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ABSTRACT 

This research aimed to study the acceptance of social network marketing 

for advertisement of service businesses in Thailand. In this research, we developed and 

extended the Enhanced Technology Acceptance Model (TAM2) to examine behavioral 

intention of organizations. Voluntary organizations were asked to complete a 

questionnaire. Analysis of the data was done by Structural Equation Modeling (SEM) 

to find correlated variables. The results showed factors that affect the choosing of the 

social network marketing for advertising were as follows: 1) the ease-of use perception 

which is related to the system quality, telepresecnce, and attractiveness; 2) the benefits 

related to the subjective norm, image, information quality, service quality, 

attractiveness, and perceived ease of use; 3) the enjoyment related to the 
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บทคดัยอ่ 
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สังคม เพื่อการโฆษณาของธุรกิจบริการในประเทศไทย โดยไดข้ยายโมเดลการยอมรับการใช้งาน

เทคโนโลยี 2 เพื่อตรวจสอบเจตนาเชิงพฤติกรรมของหน่วยงานท่ีเลือกใช้งานการตลาดเครือข่าย
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CHAPTER I 

INTRODUCTION 

 

 

1.1 Background and Problem Statement  
 At present, many forms of tools used as media in product or service 

advertisement and marketing have been improved. Most of these tools are used as 

communication channels in order to approach targeted groups relevantly and 

universally. For the matter of technology, nowadays, the people interested in utilizing 

various types of social network have been increasing so quickly. When the social 

network becomes popular; many agencies or organizations are also interested in 

utilizing each type of social network for their marketing activities. In the social 

network, “social network marketing (SNM) was the presentation of a product or 

service, which is exhibited via internet, by using social networks “site in OzerkOnder 

and Haluk Gumuskaya [18].  

 The social network marketing (SNM) is initiated by the use of internet 

marketing for products or services via the internet process. The internet marketing is to 

utilize the combination between creative ideas and internet techniques, which include 

the design, development, advertisement and sales. The advantages of this marketing 

pattern for agencies or organizations are: 

 1. Cost saving, the internet marketing lessens the advertising cost if 

compared with other media such as advertisement in newspaper, magazine, brochures 

as the internet marketing is cheaper and presented around the clock. It also reduces the 

personnel cost. 

 2. Time saving, this type of marketing helps shorten the working process; 

for example, the process of product documentation to be sent to customers is shortened 

and the operators can quickly present their products via email. 

 3. Both marketers and customers get quick responses and the 

products/services access to the targeted groups universally. 
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 4. Internet marketing boosts the capacity of data collection and precise 

measurement. The cost-effectiveness could be checked easily. The quantity of 

customers visiting that internet marketing could be checked. 

 5. Individual marketing could be possible by presenting and selling 

products when the customers feel interested in them. 

 6. Internet marketing widens communications and markets to cover both 

local and international markets. 

 7. Electronic marketing could be done around the clock. 

 8. Advertising is broad, and connected with many websites to hit the 

intended groups. 

 From the advantages of internet marketing mentioned above, many 

organizations or agencies have now applied some favorite social networks, e.g. 

Facebook, Twitter and YouTube to be communication tools in marketing and 

advertising activities for many organizations/agencies. 

 

Table 1.1 History of some social network websites in the world 

Year Social network websites 

1995 Classmates.com 

1997 Sixdegrees.com 

2002 Friendster and LinkedIn 

2003 MySpace and Hi5 

2004 Facebook 

2005 YouTube 

2006 Twitter and IMEEM 

 

 Table 1.1 shows the social networks developed at the initial age, from 

1995 – 2006, starting from Classmates.com, Sixdegrees.com, Friendster and LinkedIn, 

MySpace and Hi5, Facebook, YouTube and Twitter, and IMEEM respectively. Until 

in 2004, Facebook, YouTube and Twitter were so favorite as the number of registered 

users has been increasing considerably as shown in Table 1.2. 

