offline buying behavior, on the other hand, formulate a more traditional marketing
environment where people usually arrive onsite for shopping center and make decision
in the offline world. Intuitively, online buying decision making can be more sensitive
than offline buying behavior, creating more uncertainty in terms of final purchasing.

Therefore, the online buying intention is based on the possibility of purchasing
products or services through the online platform in the online purchase scenario.
Compared with the buying intention, it is essentially the same as the expression of the
subjective probability of purchase behavior; the difference only lies in the channels of
information acquisition. consumers no longer obtain information about products or
services only through face-to-face communication with promoters and people around
them, but mainly in the website or online community and other platforms, which can
be understood as changes in external factors (Vatunyou et al., 2022). Therefore, it can
be considered that the online purchase intention studied in this paper is the possibility
of purchasing products or services after the network platform (including APP, website,
online community, etc.) obtains the information of products or services.

The above contents review what the definition of online buying and offline
buying behavior is, explaining the behavior and giving a general description of how
corresponding behavior is produced and influenced. Further this research will explain
elaborate consumers' buying behavior online and oftline with the difference between
them.

2.1.4 Differences Between Offline Buying Behavior and Intention of Online

Buying
In terms of environment, as stated above with Bleize and Antheunis (2019),

intention of online buying will be affected by more factors than offline buying behavior.



Offline advertising and marketing methods will be restricted by explicit laws, including
the prohibition of certain commodities. It probably because online buying are more
susceptible to fraud than offline buying (Riquelme & Roman, 2014). When buying
offline, consumers are more likely to perceive a product, while when buying online,
they can only know the real product through buying or other consumers' buying
experience and usage experience. Meanwhile, compared with offline stores, the
marketing of online stores is more extensive.

However, there is greater freedom on the Internet, which is used by merchants
to place advertisements or carry out marketing. The evolution of the internet to the Web
2.0 has dramatically changed the way in which consumers and companies interact and
carry out transactions. Specifically, it has been noted that e-commerce incorporates the
use of online social media in all kinds of commercial activities (Xiang et al., 2016). In
this context, the marketing of online stores can be carried out through social media.
Compared with offline stores, online store is a marketing channel that can directly
influence consumers' buying behavior (Kumar et al., 2016). Because it is now the era
of big data. The server will collect the online data of consumers, so as to recommend
the contents that consumers search on the internet or watch frequently in daily life
(George et al., 2014).

On the other hand, intention of online buying can also induce a higher shipping
cost, since online buying require a whole different logistic system. For offline shopping,
people can buy substantial products onsite without a delay or extra pay of shipping
logistic fees. Therefore, it is easier for online consumers to receive more commodity
information than offline shopping, and online buying is more intuitively convenient
than offline shopping, even if there’s some extra inconvenience of shipping cost and

risk induced by online buying.

2.2 Electronic Word of Mouth
This section will elaborate on the definition of electronic word-of-mouth and
the types of it, so as to clarify the potential reasons why electronic word-of-mouth

influences online purchase intention.
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2.2.1 Definition of eWOM

Word of mouth refers to the process of face-to-face communication between a
messenger and a recipient about a brand, product or service without commercial intent
(Haenlein & Libai, 2017). With the rapid spread of information technology, e-
commerce platforms, virtual communities, social media, 5G, virtual reality and other
information technologies, information about businesses, brands and products has
moved from verbal communication to the internet and has become a reality. The
development of information technology has changed the way word-of-mouth
information is disseminated, making word-of-mouth spread like a virus across networks
and communities, and invariably influencing people's lifestyles (Nam et al., 2020). The
term " electronic word-of-mouth (eWOM)" was used in the mid-1990s, when the
internet was beginning to change the way people communicate with each other (Babi¢
Rosario et al., 2016). Submitter et al. (2021) pointed out that consumers' behavior of
sharing and evaluating information about brands or products through Internet platforms
(e.g., social media, short video platforms, blogs, etc.) is eWOM.

Due to the convenience of internet platforms, consumers can easily use the
relevant platforms, so eWOM is easily accessible and spread. eWOM communication
motivation was also studied by Reimer and Benkenstein (2016). Consumers have a need
for social connection, as well as a desire for monetary rewards and concern for other
consumers, which are considered to be the main motivations for eWOM. eWOM has
been shown to spread rapidly across internet platforms, especially now with the
convenience of social media and short video platforms. On the other hand, a large
number of studies related to the impact of eWOM on consumers have been generated
in the fields of advertising, marketing, communication, management, and e-commerce
(Chu & Kim, 2018). Studies have shown that electronic word of mouth (eWOM) has a
non-negligible impact on product reviews, brand attitudes, buying decisions, consumer
loyalty and consumer satisfaction in the past decades (Augusto & Torres, 2018; Kong
etal., 2021).

For eWOM, they often employ the given apps and communication platforms (H.
Chen et al., 2021). User-generated evaluations about vacation places on the internet
have become important sources of information, might reinforce visitors' attitudes and

behaviours. Furthermore, there is a misunderstanding between the terms eReferral and
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eWOM. The two concepts, according to Oday et al. (2021), are distinct. People with
strong social ties are more likely to use eReferral. In terms of a technological
perspective, eReferral has two dimensions: reciprocal and client referrals. This research,
on the other hand, looks at eWOM as a predictor of customer behaviour. There has been
some discussion over the link between eWOM and the TPB core components.
Mohammad et al. (2020) discovered that eWOM is a primary source of information for
passengers and has a significant impact on their attitudes. According to Amalia et
al.(2019), eWOM has a considerable and beneficial influence on the traveler's attitude.

Thanks to the popularity of the internet and the constant updating of information
technology, consumers are able to post their own opinions and comments about
companies via the Internet, as well as to exchange comments posted by others.
Compared to traditional word-of-mouth, eWOM has a much larger reach. Because this
type of word-of-mouth information often comes from the active behavior of users,
eWOM is a relatively objective and trustworthy source of information, so it has always
played the role of a promotional assistant in the social business environment.

Interpersonal influences have received extensive attention in studies of
consumer behavior decisions (Sharma & Klein, 2020). Due to the rapid development
of digital technology, consumers can obtain word-of-mouth information not only from
their close friends, acquaintances, and colleagues, but also from "strangers" with
relevant knowledge and experience (Reza Jalilvand & Samiei, 2012). On the other hand,
the popularity of Internet platforms (e.g., YouTube, TikTok, Blogs, etc.) provides more
effective channels for evaluating and sharing product information, and electronic word-
of-mouth platforms can be distinguished by the nature of communication and
interaction related to the platform, such as social networks (Facebook), microblogs,
online forums, short video platforms (e.g., TikTok) online review platforms, and
branded shopping sites (e.g., Amazon). branded shopping sites such as Amazon
(Khwaja et al., 2020), and the above platforms further enhance the efficiency of eWOM
sharing (Bilal et al., 2020).

For the purpose of this paper, eWOM is defined as information about a product
from product review sites, emails, forums, user-generated materials, social media, and

online communities, among others.
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2.2.2 Types of eWOM

Numerous types of eWOM have also emerged in the context of the rapid
development of digital media platforms. Combined with the study by Zniva et al. (2020),
electronic word of mouth (eWOM) is divided into three main categories as follows:(1)
Social media electronic word-of-mouth (SeWOM). Mainly, eWOM originates from
product reviewers who are closely connected with eWOM recipients, i.e., are known to
each other (2) Conventional electronic word-of-mouth (CeWOM). Mainly, the reviews
can also come from strangers who have no connection with the recipient, and these
product reviews can be both positive and negative. (3) Rating-based electronic word-
of-mouth (ReWOM) communication. Here, social influence is exerted through
normative cues that suggest that individuals are socially pressured to conform to group
opinions and expectations (Argo, 2020). A typical manifestation of ReWOM is product
ratings, i.e., any signals (e.g., overall ratings) presented on a website that lead
consumers to recommend products to choose a particular product based on certain
criteria (e.g., product attributes). Overall ratings represent abstract information with
little social trace from other consumers and are unknown to the recipient.

Previous studies on eWOM and online buying intention only consider the
influence of a single type of eWOM, and cannot fully verify the influence of eWOM
on online buying intention. Therefore, this study will consider the above three types of
eWOM at the same time, and design the corresponding questionnaire according to the

characteristics of the three types of eWOM for the follow-up study.

2.3 Attitude

The first important determinant of behavioral intention is attitude. Attitudes can
be divided into positive, negative and neutral, as well as strong and weak. The theory
of planned behavior holds that attitude refers to an individual's positive or negative
feelings towards the object of attitude, and the components of attitude can be regarded
as a function of the result of behavior. The function of attitude mainly includes utility
function, value expression function, self-defense function and cognitive function.
Consumer attitude may be defined as customers' affection for items, brands, or online
buying platforms, as well as consideration of their own economic capabilities before

purchasing (Shapiro & Angevine, 1969). After obtaining sufficient and correct product



13

information, consumers have feelings of satisfaction or love for the product, and
urgently expect to produce behavior according to their own emotional needs. the above
is the formation process of positive consumer attitude. positive consumer attitude can
promote the willingness to buy products and brand loyalty (Kim et al., 2021). All these
factors are influenced by customer perceptions. Consumers will have bought intent and
eventually create buying behavior only after considering these factors. Consumer
attitude refers to customers' feelings or thoughts about enterprises, products, etc., and
even their willingness to act (Guerrero et al., 2000). Yang et al. (2017) studied the
impact of consumers' skepticism about corporate social responsibility advertising on
consumers' attitudes, showing that the more negative the attitude, the lower the
willingness to buy.

To a considerable part, consumers favor online shopping because of the ease it
provides (Kim, 2005). Consumers prefer online shopping because the procedure from
obtaining the things they wish to buying to delivering the goods to them is easy and
quick. When this pace becomes an issue, customers will shift from preferring to
disliking or rejecting online buying, and they will ponder whether or not to continue
doing so. As a result, whether or not shopping is simple and quick becomes one of the

elements influencing customers' online purchasing decisions.

2.4 Subjective Norms

Subjective norms are one of the main factors affecting consumers' intention of
buying. Subjective norms represent some rules and judgment standards of the society
on a certain aspect, and whether consumers will be subjected to social pressure when
making buying (Mehreen et al., 2021).

In the era of online buying, this kind of evaluation criteria are the security of
online buying information and the score of online buying platform, etc., which are the
priorities of consumers. When consumers have consumption behaviors, they will
consider the score of online buying platform and whether the network platform can
guarantee the safety of consumers' personal information, which are all influenced by
subjective norms

With the growing growth of the Internet as a medium for communication,

entertainment, and market exchange, it is becoming more significant. As a consequence,
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marketers begin to acquire client information, and customers begin to believe that their
privacy is at risk. Furthermore, such a breach of personal information will result in
online fraud among customers (Sheehan & Hoy, 2000). Because if consumers feel
unsafe, they will not choose this online buying platform or switch to a safer online
buying platform, the model can be used to determine whether online buying will result
in the disclosure of personal information. If consumers feel unsafe, they will not choose
this online buying platform or switch to a safer online buying platform, implying that

network information security is one of the factors affecting consumers.

2.5 Perceived Behavior Control

Perceived behavior control refers to the behavior of consumers under the
influence of external environment when they are engaged in buying behavior. Moreover,
consumers are stimulated, they can control themselves or not, and can think reasonably
under the interference of external environmental factors (Ye et al., 2021). Specifically,
it is an individual's judgment of how easy it is to complete or implement a certain
behavior. Ajzen (1991) pointed out that perceived behavior control may change with
the change of the situation. The reason to consider perceived behavior control is that it
can help predict behavior to a large extent when perceived behavior control is real.
Specifically, perceived behavior control represents an individual's ability to control the
opportunities and resources needed when taking a behavior or reflects his perceived
external or internal restrictions on behavior.

Many empirical studies have shown that the enhancement of perceived behavior
control will have a significant and positive impact on people's physiology and
psychology, which is reflected in the improvement of task performance and the increase
of the ability to endure pain and frustrations. self-report of pain and anxiety and
psychological benefits (Jalilian et al., 2020). In the study of consumer behavior,
perceived behavior controls customers' important variables that affect the pleasure of
customer service experience (Zhang & Wang, 2019). Customer perceived control has a
significant positive impact on perceived service quality, and then a positive impact on
customer satisfaction. Perceived behavior control has a positive impact on customers'
positive emotions, and then increases their satisfaction in the context of service failure.

Through the situational experiment of online shopping, it is proved that customer
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perceived control has a positive impact on service recovery satisfaction and service
contact satisfaction (Tian J, et al., 2018; Marquis et al., 2018). Yadav and Pathak (2016)
found that if people have higher control over an action, it means that the easier it is for
people to complete the action, the stronger their intention to actively implement the
action. On the other hand, if you have less control over an action and lower my ability,
it will weaken the intention of the action (Al-Swidi et al., 2014). This shows that the
perceived behavior control variable is an important antecedent variable to investigate

an individual's tendency to act in the future.

2.6 The SR Theory

The effect of electronic word-of-mouth on online buying intentions can be
explained by Stimulus (S) - Response (R) theoretical framework (Watson, 1913).
Watson argued that complex human behavior can be divided into two parts: internal and
external stimuli(S) and responses(R). The human mental process is a "black box", an
objective link between stimulus and response, and human behavior is a response to a
stimulus (Zhao & Wan, 2017).

