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Abstract

The purpose of this research was to analyze the elements
of e-commerce platform that affect the Thai tourist purchase
decision-making on OTOP products from the lower northern
provincial cluster 1. This research was the survey research and
data were collected by questionnaire. The researcher used 385
samples by the purposive sampling method. In this study,
structural equation modeling (SEM) technique was used for
hypothesis testing. According to the analysis: the elements of e-
commerce platform affect the Thai tourist purchase decision-
making on OTOP products from the lower northern provincial
cluster 1 with regression coefficient 0.78 and the causal
relationship model was congruent with the empirical data. (Chi-
Square=43.039, df=28, Chi-square/df=1.537, P-value=0.038,
RMR=0.008, GFI=0.989, RMSEA=0.027 and CFI=0.998)

Keywords: digital platform, e-commerce, purchasing decision,

lower northern provincial cluster 1
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Y94 Rayport & Jaworski (2002, p. 184) uwanwesuwialve
Sidnnsedindmsfiosdusenauiidrdny 1dun sudnual o ey
YUy (Fann) M3Uduusanuanuiesnsvesgnin msdndedeans ns
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A maansanouaLenNAIn1svesily samfsnadudomis
nanangeulaifianansnainsessnussleniidlusutoya e anwd
wazdunuliAnTutuduilon deudsuasonszuaunisiaduladodudn
YoaUslAA (Yadav et al, 2013, p. 315; Zhang & Benyoucef, 2016,
p. 95)
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Model (S-O-R Model) ¥8¢ Mehrabian & Russell (1974, 81¢lu Billings
& Wendy, 1990, p. 5) LAZLUUI1889 Consumer Decision Model 284
Blackwell, Miniard & Engel (2001, 2191U Bray, 2008, p. 16) fiosuny
fls dudmamisnannazgnilflunisuseifiumnuidnindnuaziilug
miéfﬂaﬂwaﬁfﬁﬂﬂiuﬁqﬂ LANINTLEINSANE VS Bray (2008, p.
3) loinani1 dnvgquiadelmivanevinugensuituszaunisaifiinuan
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auanuduyuyy (Community) 4) fMUNITUFULARINAIINABINTG
¥93gnfn (Customization) 5) §un13deans (Communication) 6) Fy
nsi¥eules (Connection) way 7) fMuMIWIEYS (Commerce) %o
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Fusle @ans1 audd wazUIan Amnng, 2561, 111 64) MULUIARYDY
Yang, Kim, Dhalwani & Vu (2008, p. 8) 25UN809 8 BIRUSENBUVDY
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Aanssumdsniste (Post- Purchase Activities) (Yadav et al., 2013, p.
315; Zhang & Benyoucef 2016, p. 95)
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Usenaunie MIsuitemnudess (NR) msAumdeya (S) msuszudiu
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Mseseanudeieveswuuasunaludnd 2 wardiud 3 fidn
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LLamzhLmuaaummﬁmmmﬁaﬁuqa (Cronbach, 1970, pp. 102-104)
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asfUsznauLnanosimdvddiinnseindiddenisdnduladodudn
OTOP  anngudaninaawieonsudns 1 vesinvieafioalne  fan
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donAABINUAT Chi-Square=43.039, df=28, Chi-square/df=1.537, P-
value=0.038, RMR=0.008, GFI=0.989, RMSEA=0.027 uay CFI=0.998 sy
ALUz1Y09 Schermelleh-Engel, Moosbrugger & Muller (2003, p. 52)
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Sviswasionsindulatodudn OTOP nngudminniamilonauans 1
(PD: LNPC1-OTOP) wastinviesiiealneiiiy 0.78 videSesas 78 way
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Chi-square=43.039,Df=28,Chi-square/df=1.537 P-value.038 RMR=.008,GF|=.989
RMSEA=.027,CFI=.998