 

 



Fac. of Grad. Studies, Mahidol Univ.   M.Sc. (Tech. of Info. Sys.Manag.) / 3 

Table 1.2 Number of registered users on social network websites 

Social network websites name Users Up Date 

Facebook 701,096,440 7/15/2011 

Twitter 175,000,000 3/31/2011 

MySpace 253,000,000 7/15/2011 

Friendster 95,000,000 1/27/2009 

Hi5 80,000,000 3/16/2009 

LinkedIn 50,000,000 10/14/2009 

Bebo 40,000,000 - 

Orkut 67,000,000 - 

Tagged 70,000,000 - 

Windows Live Space 120,000,000 - 

 

 Table 1.2 shows over 300 million registered users in social networks. This 

shows the favor of using many social networks nowadays. 

 

Table 1.3 Number of social network website users in Thailand 

Social network sites Users Up Date Reference 

Facebook 18,202,320 02/24/2013 [29] 

Twitter 909,631 01/15/2012 [31] 

Hi5 2,611,000 10/2011 [30] 

LinkedIn 295,000 10/2011 [30] 

foursquare 152,000 10/2011 [30] 

 

Table 1.3 shows the number of registered users in social networks in 

Thailand. Facebook, a social network, is the most favorite one at present. 
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Figure 1.1 Top benefits of social media 

 

 Figure 1.1 shows the advantages on social media as surveyed in 1,598 

agencies where their marketing tools in form of social media have been used for their 

marketing activities. When a large number of organizations or agencies as well as 

general people have accessed to various social networks, the Researcher feels 

interested in studying the acceptance on the utilization of social network. For the 

studies and research related to the social network, none of them dealt with the 

acceptance on the utilization of social network employed in marketing and advertising 

activities of many organizations. In this research, the social networks studied included 

Facebook, Twitter and YouTube used the service business, e.g. hotel, resort, 

restaurant, etc. 

 For the research on acceptance on technologies, there are several 

technology acceptance theories to be applied such as IS success model, Technology 

acceptance model, Extend Technology Acceptance Model (Extend TAM), etc. After 

considering the appropriateness of models to be applied in this research, the 

Researcher decided to apply Extend Technology Acceptance Model (Extend TAM) as 

proposed by Venkateshand Davis in 2000. The Researcher also studied other factors 

that may be applied to measure the acceptance on social network marketing for the 

advertisement of service business, e.g. subjective norms, image, information quality, 
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service quality, system quality, telepresence and attractiveness. The details about 

factors used in such measurement will be described in Chapter 2. 

 

 

1.2 Objectives 
1. To identity the factors affecting the acceptance on the utilization of 

social network marketing. 

2. To create and confirm the model for acceptance on the utilization of 

social network marketing in the service business. 

 

 

1.3 Scope of the research 
1. The research only covered the sector of service business in Thailand that 

used the social network marketing. 

2. The sample group included the organizations or agencies where the 

social network marketing has been used as their marketing and advertising tools. 

 

 

1.4 Expect Results 
 The expected outcome of this study includes: 

 1. Factors this determine user to acceptance of social network marketing 

technology. 

 2. Factors that have an influence to acceptance to use social network 

marketing technology. 
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CHAPTER II 

LITERATUREREVIEW 

 

 
The chapter describe about the characteristics of the Social network 

marketing, Model of technology acceptance, IS success model, Perceived enjoyment, 

Attractiveness and related research 

2.1 Social network marketing 

 2.1.1 Definition of Social network  

 2.1.2 Social network site 

 2.1.3Social network marketing  

 2.1.4 Social network marketing in Thailand 

2.2 Model of technology acceptance 

 2.2.1 Technology Acceptance Model (TAM) 

 2.2.2 Information System success model (IS success model) 

2.3 Structural Equation Modeling (SEM)  

2.4 Relate Studies 
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2.1 Social network marketing 
 

 2.1.1 Definition of Social network   

 Social network  is define as “a set  of  social entities that include people 

and organizations that ate connected by a set of socially meaningful relationships and 

who interact with each other in sharing the value ”[2]. In web marketing, social 

network is the practice of interacting with and expanding the number of one’s business 

or social contacts by making connections typical through social networking web sites 

such as Myspace and Facebook [7].Social Networking can be a component of 

numerous business initiatives, including: 

• Amplifying word-of-mouth marketing  

• Market research  

• General marketing 

• Idea generation & new product development  

• Co-innovation 

• Customer service 

• Public relations 

• Employee communications  

• Reputation management  

 

 2.1.2 Social network website 

 Social network website is a start from website 1.0, it is one-way 

communication. Like it is communication from web-master by publishing information 

to users. Web 1.0 have Human-computer interaction (HCI) in the less level or 

no response orcommentstogether. Later, it has developed from web 1.0 to web 2.0. To 

developed for add the sections that interaction between webmaster and user. The 

characteristic of websites to be two way communications, When the information or 

news to publish. Personal are interested to read them and to be able to inter actor 

comment about the site by via the area of website. As in the present reader  to be able 

share the opinions. The dissemination of information that may come from the readers. 

