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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
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=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.

Keywords: Purchase Intention, Trust, Application, Xiaomi
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sandsuslannsa’lu

Aaldsussniauan fuauliagla (T9) frunwslate (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

ANNAIINA 2 WU ANAalaTaRUAN Xiaomi Luuallwaladudaldlasuansnaniamna

o o a o

wnfgaananuanlionsla windu 0.43 adhedidudAtyneatianszau 001 uwalasudnsna
naganNINgaaInAuANazaInunldnL Wiy 0.16 dausnuacinliangla 1i5uansng

d‘ v ¥ = a a g o ' =
NINATININAGARNAIUAMNAZAINIUNTIEIU HIUIABNENANIIATI WAL 0.38 BE19H

HANATYNNADATIIZAL .00
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anlsananazdalduanuy

o a

Risadlnananudnnlszasdueanisdanlana

WinapNANRUSITIa MR ANAIlaTaAUAT Xiaomi LulelnAAdutetldaesdising

Tuaangamnauasuazinuma dsznaudan 5 au ldun 1) drunistiney 2) drunisidaya

3) AuANaraInlunislEanu 4 ) snuanldangla waz 5) snuarusslade G9danmaadaiy

o

91139889 Min-Chung Han (2014) LL@&TNLm@mwﬁuﬁuﬁ’ﬁ\immaﬁwmuﬁum@mm Aasfiudaya

Fatlszaniiuedneg InaRansnnannedaisla-aunas (%) windu 437.30, AnesAndasy (df)
Winfiu 237, A1 CMIN/Gf WAy 1.85 , A1 GFI winAy 0.92, A1 AGFI Winfd 0.90, A1 SRMR Winfiy

0.05, A1 RMSEA winri 0.05 aaiflulimnsinnusiaes n3e usegqaiiiu (2554)

adeidsarmanianinasennsalagedudn Xiaomi uuuedndirdutelduecdusing

TuaangemnwamuasuaziBunma Tnananisidaasainudn iladasiuasusalagedudn Xiaomi

1 '
a A

vunatnairdudaltlfsuaninanisassainiladusiuaainlionslasesgnAtunign iagann

UilnaldanslaluinuAnfianadudi Xiaomi uuuedndinduderll dafiugsiasasaantedne

—

v
A
= o oy Ao A o o o Y A v oo A o
sﬂ\ﬁ‘z']_l‘]_lﬁlﬂﬂLL@']JW@L@?jusﬁﬂﬂﬂmﬂf]ﬁ‘mi"}q@@Uﬂqﬁ‘ﬂuﬂum'}muﬂ'ﬂ\ﬁ‘quﬂq @ﬂWQﬂQLEﬁ@NuiuﬂmﬂqW

Vo
2 a o A o

o = s v . ) & R S R
LACTDYATILALLDLAUBIALAN Xiaomi u@nmnuqm‘ﬁﬂﬂmm@uumLummum Xiaomi TuF1UAN

uuualwandutaldudoazldfuadudaunaiands Ieaenafeeiueuddaaes AAns gUdusg

q

>

(2556) ladanm Arnldanslanazansusgsnanudedianaauladnasonanuaslagiodudi

o

AANAN

D

1 = ' L2 1 v ] a o A ¥ A o a a 1
mum@mrwu@@u%u WU V‘]']’]lli’l’]qxﬂﬁﬁ]@u@iﬂﬂﬂﬁ‘ﬂ@]ﬂﬁ‘zﬂ@un’]i‘wﬁ’]Luuﬁﬁ‘ﬂ"QN’]u

