
 

3

1

2

3



Panyapiwat Journal  Vol.5 No.2 January - June 2014



-



Panyapiwat Journal  Vol.5 No.2 January - June 2014

Interaction Effects of Product Component and Product Range

Interaction Effects of Product Component and Online Buying Service

Interaction Effects of Product Range and Online Buying Service 



Interaction Effects of Product Component, Product Range and Online Service 



Panyapiwat Journal  Vol.5 No.2 January - June 2014





Panyapiwat Journal  Vol.5 No.2 January - June 2014

Component Range



Online Service
 Online

Online 

e



Panyapiwat Journal  Vol.5 No.2 January - June 2014



df p p



Panyapiwat Journal  Vol.5 No.2 January - June 2014



 Product Component and Perceived Value

 Product Range and Perceived Value

 Online Service and Perceived Value
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 Interaction Effect of Product Range, 

Customers’ Perceived Value



 Perceived Value and Behavioral Inten-
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