So, the difference of web1.0 and web 2.0 about as to share the information in sites. 
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 In this the social network website can be defined as “web sites that allow 

members to construct a public or semipublic profile and formally articulate their 

relationship to other user in a way that is visible to anyone who can access their file” [5]. 

 Take from reference [4], type of social network website can be classified 

into three types: social media site, social network site, and other web sites.  

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 Show the type of Social network websites 

 

- Social media site is defined “web sites that people to share user-create 

contends (UCCs). Some of the most widely used social media sites include YouTube, 

Flicker, Digg, Matacafe, etc.” 

- Social network site is defined “web sites that allow people to stay 

connected with other people in online communalities include MySpace, Facebook , etc.”  

- Other web sites is defied “web sites that allow people to post and share 

include Yahoo Grop, Blog, Online new site etc.” 

 

 Take from reference [4], it is result about social web site that popular by 

continent/region/country.  In the table show a partial list of social web site that popular 

of the world. 
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Table 2.1 Show the social web sites that popular by continent/region/country 

continent/region/country Social web sites 

Africa Hi5, Facebook 

America (North) MySpace, Facebook, YouTube, Flicker, Nexopia, 

Netlog 

America(Central and South) Orkut, Migente, Hi5, Sonico, Facebook 

Asia Friendster, Orkut, Xianonei, Xing, Cyworld, Hi5, 

YouTube, Mixi 

Europe Badoo,  Bebo, FriendsReunited, Facebook, Hi5, 

Cyprus, Tagged, Xing, Skyrock, Sudiyz, Hyves, 

iWiW, Nasza-klasa.pl, IRC-Galleria, LunarStorm, 

Netlog, Nettby, playahead, Odnoklassniki.ru, V 

Kontakte 

Middle East  Facebook 

Pacific Islands Bebo 

Source: Ozerk Onder and Haluk Gumuskaya, Architectural platform: a social network 

site for architects, Procedia Computer Sicence3 

 

 From the table show the social network websites that using and popular in 

present. In this studies  chosen to studies social network websites, that is, social media 

sites , social network sites and other websites in casefacebook, Hi5, YouTube, and 

Twitter. 

 

 Facebook 

 Facebook is a computer-mediated Social Networking System that has 

become one of the most popular means of communication which was founded by 

Mark Zuckerberg, Dustin Moskovitz and Chris Hughes while attending Harvard and 

after its successful use within the Harvard community, it quickly spread to other 

institutions, even Zuckerberg and Moskovitz left college in order to manage Facebook 

as a full-time job in 2004[5].  
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Facebook is the social network site, it is one of a number of tools on social 

network help the user about to using for create the relation of the people together.        

      

Figure 2.2 Example of facebook page 

 

 Hi5 

 Hi5 is a social networking website based in San Francisco, California. The 

company was founded in 2003 by RamuYalamanchiBy 2008,comScore reported that 

hi5 had become the third most popular social networking site in terms of monthly 

unique visitors.BillGossman was appointed CEO in April 2009, and since that time, 

hi5 has refocused itself as a social gaming platform and opened itself to new game 

developers [5]. 

 

 

 

 

 

 

 

Figure 2.3 Example of Hi 5 page. 
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 YouTube 

 Youtube can be defined as “a video- sharing web site” [5]. YouTube is the 

social media site, it is one of a number of tools on social network, that help to using 

about to share the multimedia file.YouTube to be measure of popular get by visitor 

forsupport the marketing.To using YouTube should simultaneously with another social 

network websites. 

 

 

 

 

 

 

 

 

 

Figure 2.4 Example of YouTube. 

  

 Twitter 

 Twitter is the social network website; the character is the micro blog that 

show the sort message in the site. It is one of  a number of tools on social network help 

the user about to  follow  to personal or organization for be informed . 