External stimuli can be generated through elements such as social environment,
technological and economic factors, which serve to evoke consumer awareness and
specific emotions. Gatautis et al. (2016) state that positive emotions may induce buying
behavior. All stimuli processed in the consumer's consciousness evoke a response of
craving or avoidance. A pleasant environment causes consumers to desire and an
unpleasant environment causes consumers to avoid. Therefore, it is important that
merchants need to design an attractive environmental stimulus that will prompt
consumers to buy online. In addition, the variety of products, services and atmosphere
in the offline shopping environment are good stimuli for retailers such as restaurants
and shopping malls, which help to evoke positive emotions.

Response is the end result and decision of the user based on cognitive and
emotional responses, including approach or avoidance behavior (Sherman et al., 1997).
In fact, buying decision is an important behavioral outcome (Yadav et al., 2013).
However, online buying intention is a subjective tendency of consumers to buying a

product, and Zahid et al. (2018) included online buying intention as a response factor
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in the S-O-R framework. Thus, online buying intention is a factor of consumer response
(R) in the e-commerce environment.

S-R theory is often used as a theoretical basis for studying consumer behavior
and exploring the relationship between external stimuli and behavior (Xu et al., 2017).
For example, Xu et al. (2017) explored the influence of information incentives and
social influence on consumers' intention to buying online. Liu et al. (2019) explored the
direct effects of internal shopping motivation and external stimuli on consumers' online
buying intentions. There is a strong correlation between electronic word-of-mouth and
consumers' online buying intention, making S-R theory an important theoretical
mechanism to study the relationship between marketing strategies and consumer
behavior.

This study examines the effect of eWOM on online intention of online buying
based on the S -R theory. This study maps the key concepts to S-R theory, i.e., electronic
word-of-mouth as the stimulus component of the SR theory and intention of online
buying as the response component of the S-R theory. However, the impact of eWOM
on consumers is not only limited to the emotional level, but also exists at the cognitive
level. Therefore, the S-R theory alone cannot fully address the issues raised in this study,

and further explanation is needed in conjunction with the theory of planned behavior.

2.7 The planned behavior theory

There is a more advanced theory for factors affecting consumers' buying
behaviors, namely "planned behavior theory". The proposed theory tells people that
people's behaviors can be predicted by their attitude toward behaviors, subjective norms
about behaviors and perception of behaviors (Ajzen, 1991). In the "Planned Behavior
Theory", the three influencing factors are "attitude", "subjective norm" and "perceived
behavior control", and "intention" refers to the will and idea generated after being
influenced by these factors. Finally, this will form consumer behavior (Marcoux &
Shope, 1997).

In the theory of planned behavior, behavioral intention maximally influences
the occurrence of behavior, which means that behavioral intention is the central element
of the entire model. In general, the stronger an individual's behavioral intention is when

performing a particular behavior, the higher the likelihood of performing that behavior
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(Aitken et al., 2020). However, behavioral intention is generated by a combination of
factors, in addition to the individual's behavioral attitudes, the influence of subjective
norms, and the influence of some non-personal volitional factors, namely perceptual
behavioral control. According to this theory, the three variables of behavioral attitudes,
subjective norms and perceptual behavioral control jointly influence individuals'
behavioral intentions, and behavioral intentions will only influence the occurrence of
behavior if all three conditions are met, i.e., the more positive the attitude held by an
individual, the more positive the support of people who are important to the individual
or have influence on the individual, and the more control, the individual has over the
perceptual behavior, then the higher the individual's behavioral, the higher the
individual's intention, the higher the probability that the behavior will be produced
(Ajzen et al., 2018). Conversely, the more negative the individual's attitude, the more
negative the support of the person who is important to the individual or influential to
the individual, and the less control the individual has over the perceived behavior, the
lower the individual's behavioral intention and the lower the probability of the behavior
(Ajzen, 2020). Behavior refers to the actions taken by an individual. In Ajzen's account,
behavior consists of four main elements: action, for goal, situation, and time. The
intention to act is the central element of the theory of planned behavior and refers to the
individual's propensity to adopt a behavior, which is highly correlated with the
behavioral action itself. Ajzen believes that the intention to act is a necessary process
for the performance of any behavior and therefore can be used to predict the production
of the actual behavior (Hagger et al., 2022).

Perceived behavioral control also reflects the individual's past experience and
expected obstacles in engaging in similar behaviors. The more resources or machines
an individual thinks he owns, the stronger his perceived behavioral control will be to
control the execution of this behavior. They are less likely to have a strong intention to
perform a behavior if they believe that they lack the ability, resources or opportunity to
perform a behavior, or if they find it difficult to perform the behavior due to previous
relevant experience (Gupta, 2021). In other words, the execution of a behavior is not
only determined by one's intention, but also includes some non-motivational factors,
such as time, skills, and the coordination of personal knowledge. Therefore, perceived

behavioral control is determined by the resources and opportunities that individuals
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need to take the behavior and the importance of the resources and opportunities to the
behavior (Ahmed et al., 2020). That is, how easy and difficult it is to take important
actions. The higher the perceived behavioral control, the higher the behavioral intention.
On the contrary, the lower the cognition of behavioral control is, the lower the
behavioral intention is (Kaur & Bhardwaj, 2021).

In addition, Ajzen (2015) also believes that perceived behavioral control can
directly affect behavior. If individual behavioral control cognition is very close to actual
behavioral control, perceived behavioral control may directly affect behavior
(Ajzen,1991). When individuals believe that the environment lacks resources or
opportunities to complete their behavior, their intention for the behavior is relatively
less, even if they hold a positive attitude toward the behavior. Therefore, the influence
of behavior control cognition on behavior is changed by the behavior intention.
Taherdoost (2018) stated that the cognition of behavior control can also directly
influence behavior, which is true under two conditions: first, the behavior to be
predicted is completely not under the control of will; The other is that behavioral control
cognition reflects actual control to a certain extent.

As for the measurement, perceived behavioral control can also be constructed
as the sum of product of control belief and perceived facilitation, which is expressed as:
PBC x Y7, chipf;
where is cb; control belief and pf;is perceived facilitation, and n. is the number of

control belief.

2.8 Review of Related Research

2.8.1 The Influence of Electronic Word-of-mouth on Online Buying Intention

A series of empirical studies found that electronic word of mouth (eWOM)
affects consumers' intention to online buying products or services (Plotkina & Munzel,
2016); for example, electronic word of mouth (eWOM) promotes consumers' intention
to buying cars (Chen & Law, 2016), computers (Aerts et al., 2017), intention to travel
to tourist destinations (Jalilvand & Samiei, 2012), and intention to stay in hotels (Teng
et al., 2017). Established research has found that eWOM affects online customers'
perceptions of product value, sales, and consumer groups (Lee & Cranage, 2014).

Therefore, eWOM is considered an important marketing technique for online branding
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(Chu & Choi, 2011). Information quality, information readiness, details, and
professional information were also the main factors for consumers' preference for
eWOM information on shopping sites. In summary, according to S-R theory, in a buying
environment, electronic word-of-mouth acts as an external stimulus that influences
consumers when they are exposed to it, thus inducing them to make a purchase (Zhou
et al., 2021). However, it should be noted that some studies also found the opposite
result, that is, eWOM did not significantly affect online buying intentions (Flanagin et
al., 2014; He & Bond, 2015; Zainal et al., 2017).

2.8.2 The Influence of Electronic Word-of-mouth on Attitude

For consumers, eWOM is the most useful and familiar way for them to learn
about a product, so it is very useful in influencing consumers' attitudes (Kunja et al.,
2021). In the context of information exchange, eWOM has a significant positive impact
on attitude, whether in the retail industry or in the fashion industry, online and offline
purchases, eWOM will affect consumers' attitude towards products (Mohammad et al.,
2020; Reichelt et al., 2014). Bhandari et al. (2021) stated that word-of-mouth
communication through recipient's assessment of the sender's sentiment has an indirect
effect on the recipient's attitude toward the company. More than 90 percent of
consumers use online reviews, blogs, social networking sites, and other forms of
eWOM before making a final decision to buying a new product or service. In addition,
more than 40 percent of those who participated in this study revealed that their buying
decisions were influenced by online reviews (S. Kim et al., 2018). Consumers' intention
to buy from e-tailers is positively influenced by positive attitudes toward e-tailers
(Delafrooz et al., 2019). Therefore, according to the S-R theory and the theory of
planned behavior, electronic word-of-mouth serves as an external stimulus to which
consumers' attitudes toward online shopping are influenced at the time of exposure.

2.8.3 The Influence of Electronic Word-of-mouth on Subjective Norms

Electronic word-of-mouth has a significant effect on subjective behavioral
norms. One component of subjective norms is normative beliefs, i.e., individuals'
perceptions of important references to others' perceptions of individuals' behavioral
performance. But Hung et al., (2021) identified peer influence and external social
influence as determinants of subjective norms. Peer influence typically includes word

of mouth from friends, colleagues, and family members, while external influences
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typically include expert opinion, media coverage, and non-personal information (Ho et
al., 2017). Schepers and Wetzels (2007) assert in a meta-analysis of technology
acceptance models that when considering consumer markets in technology adoption,
the subjective norm construct is created by word of mouth. Subjective norms
significantly influence consumers' intention of online buying (Yuniarty et al., 2020).
Also according to S-R theory and theory of planned behavior, electronic word-of-mouth
as an external stimulus, which reflects other people's perceptions and experiences of
online shopping, will thus subject consumers to perceived high subjective norms when
considering purchase behavior (Sahli & Legohéel, 2016).

2.8.4 The Influence of Electronic Word-of-mouth on Perceived Behavioral

Control

Electronic word-of-mouth has a significant effect on perceived behavioral
control. in their mobile word-of-mouth study, Kitcharoen (2019) found that eWOM
affects recipients' perceived behavioral control. In addition, Cheng and Zhou (2010)
found that eWOM was positively associated with perceived behavioral control. In the
context of destination choice, perceived behavioral control is related to tourists'
satisfaction with the destination, the opportunity to travel to the destination, and the
individual's confidence in their ability to travel to the destination. H. Lee et al. (2021)
found that Gen Y consumers are becoming an important customer group in the luxury
hotel industry, and eWOM on social networking sites has a significant positive impact
on perceived behavior control. Also combining S-R theory and the theory of planned
behavior, this study suggests that consumers' perceived ease of performing online
shopping behavior, 1.e., their perceived level of behavioral control, is influenced when
they end an external stimulus, i.e., electronic word of mouth, which contains a variety
of information about online shopping (Z. Chen & Lurie, 2013).

2.8.5 The Influence of Attitude on Online Buying Intention

Intention is an idea to generate a goal, that is set to achieve an action (Persada
et al., 2021). Moreover, when an individual is influenced by external factors, his/her
intention will be changed due to the knowledge that he/she has learned from the certain
stimuli (Lorini & Herzig, 2008). Kingston et al. (2010) explained that it is impossible
for people to react or behave suddenly without intention. In other words, the intention

is simply a planned behavior. When consumers see any specific product, they will have



21

a certain attitude towards the product. The more obvious the attitude is, the more likely
the customers’ intention to buy (Chung et al., 2022). Chung explained that for online
buying, consumers are often unable to see the actual products. Therefore, businesses
need to enhance consumers' feelings of the goods, or enhance consumers’ product
fondness, that can improve consumers’ buying intension and buying behavior later on.
Again combining S-R theory and theory of planned behavior, this study argues that
consumers in a shopping environment change their attitudes toward online shopping
when they are exposed to external stimuli in the form of electronic word of mouth,
which in turn affects their intention to shop online (Huete-Alcocer, 2017; Muda &
Hamzah, 2021b; Wu & Wang, 2011).

2.8.6 The Influence of Subjective Norms on Online Buying Intention

Rejn-Guardia et al. (2020) described that when consumers have buying
intention, they will consider whether they can follow social subjective norms, such as
green products, or social morality. In most cases, many customers buy some products
to impress other. Consequently, the more people’s impression has shown, the higher
level of customer intention to buy has increased. Thus, the model perpetually embeds
‘belief” as a potential source of TPB constructs in extended framework. The attitude
towards behavior, subjective norm, and perception of behavioral control dynamically
interact to form behavioral intention which further leads to actual behavior. Pefa-Garc R
et al. (2020) developed a unified theory of technology acceptance and use in which
social influences from subjective norms are important determinants of user intentions.
Subjective norms also influence users' intention to make online buying (Raman, 2019),
play online games, use blogs, and use advanced mobile services. Therefore, combining
S-R theory and the theory of planned behavior, this study argues that consumers in a
shopping environment change their level of subjective norms about online shopping
when they are exposed to the external stimulus of electronic word-of-mouth, which in
turn affects their intention to shop online (Bigne et al., 2018).

