NIATIPINTNINAIALELNTIANT Wy Inendemalulagsvunadyys

U7 9 aduN 1 uns1aw - Tnuney 2565

resanrsnnnssansannnnnnninnnnnnnn@
MSNavaIN1TTuIAAT N1sFuianuEes wazn1siuiadnanene
ndnasandunlagausziudesuszuvasulalvauilag

TuldanIadealn

THE EFFECT OF PERCEIVED VALUE, PERCEIVED RISK AND
PERCEIVED CREDIBILITY ON PURCHASE INTENTION FOR ONLINE
INSURANCE OF CONSUMER IN CHIANGMAI PROVINCE

caa o

HUTUNS e’ angud) aulnsnes! uaz AT Aduwial

Chanarin Tasa!, Sugrit Limphothong® and Pongsiri Kamkankaew!”

Received 1 January 2022
Revised 30 March 2022
Accepted 11 May 2022

o/ ]

Unangs

[y [

NI LT UsrasAliloAnudnsnaveen1ssuiamel NMsTuIANNGEs N133u3

q
[ [
L4 4

ANMUUMT BN dINanufalazaUseiufsrussuuaulatve s usinaludaniad el

Y
v ' 17

wnuteyalaglduuvasuay nqusiiegrdlunisiduasilfied Nined ansusssivseiudy

Y

HussuUeaulauludmineelnd 31U 385 AU IATIZUTBUALAENITILATILIINISONN DY

Y

¥ 1 = = a

WA HANTITENUIN MITUIAMAT MITuIAMILELY uagn13SuIANNLILede HBvENa

1 U a dgl" U U 1 '3 YA U U = A [} a
sensdndulareuseiudeiussuvesuladvesfuilaaludmindeduy dadudsedns

'
o w aaa

N5V (R2) Wiy 0.614 wisedovaz 61.40 agNdtuyd AN sadAnTzavu .05

o o

AEARY: NMITUIAMAT MTUIANEES NMsTuiAMuelie avwadlate Ustiuduesulay

! AgUIMIIia ammigndeuein-ieslng
Faculty of Business Administration, North-Chiang Mai University.

*Corresponding Author, Email: Kpongsiri85@gmail.com

96



Journal of Marketing and Management

Volume 9 No. 1 January - June 2022

L T T S

Abstract

The purpose of this research was to study the effect of perceived, value,
perceived risk and perceived credibility on purchase intention of consumer for online
insurance in Chiang Mai province. The data of this research collected by questionnaires.
The sample size of this research was 385 consumers who had purchased online insurance
in Chiang Mai Province. The data were analyzed by multiple regression analysis.
The results showed that value perceived, value, perceived risk and perceived
credibility have effect on purchase intention of consumer for online insurance in Chiang
Mai province. The predictive coefficient (R2) was 0.614 or 61.40% with statistical

significance at the .05 level.

Keyword: Perceived value, Perceived risk, Perceived credibility, Perchance intention,

online insurance
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