 

 

 

 

 

 

 

 

 

Figure 2.5 Example of Twitter 
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  Hence, social network websites can be summary the feature: 

User profiles 

Create online connections 

Join online groups 

Communicate with online connection lists 

UCC sharing  

Opinion sharing freture 

Access to information 

Keep users 

Source: OzerkOnder and HalukGumuskaya, Architectural platform: a social network 

site for architects; 2011 

 

 2.1.3 Social network marketing (SNM) 

The marketing can be defined as “to present the products or service for 

response the requirements of the customers about to be satisfied withproducts or 

service ” .In marketing literature, the type of channels can be divided broadly into 

direct and indirect marketing. Recent, media about marketing that have many channels 

such as televisions, digital signet, newspaper, internet, and etc.  

Internet marketing was the marketing via websites, so in the channel has 

various advantages for companies to sell directly on the Internet. Advantages can be 

classified into those three channels based on the functions performed [8]: 

• As a communication channel: information exchange between sellers 

and buyer. 

• As a transaction channel: sales activities. 

• As a distribution channel: physical exchange of products/services 

Hoffman and Novak said about internet marketing “The Internet has 

proven effective for advertising, marketing distributing goods, and providing 

information services” site in [19]. Internet marketing starts from general websites such 

as yahoo that have to create group of members for communicate, share information 

and act.  

Today, many social network websites can be to create business challenge. 

The features of social network websites that using as personal profiles, establish online 

connections, sharing information, finding information and holding the user etc [4]. 

From attribute showed the social network website that to using in the present, generate 

revenues through advertising, subscription, and transaction models [7]. 
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W.G. Mangold and D.J. Faulds said about “social media marketing is the 

presentation of a product or service, which is exhibited via Internet, by using social 

networks” site in OzerkOnder and HalukGumuskaya [9]. 

Teanpull D. [10]social network marketing is defined the strategy used to 

create relationship with customers and it is communicate about customer requirement. 

In this study social network marketing can be defined the marketing 

through internet, by using social network websites. Social network website can be 

used in communication such as customer relationship, advertising, providing 

information services and encouragement for products or service. Each social network 

website, it has the different methodology. So, the organization can usesocial network 

marketing as: 

 

Facebook in marketing 

In facebook, to make advertise on facebook have 4 steps follow as: 

1. Identification the target. 

2. Definition the target. 

3. Create the advertise and design the budget. 

4. Understand the policy of facebook and process in approve of facebook. 

 

The advertise of facebook have two types such as: 

1. Premium 

2. Marketplace 

 

Premium 

Facebook offers relevant and integrated advertising opportunities to 

engage yourtarget audience. Facebook’s team can help you develop the ideal 

Facebook advertisingsolution. To determine the most relevant opportunities for you. 

 

 Marketplace 

Marketplace is advertised that you were creating such as page or activities. 

You have the opportunity to show their support of social groups in your advertise. 

These ads are very tempting and it is relevance ads to your audience. This will appear 
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in the ads includes information about the friends that joined in the advertising page, 

events, and application or an ads on facebook. 

Step to create Marketplace 

1. Identify the target group. 

2. Definition the target group. 

3. Start to create advertise and set a budgets. In this process will include  

3.1 Design your advertise about: 

- Header of advertises. It has 25 characters 

(combine space)  

- Advertise, it has 135 characters. Using to 

definition about your product or service. 

- Image, it will be relevance of your product or 

service. 

- URL to terminal. Exam www.exampel .com/ 

special.html  

3.2 Select the target group. Based on criteria from: 

- Place such as city, state, province or country. 

- demographics such as age, sex, and langrage. 

- favorite and interests such as hobbies and your 

customers is crazy. 

- Education and work. 

3.3 Plan of advertise 

3.4 Set price of advertise 

- Cost per Click (CPC) this plan is paid every time 

if click to your advertise. 

- Cost per Mille (CPM) this plan is paid by number 

of people see your ads.  

3.5 Budget per day 

It is a maximum amount that you paid per day. If 

maximum amount equal the budget per day. The system will be stop your advertise. 
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3.6 The advertise budget 

It is a maximum amount that you will spend the 

duration of the advertise. It covers the period of time. 

3.7 Max Bid 

The maximum amount that you would pay for the 

CPC or to one thousand visits times. Depending on  whether you are priced on CPC or 

CPM facebook to bid based on the audience you choose. You have the option to 

choose different prices by using the advanced mode.  