2.8.7 The Influence of Perceived Behavioral Control on Online Buying

Intention

Generally speaking, the more positive the attitude and subjective norm, as well

as the larger the perceived control, the stronger the person's desire to engage in the

activity should be expected to be. Finally, when individuals have a significant degree
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of real control over their conduct, it is assumed that they would carry out their intentions
when the chance presents itself. As a result, it is thought that intention is the immediate
antecedent of conduct. However, as Ajzen (2020) pointed out, since many activities
present challenges in execution that may restrict volitional control, it is necessary to
evaluate perceived behavioural control in addition to intention when assessing
volitional control in children. For those who believe a behaviour is difficult to control,
a measure of perceived behavioural control may serve as a proxy for actual behavioural
control and can aid in the prediction of the behaviour under consideration (Sembada &
Koay, 2021). Finally, combining S-R theory and the theory of planned behavior, this
study argues that consumers in a shopping environment have a change in their perceived
behavioral control of online shopping when they are exposed to the external stimulus
of electronic word of mouth, which in turn affects their intention to shop online (Al-
Gasawneh et al., 2021; Sun et al., 2020).

The above literature is similar to this study in that it is based on the S-R theory
and TPB theory, and it examines the factors and mechanisms that influence consumer
behavior. Although there is offline buying behavior, the factors influencing buying
behavior do not only affect offline buying behavior. In addition, all of the above
literature uses questionnaire method, which involves quantitative analysis methods. In
addition, their findings provide ideas and references for the questionnaire design of this
study, and the methods they used in the data analysis provide meaningful references for

the data analysis of this study.
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2.9 Conceptual Model
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Figure 2.1 Conceptual Model

2.10 Hypotheses

Before model setup, this research provide a framework to develop research
hypotheses. The hypotheses are made based on planned behavior theory and SR theory
mentioned above and the additional variable of electronic word of mouth (eWOM). It’s
hypothesized that:

H1: eWOM has a positive effect on intention of online buying.

H2: eWOM has a positive effect on attitude.

H3: eWOM has a positive effect on subjective norms.

H4: eWOM has a positive effect on perceived behavioral control.

HS5: Attitude has a positive effect on intention of online buying.

H6: Subjective norms have a positive effect on intention of online buying.

H7: Perceived behavior control has a positive effect on intention of online
buying.

To further prove the hypotheses, in our next empirical analysis section, path
analysis method is employed. Path analysis is a multivariate statistical technique used
to examine the relationship between a criterion variable (Y) and a set of predictor

variables (X). The model to equations can be expressed as:



Yin = 1 + B,eWOM + B3ATT + B,SN + S5PBC
Yin = Bs + B,6WOM
Yarr = Bg + foeWOM
Ysn = B1o + f11eWOM
Yppc = P12 + f13eWOM

Where:
IN is intention of online buying.
eWOM is electronic word of mouth
ATT is attitude.
SN is subjective norms.

PBC is perceived behavior control.
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Chapter 3
Research Methodology

The study of “The factors influencing online buying and intention of online
buying: The study of Huachiew Chalermprakiet University students”, the objectives are
to investigate the intention of online buying of Huachiew Chalermprakiet University
(HCU) students and the factors that influencing their intention of online buying. This is
quantitative research. There are four parts in this session; population and sample,

instrument development, collecting data, statistic and data analysis, as follows.

3.1 Population and Sample

The population for this study is Thai HCU students, who have enrolled at HCU.
Because the data of population and samples must be accurate, accurate data can be
obtained obtaining the information from the HCU office Register, the number of Thai
students, who have enrolled at the HCU in 2020 are 6,700 persons, therefor 6,700 Thai
HCU students were the population. Due to Krejcie and Morgan Sample size table
(Krejcie & Morgan, 1970) (Table 3.1), the table shows that the population of 6000
students is 361 and that of 7000 students is 364. HCU has 6,700 students, the number
of students registered is more than 6000, in order to collect more accurate data, so chose
a population size of 7,000. Based on the table for determining sample size, there for

364 is the minimum respondents to collect the data.

Table3.1 Table for Determining Sample Size of a Known Population (Krejcie, r.
v., & Morgan, 1970)

N S N S N S N S N S

10 10 100 80 280 162 800 260 2800 338
15 14 110 86 290 165 850 265 3000 341
20 19 120 92 300 169 900 269 3500 346
25 24 130 97 320 175 950 274 4000 351
30 28 140 103 340 181 1000 278 4500 354

35 32 150 108 360 186 1100 285 5000 357
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Table3.1 (Continued)

N S N S N S N S N S

40 36 160 113 380 191 1200 291 6000 361
45 40 170 118 400 196 1300 297 7000 364
50 44 180 123 420 201 1400 302 8000 367
55 48 190 124 4 205 1500 306 9000 368
60 52 200 132 460 210 1600 310 10000 370
65 56 210 136 480 214 1700 313 15000 375

70 59 220 140 500 217 1800 317 20000 377
75 63 230 144 550 226 1900 320 30000 379
80 66 240 148 600 234 2000 322 40000 380
8 70 250 152 650 242 2200 327 50000 381
9 73 260 155 700 248 2400 331 75000 382
98 76 270 159 750 254 2600 335 1000000 384

N is population size; S is sample size

In this research, the sampling method is nonprobability, convenience and
snowball sampling were be employed. Initially, the online questionnaire was sent to
HCU students via email, Line, Facebook or WeChat and they were asked to fill it out
directly. Also, respondents to this study questionnaire were not be asked to forward the

questionnaire to their friends for completion.

3.2 Instrument Development

3.2.1 Development Questionnaire

The questionnaires are construct according to the research objectives, literature
review, and conceptual framework. Moreover, this research focuses on five variables
(i.e., electronic word of mouth, attitude, subjective norm, perceive behavior control,
intention of online buying).

The questionnaire will consist of six sections. The first sections are

demographic, using nominal and ordinal measurement, such as gender, age, income
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faculty, etc. The all interested variables, the suitable measurement to measure this kind
of variables are interval measurement.

The reason to use nominal and ordinal scale used in the first part, because all
the question in first part is design in categories question. The others variables
(Electronic word of mouth, Attitude, Subjective Norm, Perceive Behavior Control,
Intention of Online Buying) in order to better understand the attributes of the entity
model and get the attitudes and responses of respondents, interval scale are employed
in this session (Figure 3.1). In this study, the 5-point Likert scale is used to measure the

influencing 5 factors.

1 2 3 4 (]

l | | | |
Strongly Disagree Neutral Agree Strongly
Disagree Agree

Figure 3.1 Questionnaire Design Model

Likert scale is the most appropriate scale to measure psychological response.
Moreover, it is convenient for respondents to indicate their agreement to the statement
when answering the question. The Likert scale represent have like "strongly disagree,

disagree, neutral, agree and strongly agree", as shown in figure 3.2.
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Figure 3.2 Likert Scale AAPTED FROM DANGI AND SAAT (2021))

3.2.2 Validity and Reliability

Content validity is used for this research in order to ensure the validity of
variable, the process of the validity is as follows. The questionnaire draft is submitted
to experts to prove the three persons. Item items are evaluated with the item-objective
textuality (IOC), with scores ranging from -1 to +1 (item-objective textuality = +1;
question= 0; incongruent = -1). The item that had score < 0.5 will be modified, on the
other hand, score >2 will be retained. The scores of all items in each variable in this
study are > 2. To check and approve the coverage, consistency of the questionnaire in
order to ensure that the questionnaires can provide the answer of the research objectives.
afterward, the questionnaire will be corrected up on the expert’s recommendations.

After revising the questionnaire, the pretest will be conducted. There are about
30 questionnaires will be distributed online via Email, Line, Facebook and WeChat to
test the reliability by using Cronbach’s alpha coefficient.

The number of questionnaires to pretest is 30 samples, in order to test the
internal consistency. Using Cronbach’s alpha coefficient. Hair et al. (2016) suggests the
Cronbach’s alpha greater than 0.60 is acceptable. In other words, the questionnaires are

qualified and good enough to collect the data. In this study, the Cronbach coefficients
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of eWOM, attitude, subjective norms, percieved behavior control and online buying
intention is 0.923.

3.2.3 Confidential and Privacy Concern

In addition, the questionnaire are written in English. Afterward, it will translate
by Thai and English proficient person in to Thai for the Thai HCU respondents.
However, all the questionnaire are construct in Google form, in other to distribute to
the Thai respondent easily and speedily.

Regarding to confidential concern, the research institute indicates in the
questionnaire that personal data will be collected when respondents fill in the
questionnaire, but the data will be strictly kept and will not be used for commercial
purposes. All the collected data will only be used for this research. all of the respondents
are voluntarily doing the questionnaire, and they are can left or can stop doing the

questionnaire, whenever they don't want to, it's not mandatory.

3.3 Collecting Data

Due to the time of this study, Thailand is in the midst of the COVID-19, so the
survey is designed to contact online.

The online questionnaire, in the Google form, will be distributed to the
respondents through online channel for example: Line, Facebook, email, WeChat, in
the beginning. Afterwards, the researcher would ask the one who receive and did the
questionnaire to pass the questionnaire to their Thai HCU friends. At last, 412
questionnaires were collected at HCU students.

The online questionnaire is self-administered and designed in Google form.

Furthermore, all the questions in the questionnaire must be filled.

3.4 Statistics and Data Analysis

All the collected data online, transferred to SPSS program in order to analysis
the data. The SPSS file is designed up on the question in the questionnaire, so can
analysis data by using the SPSS program.

In this study, two types of statistics, descriptive statistics and inferential

statistics, are used.
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(1) Descriptive statistics are used to describe all variables involved in a
comprehensive. In this research the descriptive statistics use is frequency, percentage,
mean and standard deviation. For the frequency and percentage will be use in nominal
and ordinal data in the demographic. The mean and standard deviation of attitude,
subjective norm, perceive behavior control, intention and intention of online buying,
will be analyzed in this study.

(2) Inferential statistics are the statistics that refer to population and solve the
research objectives, to test the hypothesis as proposed (Huber & McCann, 1982). In
this research will use path analysis and mediation analysis. Path analysis lies in the
study of the model both directly and indirectly influence relationship, which is used to
test the model hypotheses. This method can simultaneously study the effects of eWOM,
attitudes, subjective norms, and perceived behavioral control on online buying
intentions. The mediation effect analysis is to test the mediating role of attitudes,
subjective norms, and perceived behavioral control between electronic word-of-mouth

and online purchase intentions.



Chapter 4
Data Analysis

In this section, this research present demographic information about the
participants of this study, specifically gender, grade, income, and frequency of online
buying. This research also presents the mean and standard deviation of each variable,
specifically eWOM, attitude, subjective norm, perceived behavioral control, and
intention to shop online. Then, this research performed descriptive and inferential
statistical analysis to further verify both directly and indirectly influence relationship

between the variables.

4.1 Descriptive Statistical Analysis
4.1.1 Participant Demographic Content

Table 4.1 Description Statistics (V= 412)

Items Frequency Percent
P Male 98 23.79
Female 314 76.21
Freshman 79 19.17
Sophomore 109 26.46
Grade Junior 175 42.48
Senior 39 9.47
Other 10 2.43
Less than B10000 / month 297 72.09
Income B10000-15000 / month 80 19.42
B15001-20000 / month 18 4.37
Over B20000 / month 17 4.13
Very often 109 26.46
Frequency of Often 111 26.94
Online buying Sometime 145 35.19

Rarely 47 11.41




32

As shown in table 1.1, 76.21 percent of the respondents in this study were
female. In addition, 42.48 percent of the respondents were in the grade of " junior" and
the least number of respondents were in the grade of "other" with only 2.43 percent. At
the same time, 72.09 percent of respondents have an income of less than 10,000 baht
per month. Also, 4.13 percent of respondents shopped more than 20,000 baht per month.
However, with the highest number of respondents shopping "sometime" per month. The
number of respondents who shop "often" and "very often" is similar.

4.1.2 Mean and Standard Deviation of Each Variable

Next, to get a more detailed picture of the mean and standard deviation of the
participants' scores on each variable in this study, this research first analyzed the mean
and standard deviation of the scores on each variable. Also, this research analyzed the
mean and standard deviation of each question item for each variable one by one. They
were eWOM, attitude, subjective norms, perceived behavior control, and intention of

online buying, respectively.

Table 4.2 Mean and Standard Deviation of eWOM, Attitude, Subjective Norms,
Perceived Behavior Control, Intention of Online Buying (V= 412)

Variable Mean Std. Deviation
eWOM 4.28 .56
Attitude 4.26 .62
Subjective norms 3.91 .76
Perceived behavior control 4.07 75
Intention of online buying 4.04 .69

From table 4.2, the mean value of eWOM is 4.28, and the standard deviation is
0.56. The mean value of attitude is 4.26, and the standard deviation is 0.62. The mean
value of subjective norms is 3.91, and the standard deviation is 0.76. The mean value
of perceived behavioral control is 4.07, and the standard deviation is 0.75. The mean
value of intention of online buying is 4.04, and the standard deviation is 0.69.

The descriptive results of the eWOM are presented in table 4.3, participants paid

more attention to negative and positive reviews of online stores with a mean score of
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4.52. However, participants rarely stopped buying the product because the online store
did not have any ratings and rarely read some online youtuber's recommendations of
the product before buying it online. In summary, this means that consumers place most

importance on positive and negative eWOM.

Table 4.3 Descriptive Results for eWOM (N = 412)

NO ltems Mean S.D.