Al 2 esrUsznauunannesundsgBidnnselinddmanenisindula
Fodudr OTOP nnnguimianiamienouans 1 vestinvieaifienlne
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msideslos (CNT) (0.76) sugudnwal (CTX) (0.73) funnsuiuuss
(CTM) (0.71) $unnsdeans (CMC) (0.67) auaisy
dvfunnuduiudsznintesrussnouresiaudsiidanalaves
nsaAulatedudn OTOP  anngudsianmiamilonouda 1 v
nvieaiienlve (PD: LNPC1-OTOP) wuin shudsislidmimninesdusyneay
AnuddnEnTigafe Mssuisnnudeans (NR) (0.82) maUszidiuay
Anuiiu (AR) (0.79) msAumdoya (IS) (0.76) MsPeruAZY R
Araneoaular] (SO) (0.73) uarAanssumndInIste (AP) (0.72) sudsy
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Budnnsedind fail

1) M35uiianuAedn1sduA1 OTOP A nngudaninniawmile
MOUANT 1 sumﬁ’ﬂviaqLﬁaalmmﬁamiﬁmﬁuia%aLﬁmmgmw‘u
psAUsznauunanesumdlvddidnnsedndfidunald deldud du
dom (CTT) vidonwasiBundeyaiiusenoude evvaadud Fud
wudl 19n15Aud Fesdlmnutaay fnsussenefanuandivesdudi
wazuIn1sAe 9 danuarsnuduszdeu feudutegiu denndes
AunNsAnwIvBY Cummins, Peltier, Schibrowsky & Nill (2014, p. 177)
fnud nvarvesiulediudeniifinisuansseaziBonvesdudn
o vaziBunnsudiuuasgniestu dnarenisinauladedudimiy
winediaumvigesulal dmiuaugudneal (CTX) v3an159AI
aefUsznousns 9 Tneutudoshildnuamsnuuasysylominigld
s fdnnenveantiududou o ieazaandenisdumdoya n1suus
wisuileuansdayauaomeiidenly warlassadrofamuavesiulesd
gl imglguinsludediusing 9 1a (Cox & Park, 2014, p. e5)
sunsdlunisrumdeyalviunsauiuninaelunisuaninaves
wividanazausninuiidauindnnitneufinimesuduiied wie
AaNImesInanTIaU denndasiunsANYIuBs Seckler et al. (2015, p.
39) Wi JUMUUAITRNIBIAUsENRUe o fidudeu wazs1ennsd
Us1ngatunau (Pop-ups) %ﬁﬂﬁ;ﬁ%lﬁmﬂflsui’fwi%u%ﬂmﬁa%aﬁuﬁﬁ
HuAITIedinuAvieeaulal

2) nsAumdeyadun1 OTOP nnquianinniamilonauans
1 vestinviondisrlnefionisiadulade iininesdusenouunantlesy
ydlwddidnnsodndidndeld dsldun Fuananduguu N 1Ty
daudignésdeflduinisasnsouansmnudniuld Tnsuansaany
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Anvuuunszyueaivled indesiledviunisindedeasnieluves
gliuimsiaulaluBeadiodtu ies1usamuazanlunisuansninm
Aniunseuanidsudeya drolvarmsndrdengugndnliedis
nf199279 Bnisanansauvsiudiansteyavesdudiuasuinisle
A9AAARIAUNISANYIUOY Hajli (2015, p. 189) uag Jain, Bhansali &
Nair (2016, p. 278) Iagwuin msfignfanunsauansmuAaiiy weue
fuuzih vidoReuiu waskanUAsuruAndiusenineddodeiuu
wdsnalignéniimdinaulatoriuieiotnedsaudansesulal waeds
AOAAROINUNITAN®IUBY Al Mana & Mirza (2013, p. 23) WUI1 N5
wansAuAniuneafUse vliiAsgusuaiouads  (virtual
community) Ingazuensidenmsefiusiemuaivaulamizngy vivla
nsteduArhumMBunesdndmiufunndenles (CNT) wiesvuu
madeules (Link) Tgviuleidu q ffetes Adusnviesdusznou
wnanrlasundlvddidnnseindfidwanenginssunissedudi OTOP
Mnnguiminaamiionaua 1 vesinvioiiealne Jsaenadesdy
NM13ANYIVBY Huang & Benyoucef (2015, p. 57) Wu11 n1silaeanisln
anfannsdumaudiidesnisnndulainistoneinunterioda
Argeoulatnng 9 lasgrsazain san57 wavdirenenisldanuiinane
nsnduladovesgndniiunidieddidnnsednd dwsudumsdoans
(CMO) elfifutesnanisindedoasiumaedud Wuessdusznou
anvneresunannesundyddidnnsedndlunsiumdeya donndes
FUaUITeves Curty & Zhang (2013, p. 260) finudn sdUsenausiiy
nsfndedoansiduiladeiifinnuddysenisnseduanuduiudsening
anduaziuglunmsdeneriuedotnedsendunsesulat