3.8 Auction System 

In facebook have the pricing of the action.  This 

means that the market price. If you set your maximum bid. It means that you agree to 

pay the price bid per click or visit to your ads equal one thousands. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.6 Advertise via facebook page 

 

 Measurement in facebook 

 Facebook insight is tool for measurement or analysis behavior and trend of 

customer. To using insight get by http://www.facebook.com/insights. So, in the page 

that have been divided into two sections include: 
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1)  Users information 

In this show active user that visit on your page. It will be show the number 

of personal that “Like” is add New Likes or number of personal “Remove Like” per 

day. Information in section can show about degree of popular.Including the 

information of those who like us (Demographic).Sort by gender, age, and country.In 

this section we know that the target group. 

2)  Insights 

 This can be verified that the information be posted in the Page. People 

press “Like” or “Unscribes” which is measure about feedback of user. Can be verified 

about how many people can be sure that the new activities in the page such as 

mentions, discussion posts, review, wall post, and upload video. So, if information is 

minimal this means that the people not have interaction with page. But if is higher this 

means the people have interested in the page. The company can us Insight that people 

prefer to have more than 30 people or more. For those company wants to bring this 

information to report. To exported data by http://www.facebookinsightsdata.com. 

 

 YouTube in marketing 

 To make YouTube in marketing can be know the information that gives 

advantage to decision about popularity of product or service. Process to using as 

follow: 

1. Register account in AdWords (http://adwords.google.co.th/) 

2. Select advertise tab. 

3. Select tools for help to create advertise   

4. Click on a category of audio and video. From the menu and browse for 

a template that has been promoted. 

5. Insert your advertise. 

6. Click start for using the media tool and select video. 

7. Select position on YouTube. The area to show your advertise. You can 

select image that show combine advertise. 

8. Click save advertise. For Finnish.  
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 The cost of advertising on YouTube 

 The YouTube video that has been promoted into the AdWords auction 

model of public relations will compete for the position of your choice. Like any other 

AdWords ads, a combination of setting that your keywords. The budget that your 

select will using to identify position of advertise and frequency to show your advertise. 

 In May 2011, the cost of video campaign has change from cost-per-click 

(CPC) is a cost-per-view (CPV).  When has create the promotion. Provider request 

about the maximum amount to be paid each time that visitor see your promotion. This 

campaign will be charged when the customer start to watching your video. This means 

that the customer watch end or not end will be charged too. This pricing format 

ensured that the cost of your advertise more relevant to your target group. The 

company just have to the price at least 0.4 Bath per view. For start promote.  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.7 Measurements in YouTube (Bangkok Hospital Phuket) 

Detail  

-Number of visitor 

- Number of press like 

orunlike 
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Figure 2.8 Register setting for using twitter. 

 

1. Register for using twitter. 

2. Set up your profile:  

-  URL, Biography, and Location are important for use social 

network marketing. They are use to introduce your company.  

3. Follow, the personal that you follow is a person who is associated with 

the target group. 

4. Tweet for update your status. It is help to build interesting of your 

company.  
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Table 2.2 Measurement in YouTube 

Tool Description  

http://twittercounter.com 

To measurement the number of personal that 

follows you. It can be using compare with other 

personals.  

http://bit.ly/ 

To make short URL that it track of click link in 

twitter. 

http://tweetstats.com To measurement the behavior of Tweet  

http://www.trendrr.com 

To measurement of social network about marketing 

such as twitter, YouTube, and Google. 

http://www.twitalyzer.com 

To measurement potentialities of marketing through 

each twitter account.  

 

 2.1.4 Social network marketing in Thailand 

 In Thailand many organization or companies to using the social network 

marketing channel choice.The functions to using as the advertising, customer 

relationship, promotion, activity, branding, and etc. 

 Social network marketing that found in service business such as: 

 - In hotel and resort, communicating with customer about the detail of 

room and promotion for each fastival. And review the interest place around it. 

 - In restaurant, communicating with customer about promotion and present 

the activities of company. 

 - In bank, communicating with customer about information of interest rate 

or information of activities. 

 - In hospital and clinic, communicating with customer about promotionof 

the treatmentorexamination. And use forpublishedinformation onhealth care. 