The recommendations from many platforms have
¥ . o 4.25 77
impact on me buying decision.
Before buying online, I firstly look at some
youtuber's recommendations for the product.
Paying attention to the negative and positive buyer
3 y s . s P Y 4.52 74
reviews on online shop.
Browsing through the star ratings that these buyers
4 ‘ 4.25 .94
give to these products.
Stop buying this product if the online store doesn't
have any star rating.

Average eWOM 4.28 .56

The descriptive results of the attitude are presented in table 4.4, participants
focused most on the negative and positive reviews of a product on TikTok as being
valuable to customers. At the same time, the participants also strongly agreed that the
information on Twitter/Facebook/Line advice was useful for their shopping decisions.
Conversely, participants' attitudes indicating that they liked shopping online scored
lower at 4.13. Overall, consumers' attitudes are more likely to come from product-

related comments on social media platforms and short video platforms such as TikTok.
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Table 4.4 Descriptive Results for ATT (V= 412)

NO Items Mean S.D.
Good idea to blogger to advice or recommend product
1 4.18 .92
online.
2  Beneficial for me to follow the advice/information. 4.39 .79

Negative and positive comments on Tiktok about a
3 4.44 75
product are valuable for customer.

A Looking at the relevant blog posts on Twitter/Blogger o %
before buying is very useful. . '

. Knowing many new things from reviewers/ influencers/ 123 -
youtubers about the product I want to buy. . .

6 Enjoying shopping online. 4.13 .99
Average ATT 4.26 .62

The descriptive results of the subjective norms are presented in table 4.5, where
the participants most agreed that online shopping has now become common in their
daily lives with a mean score of 4.16. However, expressed less agreement that they are
seen as a smart online shopper by their friends with a mean score of 3.60. Thus,
consumers are more likely to agree that online shopping is becoming commonplace.

Relatively few consumers would shop because of the influence of their friends.
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Table 4.5 Descriptive Results for SN (/V=412)

NO Items Mean S.D.
1 My friend suggests buying product online. 4.06 91
2  Following the same bloggers or reviewers. 3.83 1.02

My friends thought that [ am a smart online

3 3.60 1.24
shopper.
Nowadays, buying product online became

common in everyday lifestyle.

Average SN 3.91 .76

The descriptive results of the perceived behavior control are presented in table
4.6, participants were most likely to agree that they were good enough to find any
information or reviews about a product before purchasing it, with a mean score of 4.24.
Conversely, participants were less good at being able to purchase products on any type
of online platform, with a mean score of 3.95. Thus, consumers are now more likely to

look for reviews about product information.

Table 4.6 Descriptive Results for PBC (N = 412)

NO Items Mean S.D.
Enabling to buy products online on any type of
1 s - ) 3.95 97
platforms.
Good at finding information online about the
2 4.03 .90
product.

Knowing very well about the source of online
3 4.04 .90
information of products.

Good at finding any information or review about
4 4.24 .92
the product.

Average PBC 4.07 75
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The descriptive results of the intention of online buying are presented in table
4.7, intention of online buying of HCU students is 4.04, the results show that HCU
students have higher online buying intention. Participants were more likely to agree
that they would make another online purchase in the next week or month, with a mean
score of 4.13. Participants were less likely to have to look for a product and buy it after
reading a review, with a mean score of 3.80. In summary, the findings indicate that
HCU students have a high intention to online buying in the future; therefore, the second

research objective in this study was addressed.

Table 4.7 Descriptive Results for Intention of Online Buying (V= 412)

NO ltems Mean S.D.

After watching reviews, sometimes to look for the
1 . 3.80 1.02
product and buy it.

Buying the products online only I read the
2 _ : 4.08 .86
consumer review and rating first.

3 I definitely keep buying products online. 4.23 .87

When I need to buy a product, I will go to buy it
4 3.98 Sy
from online first.

I plan to buy product online in the next week/next
5 4.13 1.04
month.

Average IN 4.04 .69

4.2 Correlation analysis

Correlation analysis is the study of correlation between two variables, this study
uses the pearson coefficient as a measure of correlation between variables, the value of
the pearson coefficient before -1-1, a positive value of the pearson coefficient indicates
that the variables are positively correlated, and a negative value of the pearson
coefficient is negatively correlated

The correlation between the variables will be analyzed below. As shown in table

4.8, the correlation coefficients between eWOM and attitude, subjective norms,
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perceived behavioral control, and intention of online buying are 0.699, 0.512, 0.473,
and 0.529, respectively. Among them, previous studies have shown that if the
correlation coefficient between variables exceeds 0.75 (Gogtay & Thatte, 2017), there
may be a problem of multicollinearity. In this study, the correlation coefficient between
perceived behavioral control and online buying intention is 0.736, which is lower than

0.75, so there is no problem of multicollinearity between variables in this study.

Table 4.8 Correlations (V=412)

eWOM ATT SN PB IN
eWOM 1
ATT 0.699"*" 1
SN 0.512™" 0.621™ 1
PBC 0.473™" 0.583™" 0.639"" 1
IN 0.529"* 0.633" 0.670"" 0.736™" 1

**%*p value < .001

4.3 Path Analysis

4.3.1 Intention of Online Buying

In this study, intention of online buying is the dependent variable, which are
presumed to be under the influence of eWOM, ATT, SN and PBC. The following are

the general equations of the multiple regression equations for intention of online buying.

IN=B1 + BATT + B3 SN+ B4 PBC (4.1)
IN=Bs + s eWOM (4.2)

ATT = 7+ Bs eWOM (4.3)

SN = o+ B1o e WOM (4.4)

PBC =B+ P12 eWOM (4.5)

Stepwise regression is the most appropriate multiple regression method for
performing path analysis. The stepwise multiple regression output provides the
standardized coefficients of independent variables that only have statistical significance

and excludes those of the non-significant variables. The following figure 4.1 contains
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the path diagrams that show the relationship among the independent variables and

dependent variable.

Attitude

Subjective Norms \

Intention of online
v buying

Electronic
Word of Mouth

Perceived Behavioral
Control

Figure 4.1 Path Model for eWOM, ATT, SN and PBC and Intention of Online
Buying

Table 4.9 demonstrates the results for the coefficients of stepwise multiple
regression between the independent variables (eWOM, ATT, SN and PBC) and the
dependent variable (ntention of online buying). The results of the analysis pointed out
that although eWOM did not have any significant impact on the intention of online
buying, eWOM, ATT, SN and PBC did have a statistical significance (p <0.05). eWOM,
ATT, SN and PBC each directly affected intention of online buying at 21 percent, 24
percent and 45 percent of variance, respectively. From a combination prospect, eWOM,
ATT, SN and PBC were able to sufficiently explain the intention of online buying scores
at 63 percent of variance. The variance inflation factor (VIF) is 1/tolerance, it is always
greater than or equal to 1. Values of VIF that exceed 10 are often regarded as indicating
multicollinearity. According to table 4.9, the VIF values of eWOM, ATT, SN, and PBC
are 0.499,0.396,0.493, and 0.534, respectively. Therefore, it is again shown that there
is no multicollinearity problem in this study(Craney & Surles, 2002).
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Table 4.9 Results of the Stepwise Multiple Regression Coefficients for the
Intention of Online Buying (N=412)

Variables Coefficients t-value Sig VIF  Tolerance value
eWOM .076 1.793 .074 499 2.003
ATT 216 5.397 .000* .396 2.528
SN 246 5.804 .000* 493 2.028
PBC 453 11.081 .000* 534 1.874

R=.797R*=.635 SEE=.418 F =236.688*

*p value< .05

Further analysis of equation 4.1 to determine the possible relationship between
eWOM as an independent variable and attitude as is shown in table 4.10, the R-squared

is 0.489, implying that eWOM can explain 48.9 percent of variance of attitude.

Table 4.10 Results of the Regression Coefficients for ATT (/N=412)

Variables Standardized Coefficients t-value Sig
eWOM .699 19.794 .000*
R =.699 R? = 489 SEE = .444 F =392.506*

*p value< .05

Further analysis of equation 4.1 to determine the possible relationship between
eWOM as an independent variable and subjective norms, as is shown in table 4.11, the
R-squared value is 0.263, so eWOM can explain 26.3 percent of the variation in

subjective norms.
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Table 4.11 Results of the Regression Coefficients for SN (V=412)

Variables Standardized Coefficients t-value Sig
eWOM 512 12.083 .000*
R =.512 R?=.263 SEE = .654 F =146.010%*

*p value< .05

Further analysis of equation 4.1 to determine the possible relationship between
eWOM as an independent variable and perceived behavioral control, as is shown in
table 4.12, the R-squared value of 0.223 implies that eWOM can explain 22.3 percent

of variance in perceived behavioral control.

Table 4.12 Results of the Regression Coefficients for PBC (N=412)

Variables Standardized Coefficients t-value Sig
eWOM AT3 10.856 .000*
R=.473R>= 223 SEE = .662 F=117.845*

*p value< .05

4.3.2 Path Analysis

The results of the path analysis showed three indirect effects on eWOM, ATT,
SN and PBC and one direct effect on the intention of online buying (figure 4.2). Table
4.13 shows both the direct and indirect effects among the variables in the path model
established in this research. As hypothesized, eWOM has direct affect ATT, SN and
PBC at 69.9, 51.2, 47.3 percent of variance respectively (B =.699, p = .512, = .473).
While ATT, SN and PBC can explain the intention of online buying at 21.6, 24.6, 45.3
percent of variance respectively (B = .216, B = .246, = .453). But eWOM was non-
significant in predicting the intention of online buying.

For indirect effect, the indirect effect of eWOM on IN through ATT is significant
(B = .150), indicating that eWOM can explain 15 percent of variance of online buying
intention through ATT. The indirect effect of eWOM on IN through SN is significant (3
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=.125), indicating that eWOM can explain 12.5 percent of variance of online buying
intention through SN. The indirect effect of eWOM on IN through PBC is significant
(B = .214) and most important, indicating that WOM can explain 21.4 percent of

variance of online buying intention through PBC.

Table 4.13 Results of the Causal Effect of the Predictors on IN (N=412)

Causal effect

Paths

Direct Indirect Total
eWOM — ATT .699* .699
eWOM — SN ello S12
eWOM — PBC 473* 473
ATT — IN 216* 216
SN — IN 246* 246
PBC — IN 453* 453
eWOM — ATT — IN 150% 150
eWOM — SN — IN 125% 125
eWOM — PBC— IN 214* 214

*p value< .05

As a result from tables 4.9, 4.10, 4.11 and 4.12, coefficients “B1”, “B2”, “Bs”,
“Ba”, “B77, “Ps”, “Po”, “P1o”, “P11” and “Bi2” could be shown in equations sequentially

transformed to:

IN = 322+ 216ATT + .246SN+.453PBC (4.6)
(5.397) (5.804) (11.081)
ATT = .699 eWOM (4.7)
(19.794)
SN =.512 eWOM (4.8)
(12.083)
PBC = .473 eWOM (4.9)

(10.856)
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Finally, the path analysis for investigating the direct and indirect impact of the
independent variables (eWOM, ATT, SN and PBC) on the intention of online buying

was performed using equations 4.6. The outcomes are illustrated in figure 4.2.

Attitude

Subjective Norms %‘
| Intention of online

--------- " buying
Electronic /7 _ _._.-.--777 A S =
Word of Mouth N\
Perceived Behavioral

Control

*p value< .05
Figure 4.2 Path Model for Intention of Online Buying (N=412)

To sum up, this study found that ATT, SN and PBC have a significant positive
impact on online buying intention, among which PBC has the most impact on online
buying intention. At the same time, eWOM significantly positively affected ATT, SN
and PBC. However, the direct impact of eWOM on online buying intention is not
significant. Thus, ATT, SN, and PBC are considers as a full mediator in this study since
the eWOM has no diretly effect on the intention to buy at all. Furthermore, this study
found that HCU students agree that they have a higher intention to buy online with the

mean value 4.04 and standard deviation is .69.

4.4 Mediation Analysis

This study also used sobel test to verify the mediating role of attitudes,
subjective norms, and perceived behavioral control. As shown in Table 4.14, the
mediating role of attitudes, subjective norms, and perceived behavioral control was
significant (P<0.001). The specific statistics are as follows. ATT plays an intermediary
role in the relationship between eWOM and IN (Sobel test statistics: 3.509, p <0.001;
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Aroian test:3.504, p <0.001). SN played a mediating role in the relationship between
eWOM and IN (Sobel test statistics: 5.036, p <0.001; Aroian test:5.022, p <0.001). PBC
played a mediating role in the relationship between eWOM and IN (Sobel test statistics:
7.769, p <0.001; Aroian test:7.753, p <0.001).

Table 4.14 Sobel Test

Input Test statistics p-value
al.769 Sobel test 3.509 <.001
a2.690 Sobel test 5.036 <.001
a3.629 Sobel test 7.769 <.001
b1.189 Aroian test 3.504 <.001
b2.216 Aroian test 5.022 <.001
b3.412 Aroian test 7.753 <.001
Sal.039 Goodman test
Sa2.057 Goodman test
Sa3.058 Goodman test
Sb1.053 Goodman test
Sb2.039 Goodman test
Sb3.037 Goodman test

a = raw (unstandardized)regression coefficient for the association between IV and
mediator. al = eWOM—ATT; a2 = eWOM—SN; a3 = eWOM—PBC

Sa = Standard error of a.

b = raw coefficient for the association between the mediator and the DV (when the IV
is also a predictor of the DV). bl =ATT — IN; b2 = SN — IN; b3 = PBC — IN

Sb = standard error of'b.



