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PURCHASE INTENTION/ONLINE GOODS OR SERVICE/SMARTPHONE

This research aimed to study the consumers’ perceptions which affected
attitudes toward online purchasing of goods or services, and to study the consumers’
attitudes and subjective norms of online purchasing of goods or services which affected
online purchase intention of goods or services through smartphones. The target groups
were teenagers and first jobbers (18-33 years old) who lived in NakhonRatchasima
Province. Questionnaires were distributed to 420 samples. The quantitative analysis
method that was used to analyze the data was based on the commutative frequency for
percentage, mean, standard deviation, and multiple regression analysis.

The results showed that the perceived risks had the greatest effects on the
attitudes of online purchasing of goods or services (B = 0.446), followed by the
perceived enjoyment (B = 0.240), perceived usefulness (f = 0.136), and perceived ease
of use (B =0.116), respectively. The attitudes of online purchasing of goods or services
had the greatest effects on online purchase intention of goods or services through
smartphones (f = 0.504), followed by the secondary group subjective norms were
Blogger (B =0.164), and primary group subjective norms were close friend (f = 0.086),

respectively.
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