 Using social network marketing can be save time and cost. It’s very 

enjoyments with customer and easy to manage information via the site because the 

organization or companies can manage by using internet via personal computer, laptop 

or the other device.  

http://twittercounter.com/
http://bit.ly/
http://tweetstats.com/
http://www.trendrr.com/
http://www.twitalyzer.com/
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2.2 Model of technology acceptance  
 

 2.2.1 Technology acceptance model 

 The original technology acceptance model (TAM). TAM was purpose by 

Davis et al. in 1989. TAM had the developed from the theory of reasoned action 

(TRA) proposed by Fishbein and Ajzen. The model had to expand two variables on 

internal as attitudes and intentions. In the main model had to add perceived ease of use 

(PEOU) and perceived usefulness (PU). TAM is model to using predict about the user 

acceptance or reject the information technology [11].  

 

 

 

 

 

 

 

 

 

Figure 2.9 Technology Acceptance Model (TAM) by Davis et al. in 1989. 

 

 In technology research, TAM was studied by manyarticles published to 

acceptance the relation with various types of information technologies such as; 

 In adoption to use social network sites in Korea, Kwon [2], studied about 

an empirical study of the factors affecting social network service use. In this paper he 

has analyze how individual user‘s intention to use social network service. He focus on 

three dimensions as determinants: social identify, altruism and telepresence . And add 

perceived encouragement to the Technology Acceptant Model (TAM). The study 

found social identify is the important factor affecting perceived usefulness and 

perceived encouragement actual use, altruism is the important factor affecting 

perceived ease of use and perceived encouragement actual use, telepresence is the 

important factor affecting perceived ease of use and perceived encouragement actual 

use, and perceived encouragement that add to TAM  is the most important factor 
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affecting perceive usefulness and important affecting actual use social network 

service. 

 In adoption and usage website, Heijden[8], studied about perceived 

attractiveness and perceived enjoyment to extending the TAM for usage of websites. 

He found perceived attractiveness is the most importance factor affecting perceived 

usefulness, perceived enjoyment, and perceived ease of use websites.  Perceived 

enjoyment is the important factor affecting attitude and intention to use websites.  

 In 2000, the extend technology acceptance model was purposed by 

Venkatesh and Davis.It had the developed from Technology acceptance model. The 

new model is changed from original model about reject the internal variable (Attitude 

towards Use) out of the model.And additional variable to constructs as voluntariness, 

experience, subjective norm, image, job relevance, output quality, and result 

demonstrability.Wu and el at. [12] , studied about  the  difference between TAM and  

alternative  TAM. They were find the Extend TAM showed a better model fit than the 

original TAM. 

 

 

 

 

 

 

 

 

 

 

Figure 2.10 Enhanced Technology Acceptance Model (TAM2) by Venkatesh and 

Davis in 2000. 

 

 In technology research, TAM2 was studied by manyarticles published to 

acceptance the relation with various types of information technologies such as;  

 Ping Yu [13].Used extend TAM model to examine Health IT acceptance 

factors o long-term care facilities. The studies founded perceive ease of use and 
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perceived usefulness is positive effect to using technology. And external variable 

(subjective norm, image) is positive effect to perceive ease of use. 

 

 2.2.2 Information System success model (IS success model) 

 IS success model was first proposed by DeLone and McLean in 1992. This 

model has six variables. The variable include are system quality, information quality, 

use, user satisfaction, individual impact and organization impact. Shown figure 2.8 

 

 

 

 

 

 

 

 

Figure 2.11 Information Systems Success Model DeLone& McLean in 1992. 

 

 In 2003 IS success model was update by DeLone and McLean. Its 

expanded model by add the new variable in the model, that is service quality. Service 

quality are affecting to user satisfaction and intention to use. And change the final 

result is net benefits. Show figure 2.9 

 

 

 

 

 

 

 

 

 

Figure 2.12 Updated Information Systems Success Model DeLone& McLean in 2003 

http://www.fsc.yorku.ca/york/istheory/wiki/index.php/Image:D&M2002.jpg�
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 The research in IS success model (Chang el al., 2005) [14] used TAM and 

IS success model to examine acceptance internet tax-filing system in Taiwan. The 

studies founded information system quality, information quality were significant 

factors to predict perceived usefulness; Information quality was significant impact on 

perceived ease of use. This study propose to TAM model is suitable to predict the user 

acceptance in the G2C context. In 2010, Fan-Yun Pai and Kia-Huang [18] propose a 

conceptual model, appropriate for the intention to use healthcare information system. 