Chapter 5
Conclusion and Discussion

5.1 Introduction

The research objectives of this study were firstly, to examine the effects of
eWOM, ATT, SN, and PBC on online buying intentions of Huachiew Chalermprakiet
University students. Secondly, to examine online purchase intentions of Huachiew
Chalermprakiet University students. The research question of this study is whether the
effects of eWOM, ATT, SN, and PBC on Huachiew Chalermprakiet University students'
online shopping intention are positive? And what are the mechanisms by which eWOM,
ATT, SN, and PBC influence Huachiew Chalermprakiet University students' intention
of online buying?

In this study, convenience sampling and snowball sampling were used to
conduct the research from students of Huachiew Chalermprakiet University through a
Google online questionnaire, and a total of 412 valid samples were obtained. The final
hypothesis testing results are shown in table 5.1. The results show that all the

hypotheses are accepted except hypothesis 1.

Table 5.1 Summary of Test Results for The Hypotheses

Hypotheses Outcome
H1: eWOM has a positive effect on intention of online buying Rejected
H2: eWOM has a positive effect on ATT Accepted
H3: eWOM has a positive effect on SN Accepted
H4: eWOM has a positive effect on PBC Accepted
HS5: ATT has a positive effect on intention of online buying Accepted
H6: SN have a positive effect on intention of online buying Accepted
H7: PBC has a positive effect on intention of online buying Accepted

This section will first state the conclusions of this study, and then discuss the
results of this study separately. Finally, the recommendations, limitations, and future

research perspectives of this study are also presented in this section.
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5.2 Discussion

This study found the most impact of eWOM on attitude, explaining 48.9 percent
of variance in attitude. This is followed by subjective norms, which eWOM can explain
26.3 percent of variance in subjective norms. The last one is perceived behavioral
control, which eWOM can explain 22.3 percent of variance in perceived behavioral
control. Lee and Cranage (2014) also found that negative eWOM can influence
consumer attitude towards restaurants more than positive eWOM. When Thai
consumers are exposed to multiple sources of eWOM, the more eWOM they are
exposed to and the better the reviews, the more positive their attitude toward online
buying (Zhou et al., 2021).

At the same time, eWOM has a significant positive effect on subjective norms,
with higher consumer ratings of eWOM also implying that consumers pay more
attention to what important people think or say about their shopping decisions, the
higher their perceived subjective norms, meaning that the more frequently consumers
are exposed to eWOM, the more social pressure they feel when making shopping
decisions, making them believe they should make this buying decision and have a
higher intention to shop online.

eWOM has a significant effect on perceived behavioral control, which refers to
how easy or difficult an individual perceives it is to perform a particular behavior. It
reflects the individual's perception of factors that facilitate or hinder the performance
of the behavior. Thus, an individual is motivated to perform a behavior if they believe
they have the ability and resources to make decisions based on the information they
believe. Thus, eWOM provides consumers with diverse sources of information that
make them more motivated to make shopping decisions based on relevant information,
which means that they have higher perceived behavioral control scores.

Although this study did not find a significant positive effect of eWOM on online
buying intention through path analysis, correlation analysis revealed a significant
correlation between eWOM and online buying intention. There are also many large
literatures showing that eWOM affects online buying intentions (Huete-Alcocer,
2017a). However, the impact of eWOM on online buying intention produced
contradictory results (Zainal et al., 2017). For example, He and Bond (2015) found that

the amount of eWOM communication affects online buying intentions, while Flanagin
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et al.(2014) found that this relationship was not significant. The different contexts used
in the aforementioned studies may be one of the reasons for the contradictory results.
On the other hand, the reason for the lack of significant effect of eWOM on online
buying intention in this study may be that the effect of eWOM on online buying
intention is indirect, i.e., eWOM indirectly affects consumers' online buying intention
by influencing their attitude, subjective norms, and perceived behavioral control. In
other words, attitude, subjective norms and perceived behavior control play a full
mediation role in the relationship between eWOM and online buying intention. The last
reason may be that the previous studies on the impact of eWOM on online buying
intention are more focused on the impact of different types of eWOM or the
characteristics of eWOM (such as credibility) on online buying intention (Muda &
Hamzah, 2021). However, this study does not subdivide the specific characteristics of
eWOM.

In this study, a mediating effect test was conducted by sobel test, and the results
showed that ATT, SN, and PBC had a significant mediating effect between eWOM and
IN. In other words, eWOM can enhance consumers' intention to online buying by
improving ATT, SN, and PBC and thus. According to S-R theory, eWOM is an external
information stimulus that consumers are influenced to react accordingly after being
exposed to it. In this study, this is specifically reflected in the response that consumer
attitudes, subjective norms, and perceived behavioral control are increased because of
eWOM, which in turn shows an increased intentions to online buying. Among the
factors influencing online buying intentions, online buying intentions are most
influenced by perceived behavioral control, followed by subjective norms and finally
by attitude. Previous studies have also found that when consumers have high perceived
behavioral control, they have higher buying intentions (Al-Gasawneh et al., 2021). The
reason for this is that Thai consumers read eWOM and receive various detailed
information about product price, quality, and service, so they feel that their ability to
control their online purchasing behavior is enhanced, i.e., perceived behavioral control
is increased, which in turn enhances online buying intentions (Sun et al., 2020).
Subjective norms affect the intention of online buying, and the more positive subjective
norms are, the higher the intention to buying online. Subjective norms are understood

as a "personal perception" that is influenced by significant others (including family,
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friends, colleagues, etc.). Previous research has shown that social influences can have
an impact on consumers' buying intentions, specifically, subjective norms as one of the
even if they themselves do not like the behavior or its consequences. Thus, eWOM
raises the subjective norms of Thai consumers, who have higher intention to shop online
with high subjective norms (Bigne et al., 2018). Attitude affects the intention of online
buying, the more positive consumers' attitude is, the higher the intention to buying
online. Positive reviews also have a positive impact on the attitude of the website. Also,
attitude are considered as markers of behavioral intentions (Wu & Wang, 2011) and are
the most important determinants of online buying intentions. If the respondent's attitude
towards behavior is favorable, then buying intention is also high. Further, the higher the
consumer's evaluation of eWOM, then a positive attitude is formed, which in turn
increases the intention to online buying. determinants of behavioral intentions,

consumers can choose to perform a behavior to comply with important instructions.

5.3 Recommendations

5.3.1 Recommendations for Future Research

Future research can be addressed by expanding the range of respondents. For
example, the research can cover a wider age range or add a more representative group
of young white-collar workers to make the research results more convincing and
explanatory and have stronger generalization significance.

Future studies can try to make a breakthrough, for example, to explore whether
there are differences in the influencing factors of online buying intention under B2C
and B2B.

The limitations of research methods. All the empirical data in this study were
collected on the basis of teenagers, students of HCU recollection of past experiences,
and the questionnaire survey was selected. In the future research, the author can first
consider using the field research method or experimental method to accurately control
the interference variables and improve the quality of the research process.

5.3.2 Recommendations for Future Practice

This study points out the factors that influence consumers' intention to buy

online, which has important implications for corporate marketing.
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For online business, online businesses should improve the quality of their
products and services and manage reviews well. At the same time, online businesses
should provide consumers with diverse review channels, encourage consumers to freely
post reviews and control the quality of reviews, so that consumers can learn more about
the business through eWOM, thus forming a positive attitude and thus enhancing
consumers' buying intentions.

Encourage consumers to participate in reviews in a reasonable way and handle
the content of reviews correctly. Faced with a huge amount of information, consumers
are good at getting valuable information from it to assist them in their purchasing
decisions. Therefore, it is very important to control the content of eWOM. Companies
should actively encourage consumers to make reviews and use Internet big data to select
consumers with strong expertise in the product to make reviews and spread the eWOM.
Companies can also work directly with consumers who have professional product
identification skills (e.g. youtubers, bloggers) to give them new products and ask them
to give objective and reliable reviews from a professional point of view based on their
own use. At the same time, with multi-channel publicity (YouTube, Tiktok, Blog),
consumers will develop positive attitude, higher subjective norms and perceived
behavioral control towards companies and products, which leads to higher online
buying intentions.

The company should adopt incentives to encourage consumers to participate in
the review, and guide and control the content. Companies should adopt incentives to
encourage consumers to participate in reviews, guide and control the content of reviews,
increase the quantity and ensure the quality of eWOM if consumers voluntarily do so,
and provide targeted incentives for consumers to forward information about their
buying products or service experiences through the social media platforms they use. At
the same time, platform operators can regularly seek out reputable buyers or opinion
leaders to communicate about products or services in order to reduce the probability of
negative reviews. The above approach can strengthen consumers' subjective norms and
perceived behavioral control, thus enhancing online buying intentions.

The results of this study also help to indirectly promote merchants to improve
the quality of their own products and services. The improvement of product quality and

service contributes to positive consumer eWOM. This in turn influences consumers'



49

attitudes, subjective norms, and perceived behavioral control, which in turn promotes
consumers' willingness to purchase.

With the rapid development of the network and the dissemination of information
on the network, enterprises need to pay attention to the eWOM of their own products.
eWOM information will not only affect consumers' willingness to buy products or
services, but also have a very important impact on the brand image of enterprises. On
the one hand, enterprises can publish eWOM information related to their own products
or services in the community, enhance the positive image and attract the attention of
consumers, so as to improve the communication effect of eWOM. On the other hand,
enterprises can get the most direct and truthful feedback from consumers through

negative eWOM information to improve their products.



50

References

Aerts, G., Smits, T., & Verlegh, P. W. J. (2017). How online consumer reviews are
influenced by the language and valence of prior reviews: A construal level
perspective. Computers in Human Behavior, 75, 855-864.
https://doi.org/10.1016/j.chb.2017.06.023

Ahmed, T., Chandran, V. G. R., Klobas, J. E., Lifidn, F., & Kokkalis, P. (2020).
Entrepreneurship education programmes: How learning, inspiration and
resources affect intentions for new venture creation in a developing economy.
The International Journal of Management Education, 18(1), 100327.
https://doi.org/10.1016/j.ijme.2019.100327

Aitken, R., Watkins, L., Williams, J., & Kean, A. (2020). The positive role of labelling
on consumers’ perceived behavioural control and intention to purchase organic
food. Journal of Cleaner Production, 255, 120334.
https://doi.org/10.1016/j.jclepro.2020.120334

Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T

Ajzen, I. (2015). The theory of planned behaviour is alive and well, and not ready to
retire: A commentary on Sniehotta, Presseau, and Aratjo-Soares. Health
Psychology Review, 9(2), 131-137.
https://doi.org/10.1080/17437199.2014.883474

Ajzen, 1. (2020). The theory of planned behavior: Frequently asked questions. Human
Behavior and Emerging Technologies, 2(4), 314-324.
https://doi.org/10.1002/hbe2.195

Ajzen, 1., Fishbein, M., Lohmann, S., & Albarracin, D. (2018). The Influence of
Attitudes on Behavior. In The Handbook of Attitudes (2nd ed.). Routledge.

Akram, U., Junaid, M., Zafar, A. U., Li, Z., & Fan, M. (2021). Online purchase
intention in Chinese social commerce platforms: Being emotional or rational?
Journal of Retailing and Consumer Services, 63, 102669.
https://doi.org/10.1016/j.jretconser.2021.102669



51

References (Continued)

Al-Gasawneh, J., Al-Adamat, A., Almestrihif, R., Nusairat, N., Anuar, M., & Abdalr,
A. (2021). Mediator-moderator, innovation of mobile CRM, e-service
convenience, online perceived behav-ioral control and reuse online shopping
intention. International Journal of Data and Network Science, 5(4), 791-802.
https://doi.org/10.5267/j.1jdns.2021.7.001

Al-Swidi, A., Mohammed Rafiul Huque, S., Haroon Hafeez, M., & Noor Mohd
Shariff, M. (2014). The role of subjective norms in theory of planned behavior
in the context of organic food consumption. British Food Journal, 116(10),
1561-1580. https://doi.org/10.1108/BFJ-05-2013-0105

Amalia, R., Yahya, A., Nurhalis, N., Idris, S., Mahdi, S., Putra, T. R. L., & Sartiyah, S.
(2019). Impact of Electronic Word of Mouth on Tourist Attitude and Intention
to Visit Islamic Destinations (8 #%5). 700-705. https://doi.org/10.2991/agc-
18.2019.105

Argo, J. J. (2020). A contemporary review of three types of social influence in
consumer psychology. Consumer Psychology Review, 3(1), 126—140.
https://doi.org/10.1002/arcp.1059

Ashford, J. B., LeCroy, C. W., & Williams, L. R. (2016). Empowerment Series:
Human Behavior in the Social Environment: A Multidimensional Perspective.
Cengage Learning.