3) msussidunuAaiuiiidedud OTOP ainngudamin
meawdenouas 1 vesinviesdienlveiienisdindulate Tnefarsan
MnesdUsznauunanrosumdsdidnnsednd Audemn (CTT) fu
sUdnwal (CTX) sumnsidugusy (CMN) sumsidenles (CNT) uae
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Frumsdeans (MC) mufinamuluduneuresnisiuiieanusiomnis
WazN1IAUMIUBYA Fedonndosiuauddeaes Cho & YounKyung
(2012, p. 31) wu Fuslanazdnisuszfivivledannisldan WioTiay
THlunsdessulatiuivlediu q uenaniinisysadumuAndiuds
915001970 AVHENNIAIUNITUSULIMINAIURBINTYRNA (CTM)
V3o MIvenuUUssAUsENoULNaRWDSImdvdBidnnselindfigndn
aansaUfuLssdoyavesuLes 1w Tlog anuiids sULuuMsTszEy IF
MABALIAININADINTT LLaz%UWQUﬂWiU%ULLGMQJEjQEJ’]ﬂ GRLLEREO
ANSANWIVDY Song, Baker, Lee & Wetherbe (2012, p. 224) NUIT NS
sonuuusiuladiionsldaudessdadensldausueig 4 sudensd
anfanunsaldanulunmsuSuusislayalaaenin naenial nudeInTs
4) mstoAud1 OTOP Mnngudminniawmiensudis 1 ves
dnvteadiealneriiuedodisdsnuiunsesulay Susgiuasddsenay
unanilesumdvddidnnsetind Fumsmded (CMR) uszneuse
sruumsdaie aeni1fufdsie ntiszdu nshanudste uaznis
yuds fie again uaraendudondmaronisdnauladodudn OTOP
soulavvestinvieadivalnelunduiminnmamionsudns 1 aonndes
AunN13ANYIYes Kim, Ferrin & Rao (2008, p. 544) wag Polasik et al
(2012, P. 220) wui1 esAUszneuliuledaeslianuddyiunig
onuuLszuUiiensTdnudunsnded weridunoulunsdstedll
g9e1n TanslunistiszArdudiiing azmin 90157 nenvaneuay
aansaassnnusiulalusuanuvasndsvestoya/anufudiudale
sufsvinsteyalunisiamuduinuddsie dmaligndiiing
dnanlatornudumeditn
5) Aanssundsnstodudn OTOP ANNNFUTINInN1AWTLD
noudns 1 vestniouiiealne Tusgfunisoanuuusidusznay
unasesunidvsdidnnsednd (70) eldlunisteveriuedetne
daufunvooulatiifedenadeuarannsonouaLesienNABINTg
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Tugnuanuazainauly eren1sintwagldeu (convenience) n1s
WimasLﬁm%’auaﬁuﬁwﬁaﬂéfaammmms%amEJLLavdwa‘u
(merchandising) #aanau msmmmamammwumum (prlvacy) %
HudanssulunisUsediundinisde wazasyiliifinnistesn aonndos
AUN13AN®1Y8Y Huang & Benyoucef (2017, pp. 51-53) uag Abrar,
Zaman & Satti (2017, p. 40) finuin mseenuuussRUsEnauLiialdly
NM5PevERuLAt T ederuAvsoeulaifeiaenndsuazauise
ma‘uauaam'ammﬁaqmﬂunﬂ%ﬁumammmiﬁm%uh%@%uﬁwaa
HusLan

UaLauauuy
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1) fusznaunisdudguruaztszauanudiioludeminis
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e sULUUBIRUTEnoUTsuNane Sum g B Enuseiindia 7
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