° o aa

aaulai] dsnasianrusclatedudiudedsaneaulaiesising adaidudAnyneadiansedy

o

o

05 wananiiiaanAReeiLanWIdnae a5aiu Yy, s9ansiuas gues, waz Sansing iulsasl
(2563) laAnu Tasusumnuaznansznuaasanldanclasaunannasulsdoanoud

saAnuaslalunistedudesulatmeduslng wudn annuldonsladuiladbd Ay idenaidauon

siamnuFalalun1siaduaeaulalkinunisunan e fuladaa aanLi s
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fTadasuaNsaladaduAn Xiaomi uuLalnaiatudallll THsuananan1emesaaadan

antfaduiunisliney Wesannguilnadndnfrusnunadudn Xiaomi unwelwaiadudall

1
o aA

A18190 IAMB LN UNUILATARUAIDINENULTIN A Bt 19390159 UanaNLEId1N17089419

'
Y o

AINAINABINN9209 U3 INA AU GeaanadeeiuaIuiddaaes Han (2014) T#dAnm @nsna

C o A= \ % o & P v P o
’].l'ﬂqLﬁiﬂﬁl’]ﬂm\iﬂNV]NN@m’aﬂ']’]uiq']q\iiqLL@zﬂ']’]ﬁJﬁNIqsﬂ@‘ﬂ@\Tﬁ;ﬂ,‘ﬂ WU ﬁ']uﬂ’]iimm’aul,ﬂuﬂ@@ﬂ

¥

RdguamauanfanINAalaTaduA1 wanannidiaanAaadiuanuide 184 Lee (2011) TaAnsA

v v

o o o A a v % a % & 1 v v
mwmiﬂmmmﬂ;mmmxmf]34m%snmumslum\imawmum@@uiau wWuqn aunslemauLiu

Tlasenganaimeinnsanusalalunisdaduei luieasmnausaanlanl

daiguanuzlunsiinaaslilld

UEmTa i uANlsznaugafannadudn Xiaomi unwatnaindudailt avsliaanudnAty
o s dl ° o dl o v Y a :I/ dg‘l a ¥ o v 1 ¥ 53
uwaINwedALlsznaund Ay vinlignAniinacnsslagedudn suldun nastiney naslideya

a

pnaraanlunislden uazaoinldangla daiu Fudaasiinnamauaues WnauaAnuiugnAn

v v o =

1 =3 vy d’ o a % dl z alld” dl o Y Y A
famqmmmmﬂmmﬂ@mﬂfmmumwgﬂmm ATLINAU TALRL ui:‘ummmum@umimsn@wwﬂuQm‘lﬁm

a 2 k% ¥ v d’l v ﬁl 0’/ Y a k%
Lﬁ‘ﬁu?lﬂﬂ’?ﬂ ﬂzﬁ')ﬂLL@z@WN’]i‘DﬂuMqﬂI@H@iﬁdqﬂ uanantiaagaineanumaduwliin ﬂﬁ'}’ﬂﬂ'}'}’]\ﬂ'ﬂ

¥

o a a v A o co v = o o o A Co & o oo .
ﬂ']l,uuﬁﬁ‘ﬂqmqﬂﬂ')']ﬂ&ﬁ@@ FAENUQYNAN qﬁqxﬂqﬂq?ﬂwq‘lﬁ@]ﬂﬂqWNﬂ')qﬂm\ﬂqeﬂ@@uﬂq Xiaomi

JdalduaLuzdInsulIaaluauinn

1. nM93daAflRAn layaduluaangamnaniuasuazBuumnaw 1ud iU uade

v
o

p3asiall Avsaenaeuanuise lindeuarasaunquiLiinaludaudnau) iisisn e le

1% o o 1% a v o Y a | '
Toyanasauaguuazamnsni llldaeunugsialivanzasiugizinausdaznguluoupg

[ 7
o

2. n1533uAsesiell AasAnefadudu nuenmileldannidsnglusuidunsal

' v >
o 3 a

oA a ] ] o 4 a v v U = v o a
Iutlade laantena NI dIHasaANAS A TaAUAN 1®LLﬂ ﬂQWNWQW@Iﬂ@JﬂﬁW AITHNANA LA
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