Augusto, M., & Torres, P. (2018). Effects of brand attitude and eWOM on consumers’
willingness to pay in the banking industry: Mediating role of consumer-brand
identification and brand equity. Journal of Retailing and Consumer Services,
42, 1-10. https://doi.org/10.1016/j.jretconser.2018.01.005

Babi¢ Rosario, A., Sotgiu, F., De Valck, K., & Bijmolt, T. H. A. (2016). The Effect of
Electronic Word of Mouth on Sales: A Meta-Analytic Review of Platform,
Product, and Metric Factors. Journal of Marketing Research, 53(3), 297-318.
https://doi.org/10.1509/jmr.14.0380

Berckmans, P. R. (1996). Behavioral Expression and Related Concepts. Behavior and
Philosophy, 24(2), 85-98.



52

References (Continued)

Bhandari, M., Rodgers, S., & Pan, P.-L.. (2021). Brand feedback to negative eWOM
messages: Effects of stability and controllability of problem causes on brand
attitudes and purchase intentions. Telematics and Informatics, 58, 101522.
https://doi.org/10.1016/j.tele.2020.101522

Bigne, E., Andreu, L., Hernandez, B., & Ruiz, C. (2018). The impact of social media
and offline influences on consumer behaviour. An analysis of the low-cost
airline industry. Current Issues in Tourism, 21(9), 1014-1032.
https://doi.org/10.1080/13683500.2015.1126236

Bilal, M., Jianqiu, Z., Akram, U., Tanveer, Y., Sardar, T., & Rasool, H. (2020).
Understanding the Effects of Internet Usage Behavior on eWOM.
International Journal of Information Systems in the Service Sector (IJISSS),
12(3), 93—113. https://doi.org/10.4018/1JISSS.2020070106

Bleize, D. N. M., & Antheunis, M. L. (2019). Factors influencing purchase intent in
virtual worlds: A review of the literature. Journal of Marketing
Communications, 25(4), 403—420.
https://doi.org/10.1080/13527266.2016.1278028

Blythe, J. (2013). Consumer Behaviour: SAGE Publications. SAGE.

Chen, H., Duan, W., & Zhou, W. (2021). When products receive reviews across
platforms: Studying the platform concentration of electronic word-of-mouth.
Information & Management, 58(8), 103532.
https://doi.org/10.1016/j.im.2021.103532

Chen, Y.-F., & Law, R. (2016). A Review of Research on Electronic Word-of-Mouth
in Hospitality and Tourism Management. International Journal of Hospitality
& Tourism Administration, 17(4), 347-372.
https://doi.org/10.1080/15256480.2016.1226150

Chen, Z., & Lurie, N. H. (2013). Temporal Contiguity and Negativity Bias in the
Impact of Online Word of Mouth. Journal of Marketing Research, 50(4), 463—
476. https://doi.org/10.1509/jmr.12.0063



53

References (Continued)

Cheng, X., & Zhou, M. (2010). Study on Effect of eWOM: A Literature Review and
Suggestions for Future Research. 2010 International Conference on
Management and Service Science, 1-4.
https://doi.org/10.1109/ICMSS.2010.5576663

Chu, S.-C., & Choi, S. M. (2011). Electronic Word-of-Mouth in Social Networking
Sites: A Cross-Cultural Study of the United States and China. Journal of
Global Marketing, 24(3), 263-281.
https://doi.org/10.1080/08911762.2011.592461

Chu, S.-C., & Kim, J. (2018). The current state of knowledge on electronic word-of-
mouth in advertising research. International Journal of Advertising, 37(1), 1—
13. https://doi.org/10.1080/02650487.2017.1407061

Chung, H., Ahn, D.-Y., & Ahn, S. (2022). Spillover effects of a mega shopping
complex on pre-existing, small retail shops over space, over time and across
retail types. Journal of Retailing and Consumer Services, 65, 102518.
https://doi.org/10.1016/j.jretconser.2021.102518

Craney, T. A., & Surles, J. G. (2002). Model-Dependent Variance Inflation Factor
Cutoff Values. Quality Engineering, 14(3), 391-403.
https://doi.org/10.1081/QEN-120001878

Dangi, M. R. M., & Saat, M. M. (2021). Interaction Effects of Situational Context on
the Acceptance Behaviour and the Conscientiousness Trait towards Intention
to Adopt: Educational Technology Experience in Tertiary Accounting
Education. Educational Technology & Society, 24(3), 61-84.

Delafrooz, N., Rahmati, Y., & Abdi, M. (2019). The influence of electronic word of
mouth on Instagram users: An emphasis on consumer socialization framework.
Cogent Business & Management, 6(1), 1606973.
https://doi.org/10.1080/23311975.2019.1606973



54

References (Continued)

Flanagin, A. J., Metzger, M. J., Pure, R., Markov, A., & Hartsell, E. (2014). Mitigating
risk in ecommerce transactions: Perceptions of information credibility and the
role of user-generated ratings in product quality and purchase intention.
Electronic Commerce Research, 14(1), 1-23. https://doi.org/10.1007/s10660-
014-9139-2

Gatautis, R., Vitkauskaite, E., Gadeikiene, A., & Piligrimiene, Z. (2016). Gamification
as a Mean of Driving Online Consumer Behaviour: SOR Model Perspective.
Engineering Economics, 27(1), 90-97.
https://doi.org/10.5755/j01.ee.27.1.13198

George, G., Haas, M. R., & Pentland, A. (2014). Big Data and Management. Academy
of Management Journal, 57(2), 321-326.
https://doi.org/10.5465/am;j.2014.4002

Gogtay, N., & Thatte, U. (2017). Principles of Correlation Analysis. 4.

Guerrero, L., Colomer, Y., Guardia, M. D., Xicola, J., & Clotet, R. (2000). Consumer
attitude towards store brands. Food Quality and Preference, 11(5), 387-395.
https://doi.org/10.1016/S0950-3293(00)00012-4

Gupta, V. (2021). Green Purchase Intention: Impact of Subjective Norms and
Perceived Behavioural Control. MANTHAN: Journal of Commerce and
Management, 8(1), 116—134.
https://doi.org/10.17492/jpi.manthan.v8i1.812107

Haenlein, M., & Libai, B. (2017). Seeding, Referral, and Recommendation: Creating
Profitable Word-of-Mouth Programs. California Management Review, 59(2),
68-91. https://doi.org/10.1177/0008125617697943

Hagger, M. S., Cheung, M. W.-L., Ajzen, 1., & Hamilton, K. (2022). Perceived
behavioral control moderating effects in the theory of planned behavior: A
meta-analysis. Health Psychology, 41(2), 155-167.
https://doi.org/10.1037/hea0001153



55

References (Continued)

Hair, Jr., J. F., Sarstedt, M., Matthews, L. M., & Ringle, C. M. (2016). Identifying and
treating unobserved heterogeneity with FIMIX-PLS: part [ — method.
European Business Review, 28(1), 63—76. https://doi.org/10.1108/EBR-09-
2015-0094

He, S. X., & Bond, S. D. (2015). Why Is the Crowd Divided? Attribution for
Dispersion in Online Word of Mouth. Journal of Consumer Research, 41(6),
1509-1527. https://doi.org/10.1086/680667

Helmy Mohamad, A., Farouk Hassan, G., & S. Abd Elrahman, A. (2022). Impacts of
e-commerce on planning and designing commercial activities centers: A
developed approach. Ain Shams Engineering Journal, 13(4), 101634.
https://doi.org/10.1016/j.asej.2021.11.003

Ho, S. M., Ocasio-Velazquez, M., & Booth, C. (2017). Trust or consequences? Causal
effects of perceived risk and subjective norms on cloud technology adoption.
Computers & Security, 70, 581-595.
https://doi.org/10.1016/j.cose.2017.08.004

Huber, J., & McCann, J. (1982). The Impact of Inferential Beliefs on Product
Evaluations. Journal of Marketing Research, 19(3), 324-333.
https://doi.org/10.1177/002224378201900305

Huete-Alcocer, N. (2017). A Literature Review of Word of Mouth and Electronic
Word of Mouth: Implications for Consumer Behavior. Frontiers in
Psychology, 8. https://doi.org/10.3389/fpsyg.2017.01256

Hung, S.-W., Chang, C.-W., & Ma, Y.-C. (2021). A new reality: Exploring
continuance intention to use mobile augmented reality for entertainment
purposes. Technology in Society, 67, 101757.
https://doi.org/10.1016/j.techsoc.2021.101757



56

References (Continued)

Jalilian, F., Mirzaei-Alavijeh, M., Ahmadpanah, M., Mostafaei, S., Kargar, M.,
Pirouzeh, R., Sadeghi Bahmani, D., & Brand, S. (2020). Extension of the
Theory of Planned Behavior (TPB) to Predict Patterns of Marijuana Use
among Young Iranian Adults. International Journal of Environmental
Research and Public Health, 17(6), 1981.
https://doi.org/10.3390/ijerph17061981

Jiang, H., Callinan, S., Livingston, M., & Room, R. (2017). Off-premise alcohol
purchasing in Australia: Variations by age group, income level and annual
amount purchased. Drug and Alcohol Review, 36(2), 210-219.
https://doi.org/10.1111/dar.12402

Jing Tian, Xiao Li, & Rong Chen. (2018). Effect of Perceived Participation, Perceived
Risk and Perceived Organizational Support on Consumers’ Deferral
Preference Reversals: Optimization of Perceived Behavior Control Model.
Journal of Marketing Development & Competitiveness, 12(3), 79-94.

Kaur, J., & Bhardwaj, N. (2021). Their Control will Make or Break the Sustainable
Clothing Deal-A Study of the Moderating Impact of Actual Behavioural
Control on the Purchase Intention-Behaviour Gap for Sustainable Clothing in
India. Australasian Accounting, Business and Finance Journal, 15(5), 59.
https://doi.org/10.14453/aabfj.v15i5.6

Khwaja, M. G., Mahmood, S., & Zaman, U. (2020). Examining the Effects of eWOM,
Trust Inclination, and Information Adoption on Purchase Intentions in an
Accelerated Digital Marketing Context. Information, 11(10), 478.
https://doi.org/10.3390/info11100478

Kim, J. J., Han, H., & Ariza-Montes, A. (2021). The impact of hotel attributes, well-
being perception, and attitudes on brand loyalty: Examining the moderating
role of COVID-19 pandemic. Journal of Retailing and Consumer Services, 62,
102634. https://doi.org/10.1016/j.jretconser.2021.102634



57

References (Continued)

Kim, J. K. (2005). Factors influencing consumers’ apparel purchasing intention in the
C2C e -commerce market [Ph.D., The University of Nebraska - Lincoln]. In
ProQuest Dissertations and Theses.
https://www.proquest.com/docview/305459752/abstract/3FE§7B8271D4473P
Q/1

Kim, S., Kandampully, J., & Bilgihan, A. (2018). The influence of eWOM
communications: An application of online social network framework.
Computers in Human Behavior, 80, 243-254.
https://doi.org/10.1016/j.chb.2017.11.015

Kingston, J., Clarke, S., & Remington, B. (2010). Experiential Avoidance and
Problem Behavior: A Mediational Analysis. Behavior Modification, 34(2),
145-163. https://doi.org/10.1177/0145445510362575

Kitcharoen, K. (2019). The Effect of E-Word of Mouth (E-WOM) on Various Factors
Influencing Customers’ Hotel Booking Intention. ABAC ODI Journal Vision.
Action. Outcome, 6(1), 62—74.

Kitchener, R. F. (1977). Behavior and Behaviorism. Behaviorism, 5(2), 11-71.

