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Abstract

The objectives of this research were to develop and validate the consistency of a causal
relationship model of purchase intention product Xiaomi on Shopee application in Bangkok and
its vicinity and to study casual factors influence affecting purchase intention product Xiaomi on
Shopee application in Bangkok and its vicinity. The tools used in the research were online
questionnaires. The sample group consisted of 414 people who have purchase intention
product Xiaomi on Shopee application in Bangkok and its vicinity. The statistics used in data
analysis were frequency, percentage and the structural equation model is used to analyze
causal relationships to find the path to the causal influence of the variables consisting. The
results of this research were the development of the causal relationship models consisted of 5
components are 1) Interactivity 2) Informativeness 3) Convenience of Use 4) Trust and 5)

Purchase Intention and the model is consistent whit the empirical data to a great extent. The statistic

shows the Chi-square statistics goodness fit test (Xz) =437.30, degrees of freedom (df) = 237, CMIN/df



Q/
Tednarsauina Ui 29 auiu 1 unsIAN - NQuIgW 2566 8

=1.85, GFI =0.92, AGFI = 0.90, SRMR = 0.05, RMSEA = 0.05. The final is predictive coefficient of
0.4 4 | indicating that the variables in the model can explain the variance of the purchase Intention
product Xiaomi on Shopee application by 44 percent. It was found that the Trust, Interactivity,
Convenience of Use and Informativeness were respectively influenced by Purchase Intention.
The results of this research were useful for entrepreneurs, the product Xiaomi on Shopee application
businesses, utilized to marketing plan and create marketing strategies are suitable for consumer
behavior. This reserch can apply the result in purchasing intention product Xiaomi on Shopee

application the future.
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ANSIN 2 LAANANBVNENANINAN ANTNANNEANLATANTNATINARANTNAAANNFAIlaTaR1AN

Xiaomi UuwaUnartuded/ll

sandsuslannsa’lu

Aaudsussniauan fuauliagla (T9) frunnusslate (P)
DE IE TE DE IE TE
AU iRl (IT) 12 - A2 27 .05 32
Aunslvideya (IF) 30* - 30* .02 13 15
ANUANAZAIN 38+ - 38+ .07 16 23

Tunsldau (CO)

supaNldangla (TS) - - - 430 - 430

ANANUI=ANE
L 0.48 0.44
AFNENNTd (R?)

UNLAE ** p < 0.001 DE = BNENANNA, |E = BNanan19ges, TE = BNsnasu

ANNAIFINA 2 WU ANFalaTaRUAN Xiaomi Uukallnalatudaldlasuansnanianss

o o aa o

wnfgaananuanlionsla windu 0.43 adhedidudAtyneatianszsu 001 uwazlasudnsna
naganNINgaaInAuANazaInunldnL Wiy 0.16 dausnuacinliangla 1i5uansng

d‘ v ¥ = a a 1 o 1 al
NNATNNINNGAANAIUANNAZAINTUNN9 19U FIUIABNENAN19A99 WiNFD 0.38 BEiN9l

HANATYNNADATIIZAL .00



Q/
Ted@narsauina i 29 aUiui 1 unsIAN — NQuIgw 2566 19

anlsananazdalduanuy

o a

Risadlnananudnnlszasdueanisdanlana

WinapNANRUSITIa MR ANAIlaTaAUAT Xiaomi LulelnAAdutetldaesdising

Tuaangamnauasuariuuma dsznaudan 5 au laun 1) drunistiney 2) drunislidaya

3) AuANaraInlunislEanu 4 ) snuanldangla waz 5) snuarusslade G9danmaadaiy

o

91139889 Min-Chung Han (2014) LL@&TNLm@mwﬁuﬁuﬁ’ﬁ\immaﬁwmuﬁum@mm Aasfiudaya
@atlszaniiuedned InaRansananndaisla-aunas (%) windu 437.30, AnesAndasy (df)
Winfu 237, A1 CMIN/Jf winfiu 1.85 , A1 GFI winfu 0.92, AN AGFI infiu 0.90, AN SRMR (N

0.05, A1 RMSEA winri 0.05 aaiflulimnsinosiaes nde wsegeitiu (2554)

v
Y o a

adeidsarmanianinasennsslaiodudn Xiaomi uuuedndirduderlduecdusing

al

[ 72
o a ¥

TuaangemnwamuasuaziBunma Tnananisidaasainudn iladasiuasusalagedudn Xiaomi
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= A

vunatnairdudaldlfsuaninanisassainiladaaiuaanuldonglasasgnatuinign wasann

vilnaldanslaluiusnnaadudi Xiaomi uuuedndinduderl danfiugsiasasaantedns

—

4
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£ 1
¥ v o A o

?
= a o dald A L % vy
F9zuLTaLaUNALATUTaTAN1TMTIAda LN TRV URAIAUTAITIUAN @ﬂWQﬂQL‘ﬁ@NuiuQMQ’]W

v vy
Y a o A o A a v

wazdayainaazenrasduAN Xiaomi uanaintiuslnaddesiudniladeduan Xiaomi luiuen
unnalnaindudeldudoarldfududnunaiauds dvaenndeeiveauidoves WAns gudusd

v

(2556) laAnmn Arnldonslauardnuuzgsfaiudedianesulaidinasanansslatedudn

o

1 = ' L2 1 v ] a o A ¥ A o a a ' =
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o

o

.05 uanaNiidiaenAfeiLnuddtaes asariul yoyd, s1answas gnes, uay saniine daulsas
(2563) laAnm Tadusumguasnansznuaasarnlisngladaunannefulodeoanendl o
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fTadasuaNsaladaduAn Xiaomi uuLalnaiatudallll THsuananan1emesaaadan
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¥
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o o o A a v % a % & 1 v v
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