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Abstract

The purposes of the research is to study the level of opinion about technology accept-
ance, Service innovation, customer loyalty and study the factors that influence customer loyalty
toward online shopping of Generations X. The data collection is done through questionnaires by
400 Generations X living in Bangkok metropolitan. The statistics used for data analysis include
mean, standard deviation. The statistics used for hypothesis testing includes Multiple Regression
Analysis The overall opinions of the questionnaire respondents on technology acceptance, Service
innovation and customer loyalty are at a good level. According to the hypothesis, it shows that
perceived ease of use, perceived usefulness, perceived risk, attitude toward using, technological
options and client interface have effects customer loyalty toward online shopping of Generations X

Keywords: Technology Acceptance, Service Innovation, Customer Loyalty toward Online Shopping,
Generations X
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