Kong, H. M., Witmaier, A., & Ko, E. (2021). Sustainability and social media
communication: How consumers respond to marketing efforts of luxury and
non-luxury fashion brands. Journal of Business Research, 131, 640—651.
https://doi.org/10.1016/j.jbusres.2020.08.021

Krejcie, R. V., & Morgan, D. W. (1970). Determining Sample Size for Research
Activities. Educational and Psychological Measurement, 30(3), 607-610.
https://doi.org/10.1177/001316447003000308

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016).
From Social to Sale: The Effects of Firm-Generated Content in Social Media
on Customer Behavior. Journal of Marketing, 80(1), 7-25.
https://doi.org/10.1509/jm.14.0249



58

References (Continued)

Kunja, S. R., Kumar, A., & Rao, B. (2021). Mediating role of hedonic and utilitarian
brand attitude between eWOM and purchase intentions: A context of brand fan
pages in Facebook. Young Consumers, 23(1), 1-15.
https://doi.org/10.1108/YC-11-2020-1261

Lazada, Shopee lead the pack in e-Commerce race. (2021, May 14). nationthailand.
https://www.nationthailand.com/business/30373927

Lee, C. H., & Cranage, D. A. (2014). Toward Understanding Consumer Processing of
Negative Online Word-of-Mouth Communication: The Roles of Opinion
Consensus and Organizational Response Strategies. Journal of Hospitality &
Tourism Research, 38(3), 330-360.
https://doi.org/10.1177/1096348012451455

Lee, H., Min, J., & Yuan, J. (2021). The influence of eWOM on intentions for booking
luxury hotels by Generation Y. Journal of Vacation Marketing, 27(3), 237-
251.https://doi.org/10.1177/1356766720987872

Liao, S.-H., Hu, D.-C., Chung, Y.-C., & Huang, A.-P. (2021). Risk and opportunity for
online purchase intention — A moderated mediation model investigation.
Telematics and Informatics, 62, 101621.
https://doi.org/10.1016/j.tele.2021.101621

Liu, Y., Zhang, X., Zhang, Y., & Qiu, C. (2019, December). Research on influencing
factors of consumer shopping behavior in online shopping festival. In 2079
Annual Conference of the Society for Management and Economics (Vol. 4, pp.
35-42). The Academy of Engineering and Education.
https://doi.org/10.35532/JSSS.V4.007

Lorini, E., & Herzig, A. (2008). A logic of intention and attempt. Synthese, 163(1),
45-77. https://doi.org/10.1007/s11229-008-9309-7

Marcoux, B. C., & Shope, J. T. (1997). Application of the Theory of Planned Behavior
to adolescent use and misuse of alcohol. Health Education Research, 12(3),

323-331. https://doi.org/10.1093/her/12.3.323



59

References (Continued)

Marquis, E. B., Kim, S., Alahmad, R., Pierce, C. S., & Robert Jr., L. P. (2018).
Impacts of Perceived Behavior Control and Emotional Labor on Gig Workers.
Companion of the 2018 ACM Conference on Computer Supported
Cooperative Work and Social Computing, 241-244.
https://doi.org/10.1145/3272973.3274065

McClure, C., & Seock, Y.-K. (2020). The role of involvement: Investigating the effect
of brand’s social media pages on consumer purchase intention. Journal of
Retailing and Consumer Services, 53, 101975.
https://doi.org/10.1016/j.jretconser.2019.101975

Mehreen, K., Roshan, D. R., Salim, D. A., & Atta, D. M. A. (2021). INFLUENCE OF
SUBJECTIVE NORMS ON THE ONLINE BUYING BEHAVIOR OF
FEMALE CONSUMERS (A CASE STUDY OF ETAILING IN
CONSERVATIVE SOCIETY OF KPK). Elementary Education Online, 20(2),
1425-1425. https://doi.org/10.17051/ilkonline.2021.02.165

Meng, L. (Monroe), Duan, S., Zhao, Y., Lii, K., & Chen, S. (2021). The impact of
online celebrity in livestreaming E-commerce on purchase intention from the
perspective of emotional contagion. Journal of Retailing and Consumer
Services, 63, 102733. https://doi.org/10.1016/j.jretconser.2021.102733

Mohammad, J., Quoquab, F., & Mohamed Sadom, N. Z. (2020). Mindful
consumption of second-hand clothing: The role of eWOM, attitude and
consumer engagement. Journal of Fashion Marketing and Management: An
International Journal, 25(3), 482—510. https://doi.org/10.1108/JFMM-05-
2020-0080

Mou, J., & Benyoucef, M. (2021). Consumer behavior in social commerce: Results
from a meta-analysis. Technological Forecasting and Social Change, 167,
120734. https://doi.org/10.1016/j.techfore.2021.120734

Muda, M., & Hamzah, M. I. (2021). Should I suggest this YouTube clip? The impact
of UGC source credibility on eWOM and purchase intention. Journal of
Research in Interactive Marketing, 15(3), 441-459.
https://doi.org/10.1108/JRIM-04-2020-0072



60

References (Continued)

Nam, K., Baker, J., Ahmad, N., & Goo, J. (2020). Determinants of writing positive
and negative electronic word-of-mouth: Empirical evidence for two types of
expectation confirmation. Decision Support Systems, 129, 113168.
https://doi.org/10.1016/.dss.2019.113168

Norenzayan, A. (2011). Explaining Human Behavioral Diversity. Science, 332(6033),
1041-1042. https://doi.org/10.1126/science.1207050

Oday, A., Ozturen, A., Illkan, M., & Abubakar, A. M. (2021). Do eReferral, eWOM,
familiarity and cultural distance predict enrollment intention? An application
of an artificial intelligence technique. Journal of Hospitality and Tourism
Technology, 12(3), 471-488. https://doi.org/10.1108/JHTT-01-2020-0007

Pena-Garcia, N., Gil-Saura, 1., Rodriguez-Orejuela, A., & Siqueira-Junior, J. R.
(2020). Purchase intention and purchase behavior online: A cross-cultural
approach. Heliyon, 6(6), e04284.
https://doi.org/10.1016/j.heliyon.2020.e04284

Persada, S. F., Dalimunte, 1., Nadlifatin, R., Miraja, B. A., Redi, A. A. N. P, Prasetyo,
Y. T., Chin, J., & Lin, S.-C. (2021). Revealing the Behavior Intention of Tech-
Savvy Generation Z to Use Electronic Wallet Usage: A Theory of Planned
Behavior Based Measurement. /nternational Journal of Business and Society,
22(1), 213-226. https://doi.org/10.33736/ijbs.3171.2021

Plotkina, D., & Munzel, A. (2016). Delight the experts, but never dissatisfy your
customers! A multi-category study on the effects of online review source on
intention to buy a new product. Journal of Retailing and Consumer Services,
29, 1-11. https://doi.org/10.1016/j.jretconser.2015.11.002

Raman, P. (2019). Understanding female consumers’ intention to shop online: The
role of trust, convenience and customer service. Asia Pacific Journal of
Marketing and Logistics, 31(4), 1138—1160. https://doi.org/10.1108/APJML-
10-2018-0396

Ramya, K. (2018). CUSTOMER PERCEPTION MODEL FASHIONED WITH
REFERENCE TO THE MARUTI SUZUKI BRAND. SELP Journal of Social
Science, 1X(38), 41-46.



61

References (Continued)

Ramya, N., & Ali, D. S. M. (n.d.). Factors affecting consumer buying behavior. 6.

Reichelt, J., Sievert, J., & Jacob, F. (2014). How credibility affects eWOM reading:
The influences of expertise, trustworthiness, and similarity on utilitarian and
social functions. Journal of Marketing Communications, 20(1-2), 65-81.
https://doi.org/10.1080/13527266.2013.797758

Reimer, T., & Benkenstein, M. (2016). Altruistic eWOM marketing: More than an
alternative to monetary incentives. Journal of Retailing and Consumer
Services, 31,323-333. https://doi.org/10.1016/j.jretconser.2016.04.003

Rejon-Guardia, F., Polo-Peiia, A. 1., & Maraver-Tarifa, G. (2020). The acceptance of a
personal learning environment based on Google apps: The role of subjective
norms and social image. Journal of Computing in Higher Education, 32(2),
203-233. https://doi.org/10.1007/s12528-019-09206-1

Reza Jalilvand, M., & Samiei, N. (2012). The impact of electronic word of mouth on
a tourism destination choice: Testing the theory of planned behavior (TPB).
Internet Research, 22(5), 591-612.
https://do1.org/10.1108/10662241211271563

Riquelme, I. P., & Roman, S. (2014). The Influence of Consumers’ Cognitive and
Psychographic Traits on Perceived Deception: A Comparison Between Online
and Offline Retailing Contexts. Journal of Business Ethics, 119(3), 405-422.
https://doi.org/10.1007/s10551-013-1628-z

Sahli, A. B., & Legohérel, P. (2016). The tourism Web acceptance model: A study of
intention to book tourism products online. Journal of Vacation Marketing,
22(2), 179-194. https://doi.org/10.1177/1356766715607589

Scarpi, D., Pizzi, G., & Visentin, M. (2014). Shopping for fun or shopping to buy: Is it
different online and offline? Journal of Retailing and Consumer Services,
21(3), 258-267. https://doi.org/10.1016/j.jretconser.2014.02.007

Schepers, J., & Wetzels, M. (2007). A meta-analysis of the technology acceptance
model: Investigating subjective norm and moderation effects. Information &

Management, 44(1), 90-103. https://doi.org/10.1016/j.im.2006.10.007



62

References (Continued)

Sembada, A. Y., & Koay, K. Y. (2021). How perceived behavioral control affects trust
to purchase in social media stores. Journal of Business Research, 130, 574—
582. https://doi.org/10.1016/j.jbusres.2019.09.028

Shaouf, A., Li, K., & Li, X. (2016). The effect of web advertising visual design on
online purchase intention: An examination across gender. Computers in
Human Behavior, 60, 622—634. https://doi.org/10.1016/j.chb.2016.02.090

Shapiro, H. T., & Angevine, G. E. (1969). Consumer Attitudes, Buying Intentions and
Expenditures: An Analysis of the Canadian Data. The Canadian Journal of
Economics / Revue Canadienne d’Economique, 2(2), 230-249.
https://doi.org/10.2307/133636

Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, trust,
susceptibility to interpersonal influence, and intention to participate in online
group buying. Journal of Retailing and Consumer Services, 52, 101946.
https://doi.org/10.1016/j.jretconser.2019.101946

Sheehan, K. B., & Hoy, M. G. (2000). Dimensions of Privacy Concern among Online
Consumers. Journal of Public Policy & Marketing, 19(1), 62—73.
https://doi.org/10.1509/jppm.19.1.62.16949

Sherman, E., Mathur, A., & Smith, R. B. (1997). Store environment and consumer
purchase behavior: Mediating role of consumer emotions. Psychology &
Marketing, 14(4), 361-378. https://doi.org/10.1002/(SICI)1520-
6793(199707)14:4<361::AID-MAR4>3.0.CO;2-7

Soyer, M., & Dittrich, K. (2021). Sustainable Consumer Behavior in Purchasing,
Using and Disposing of Clothes. Sustainability, 13(15), 8333.
https://doi.org/10.3390/sul3158333

Submiitter, G. J., Brabo, N. A., Karif, A. L., Lestari, S. D., & Sriyanto, A. (2021). The
Effect of Brand Page Commitment, Brand Awareness, Electronic Word Of
Mouth and Brand Image on Purchase Intention of Xiaomi Smartphone on
Social Media (SSRN Scholarly Paper No. 3984834). Social Science Research
Network. https://papers.ssrn.com/abstract=3984834



63

References (Continued)

Sun, S., Law, R., & Schuckert, M. (2020). Mediating effects of attitude, subjective
norms and perceived behavioural control for mobile payment-based hotel
reservations. International Journal of Hospitality Management, 84, 102331.
https://doi.org/10.1016/j.ijhm.2019.102331

Taherdoost, H. (2018). A review of technology acceptance and adoption models and
theories. Procedia Manufacturing, 22, 960-967.
https://doi.org/10.1016/j.promfg.2018.03.137

Teng, S., Khong, K. W., Chong, A. Y. L., & Lin, B. (2017). Persuasive Electronic
Word-of-Mouth Messages in Social Media. Journal of Computer Information
Systems, 57(1), 76—88. https://doi.org/10.1080/08874417.2016.1181501

Vatunyou, M., Nurittamont, W., & Sawatmuang, P. (2022). Antecedents of Online
Consumers’ Intention to Buy in Bangkok, Thailand (SSRN Scholarly Paper
No. 4004390). Social Science Research Network.
https://papers.ssrn.com/abstract=4004390

Watson, J. B. (1913). Psychology as the behaviorist views it. Psychological Review,
20(2), 158—177. https://doi.org/10.1037/h0074428

Wu, P. C. S., & Wang, Y. (2011). The influences of electronic word-of-mouth message
appeal and message source credibility on brand attitude. 4sia Pacific Journal
of Marketing and Logistics, 23(4), 448-472.
https://doi.org/10.1108/13555851111165020

Xiang, L., Zheng, X., Lee, M. K. O., & Zhao, D. (2016). Exploring consumers’
impulse buying behavior on social commerce platform: The role of parasocial
interaction. International Journal of Information Management, 36(3), 333—
347. https://doi.org/10.1016/j.ijinfomgt.2015.11.002

Xiao, L., Guo, F., Yu, F., & Liu, S. (2019). The Effects of Online Shopping Context
Cues on Consumers’ Purchase Intention for Cross-Border E-Commerce
Sustainability. Sustainability, 11(10), 2777.
https://doi.org/10.3390/sul1102777



64

References (Continued)

Xu, X., Li, Q., Peng, L., Hsia, T.-L., Huang, C.-J., & Wu, J.-H. (2017). The impact of
informational incentives and social influence on consumer behavior during
Alibaba’s online shopping carnival. Computers in Human Behavior, 76, 245—
254. https://doi.org/10.1016/j.chb.2017.07.018

Yadav, M. S., de Valck, K., Hennig-Thurau, T., Hoffman, D. L., & Spann, M. (2013).
Social Commerce: A Contingency Framework for Assessing Marketing
Potential. Journal of Interactive Marketing, 27(4), 311-323.
https://doi.org/10.1016/j.intmar.2013.09.001

Yadav, R., & Pathak, G. S. (2016). Young consumers’ intention towards buying green
products in a developing nation: Extending the theory of planned behavior.
Journal of Cleaner Production, 135, 732—739.
https://doi.org/10.1016/j.jclepro.2016.06.120

Yang, Y., Asaad, Y., & Dwivedi, Y. (2017). Examining the impact of gamification on
intention of engagement and brand attitude in the marketing context.
Computers in Human Behavior, 73, 459-469.
https://doi.org/10.1016/j.chb.2017.03.066

Ye, F., Kang, W., Li, L., & Wang, Z. (2021). Why do consumers choose to buy electric
vehicles? A paired data analysis of purchase intention configurations.
Transportation Research Part A: Policy and Practice, 147, 14-27.
https://doi.org/10.1016/j.tra.2021.02.014

Yuniarty, Ikhsan, R. B., & Ohliati, J. (2020). E-WOM And Social Commerce
Purchase Intentions: Applying The Theory of Planned Behavior. 2020
International Conference on Information Management and Technology
(ICIMTech), 34-39. https://doi.org/10.1109/ICIMTech50083.2020.9211256

Zahid, M. M., Ali, B., Ahmad, M. S., Thurasamy, R., & Amin, N. (2018). Factors
Affecting Purchase Intention and Social Media Publicity of Green Products:
The Mediating Role of Concern for Consequences. Corporate Social
Responsibility and Environmental Management, 25(3), 225-236.
https://doi.org/10.1002/csr. 1450



65

References (Continued)

Zainal, N. T. A, Harun, A., & Lily, J. (2017). Examining the mediating effect of
attitude towards electronic words-of mouth (eWOM) on the relation between
the trust in eWOM source and intention to follow eWOM among Malaysian
travellers. Asia Pacific Management Review, 22(1), 35-44.
https://doi.org/10.1016/j.apmrv.2016.10.004

Zainol, N. A., Lockwood, A., & Kutsch, E. (2010). Relating the Zone of Tolerance to
Service Failure in the Hospitality Industry. Journal of Travel & Tourism
Marketing, 27(3), 324-333. https://doi.org/10.1080/10548401003744792

Zhang, Y., & Wang, L. (2019). Influence of Sustainable Development by Tourists’
Place Emotion: Analysis of the Multiply Mediating Effect of Attitude.
Sustainability, 11(5), 1384. https://doi.org/10.3390/sul1051384

Zhao, X., & Wan, H. L. (2017). Drivers of online purchase intention on Singles’ Day:
A study of Chinese consumers. International Journal of Electronic Marketing
and Retailing, 8(1), 1-20. https://doi.org/10.1504/IJEMR.2017.083546

Zhou, S., Barnes, L., McCormick, H., & Blazquez Cano, M. (2021). Social media
influencers’ narrative strategies to create eWOM: A theoretical contribution.
International Journal of Information Management, 59, 102293.
https://doi.org/10.1016/j.ijjinfomgt.2020.102293

Zhu, W., Mou, J., & Benyoucef, M. (2019). Exploring purchase intention in cross-
border E-commerce: A three stage model. Journal of Retailing and Consumer
Services, 51,320-330. https://doi.org/10.1016/j.jretconser.2019.07.004

Zniva, R., Weitzl, W. J., Miiller, J. M., & Schneider, A. (2020). Types of Electronic
Word-of-Mouth and Their Impact on Consumer Attitudes. In F. J. Martinez-
Lopez & S. D’Alessandro (Eds.), Advances in Digital Marketing and
eCommerce (0 citation(s); pp. 62—69). Springer International Publishing.
https://doi.org/10.1007/978-3-030-47595-6_9



Appendices

Appendix A
Acquire Knowledge to Serve Society

Acquire Knowledge to Serve Society

THE CERTIFICATE OF ETHICAL APPROVAL
(CERTIFICATE OF EXEMPTION)
THE ETHICS COMMITTEE OF RESEARCH
HUACHIEW CHALERMPRAKIET UNIVERSITY

July 19", 2022

Project Title  The Factors Influencing Online Shopping and Intention of Online Buying :
The Study of Huachiew Chalermprakiet University Thai Students
Principal Investigator Mr. Li Huang He

Faculty / Program Master of Business Administration Program in Digital Business

This is to certify that the research project above has been approved in accordance with
the Declaration of Helsinki by the Research Ethics Committee at Huachiew

Chalermprakiet University.

Signature %‘j ’

(Wirat Tengrod , Ph.D.)
Chairman of the Board
Research Ethics Comnittee

Huachiew Chalermprakiet University

Approval Date July 19", 2022

N

Certificate Number 8.1212/2565

This approval is valid until 18" July 2024.



67

Appendix B
Ethics Committee Approval Letter
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Questionnaires for the study on

The Factors Influencing Online Shopping and Intention of Online

Buying: The Study of Huachiew Chalermprakiet University Thai Students

My name is Li Huang He — a graduate student at the Master of Business
Administration (M.B.A.) in Digital Business at Huachiew Chalearmprakiet University
in Thailand. As a part of this degree, I am conducting a thesis on the topic “The Factors
Influencing Online Shopping and Intention of Online Buying”. The study is designed
explore the factors influencing online shopping and intention of online buying. For the
complete of the study, we need the students of Huachiew Chalermprakiet University
Thai to answer the questionnaires. The data collection is started from January 26, 2022.

This research is conducted on a strictly anonymous with the confidentiality of
participants. Your name will not be identified in this report and data collected will be
seen only the researcher and thesis advisor. Your participation is voluntary. If you are
willing to answer the questionnaires, please tick to declare that you consent to give the
data for this research. The data you provide will be used for this study only.

Further information and questions about this project, please contact me at e-
mail address 592091307@qq.com and my thesis advisor, Dr. Pimsiri Phutrakul at e-

mail address mercy.hcu@gmail.com

Regards

(Mr. Li Huang He)

Researcher
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Consent to Participation in Research
The Factors Influencing Online Shopping and Intention of Online

Buying: The Study of Huachiew Chalermprakiet University Thai Students

I have been given and have understood an explanation of this research project.
[ understand that I may withdraw myself (or any information I have provided) from this

project (before data collection and analysis is complete) without having to give reasons.

|:| I understand that the data collected will be visible only to the researcher and
thesis advisor, and my name will not be identified in this report.

|:| I understand that the data I provide will be used only for this study and will not
be used for any other purpose, nor will it be released to others without my written
consent.

|:| Iunderstand that answering the questions in the questionnaire means that [ have
read the consent form and volunteered to participate in this research without any

enforcement from anyone.
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Appendix C
English Version of Questionnaire

Hello, this is a questionnaire used to study the factors influencing online
shopping and intention of online buying. It is a secret survey. There is no right or wrong
answer to this questionnaire. Please answer according to your real thoughts and
situation. The survey results are only for scientific research. We will keep your
information and answers absolutely confidential. Please feel free to answer. Thank you

for your support and cooperation.

I. Demographic
1. Your Gender?
A. Male B. Female
2. Your Grade?
A. Freshman B. Sophomore C. Junior D. Senior
3.Your Income?

A. Less than B10000 / month
B. B10000-15000 / month
C. B15001-20000 / month
D. Over B20000 / month

4.How often do you shop online?

A. Very often B. Often C. Sometime D. Rarely

As fellows: 1-5 in the questionnaire indicate your feelings about this description:
1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree. Please

tick the corresponding score.



II. Electronic Word of Mouth
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NO. 5
The recommendations from many platforms have impact on
! me buying decision
Before buying online, I firstly look at some youtuber's
2 recommendations for the product
Paying attention to the negative and positive buyer reviews
3 on online shop
Browsing through the star ratings that these buyers give to
) these products
Stop buying this product if the online store doesn't have any
y star rating
II1. Attitude
NO. 5
I think it is a good idea to have blogger to advice or
: recommend product online
Beneficial for me to follow the advice/information I get on
? Twitter/Facebook/Line
Overall, I think negative and positive comments on Tiktok
. about a product are valuable for customer
I would look at the relevant blog posts on Twitter/Blogger
) before buying, which I think is very useful
I think I know many new things from reviewers/
> influencers/ youtubers about the product I want to buy
6 | I like and enjoy shopping online.




IV. Subjective norms
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NO. 5
; Sometimes, my friend suggests me to buy product online
when he found it from review
s I and my friends normally follow the same bloggers or
reviewers.
3 | My friends thought that I am a smart online shopper.
. Nowadays, buying product online became common in
everyday lifestyle.
V. Perceived behavior control
NO. 5
1 | I am able to buy products online on any type of platforms.
2 | I am very good in finding information online about the
product I want to buy in online paltforms
3 | Before I buy a product online, I know very well about the
source of online information of every kind of product.
4 | Before I buy this product, I believe I am good enough to
find any information or review about the product.
VI. Intention of online shopping
NO. 5
1 After watching reviews, sometimes I have to look for the
product and buy it.
) [ will buy the products online only I read the consumer
review and rating first.
3 In the future, I definitely keep buying products online.
4 When I need to buy a product, I will go to buy it from
online first
5 I think in the next week/next month [ will definitely have
another online purchase.
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Appendix D

Thai Version of the Questionnaire

Hello, this is a questionnaire used to study the factors influencing online

shopping and intention of online buying. It is a secret survey. There is no right or wrong

answer to this questionnaire. Please answer according to your real thoughts and

situation. The survey results are only for scientific research. We will keep your

information and answers absolutely confidential. Please feel free to answer. Thank you

for your support and cooperation.

I. Demographic
L. e
Ao B.na

2. irdadinunlugil
A dli 1 B.fudli2
3. wldneidou
A. fosnt 10,000 1
B. 10,001-15,000 1
C. 15,001-20,000 wwm
D. 1nnnd1 20.000 v

Y
4. quFelileoulmhiosna lnu

v 9
A.vesmn B.ues C.dupnass  D. wugass

1. hivtudomnniiga 2. hiiude

& ] {
3.dhwnane 4. wiudie Sanudouniige ngmnden

A & Adq ya Y= d' oy
anuaaiunIndmgannuzanguuniga Tuisazve



II. Electronic Word of Mouth

73

v a 1 o o 1 s A , v o FI ¢
1 suAanmuuzihae nnarequnaavlosulinademsdadulegodudieon lar
o o/ ¥ 1 < 1 1= Jd 1
2 winvzmdeyannuvateen laideusu g vasnines neu
w \aa A o oa 9y a 1 9 o a 1+ X o g9 ¢
3 fuvszenisIunenududmsdduaz lidvngyeaavsineusedudimieon lai
Y a I~ @ Aglj a Y a Y o
4 mslianmsisaiuanuiianelavdimssedumannmiseou lal
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I11. Attitude
NO. 5
o oa g A dada 2 4 o8 Y Aa a 9 s
1 suAauiuaaina Aiwinudennesuuzihdum FdudwuTaneou lau
) a 2 R 7 ¢ A
2 doyamnuaaiuannenudumuuTaneou laiiiils: Tewisdramnlumsae
) 9k A2 v v ' Y & A Aa Lo o YR A oy
3 doyanndraNnimuuinutazmuauagndiuaanigamdmivgsoaum
o ] ) oA d 9 oo ydy & ]
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o ) Yy ' oAy P ' A o oa 9 3 s 7
5 suladaalviqauainedai limedunewnernudus sinwanudaenines gnilises
o o o P
6 suveuuazayniunsoiilsooula
IV. Subjective norms
A v dYo o Y aa v cqvu & & 9
1 ouveIRunInauRmINNNING N ndmmunihlidugeduaniu
v o FI a Aa a g aa s ga o °
2 uinezdeduAazAAMINNITIIIAUMINTIIIBT NUAAAM LT INIMIALLE
A o oA 1w & w @ g 1 &
3 ouqiufan suihninForeou latifineauniia
o ] W o A 9 v 38 & 9 ¢ & 2
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V. Perceived behavior control
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NO. 5
o ¥ o 7 , A ¢ A ¢
1 uAuwAsnumMITuasua1e lugevesoou larineunnunaaosy
2 fuindesideyaninurasesulaiila dmsududlszianla
v Y Y @ Z a Y
3 uindweou lai lvuningdumsmigedudlszianla
X e A A s v
4 | msgevesseu lariiluGesndenindmiuiu
VI. Intention of online shopping
NO. 5
o X s 9 2 o a Aa A 9 A0 P mydg &
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o FA P VA v Aa y&d  a v
2 | duzdgedumesnlaridumiugaeiie laeun1s530ngves unniv
Fl
% Tuinededumesu laide luniueu
Y o 9 I A A 7 & v
4 | dwudesnssedum suse llquazayeneou launewiududuusn
= B o L~ 2 - -~
5 waanludlanimihdounmihsudilimssoduiesu lasionu

veugmdmsuanusmle lumsnouuuUARUNNYB I



75

Appendix E
Consent Form for Research Dissemination
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Consent form for research

dissemination

iWouit place of writing ...............
uit Date .......... 2022/6/16........

s we/ud/inean FAM4 .. LI HUANG HE..... ssadndon 5 ..... 636077......
AU #’4i\?ﬂ?tytyﬂm fill = O 1Bayayuon 8 wdngas PREE: ... Master of Business...

andn L. Digital Business.....amg =Pt ....... Business Administration.......
Email HFHBAF: s 592091307 @QQ.COM.......eveeeeeeeeereeeeeersereens

Foidoe (quiiwus/Ameninus/msdnudease B E A B 220000 SCER MV 8 SCEE)

(500111 118) (ZESCZTR) et

(Fommsangu) (J£ L4 FR). The Factors Influencing Online Buying and Intention of
Online Buying: The Study of Huachiew Chalermprakiet University Thai Students.
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Allow Library and Information Centre of Huchiew Chalermprakiet University to
disseminate my research through the library’s systems.
O ‘'hieyana Not allow

asve.....LI HUANG HE....#3 Researcher
[ LI HUANG HE....)
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