The model used information system success model and technology acceptance model. 

The studies founded information, service, and system quality influence user’s intention 

thorough the constructs, perceived usefulness and perceived ease of use. 

 

 

2.3 StructuralEquationModeling (SEM) 
 Structural Equation Modeling (SEM) is used to test complex relationships 

between observed (measured) and unobserved (latent) variable and also relationships 

between two or more latent variable. Lisrel is the first program that it was developed 

for SEM. Today, the program is widely used. For example of the other SEM model 

program, AMOS, M plus, or EQS [32].  

 

 

 

 

 

 

 

 

 

 

 

  

Figure 2.13 Structural EquationModeling (SEM) 
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Table 2.3 Symbol picture and meaning 

Symbol picture Meaning 

 

 

 

Observe variable 

 

 

 

Latent variable 

 

 

 

Path analysis/Factor analysis relationship 

 

 

 

Covariance or Relationship of 2 variable 

 

 Latent variable in SEM is divided into two type: i) Latent cause (From 

Figure 2.10 is K1 and K2) is call “Exogenous variable”. The symbol is K or ξ(KSI). ii) 

Latent result (Form Figure 2.10 is E1 and E2) is call “Endogenous variable”. It use 

“E” symbol or η (ETA).  

 Observed  variable is divided into two types: i) Observed variable for 

measuring exogenous variable (X symbol). ii) Observed variable for measuring 

endogenous variable (Y symbol). 

 Error of measuring observed X variable uses “d” or Θ(THETA). Then, 

error of measuring observed Y variable uses “e” or ε (EPSILON). And, error of 

measuring latent E variable uses symbol “Z” or ζ (ZETA) 

 From Figure 2.10, it has two exogenous variables (K1 and K2), two 

endogenous variables (E1 and E2). Exogenous observed variable are six variables  

(X1, X2, X3, X4, X5, and X6). K1 has three observed variables (X1, X2, and X3). 

Also, K2 has three observed variables ((X4, X5, and X6). 

  

 

 

 



Fac. of Grad. Studies, Mahidol Univ.   M.Sc. (Tech. of Info. Sys.Manag.) / 25 

 Endogenous observed variable is Y1, Y2, Y3, Y4, and Y5. Y1 and Y2 are 

observed variable of E1.  Also, Y3, Y4, and Y5 are observed variable of E2. And, d1, 

d2, d3, d4, d5, and d6 are variable of error (X1, X2, X3, X4, X5, and X6). For el, 

e2,e3,e4, and e5 are variance of error (Y1, Y2, Y3, Y4,Y5, and Y6). And last, z1 and 

z2 are variance of error (E1 and E2). 

 Structural equation modeling is consisted two parts. There are two kinds i) 

Measurement model, and ii) structural model. Measurement model shows linear 

relationship between latent and observed variable. Structural model shows linear 

relationship of latent variable together. 

 

 

2.4 Related studies  
 In this studies about social network marketing. It has any research that 

related. The model that used to predict in acceptance of technology such as 

Technology Acceptance Model (TAM), Extend Technology Acceptance Model 

(TAM2), and Unified Theory of Acceptance and Use of Technology (UTAUT). 

 In adoption to use blog, Hsu [7], studied about acceptance of blog usage. 

The model, based on the theory of reasoned action (TRA), he develop a model 

involving technology acceptance, social influence and knowledge sharing motivation. 

The studies found technology acceptance factors (perceived ease of use and perceived 

enjoyment) and knowledge sharing factors (altruism and regulation) important 

affecting attitude toward using blog. Social influence factor (community 

identification) most importance affecting intention to blog.  

 In adoption of on-line tax, Wu and Chen [20] studied about acceptance 

online tax. The model base on extended TAM with TPB and adding trust to the 

context. The studies founded indicates that all factors have been supported citizen’s 

intention, but the effect of perceived usefulness on intention and the effect of 

subjective norms on intention are not significant. 

 According using the social network websites, Kim [4], studies about on 

social network he foundthat social network website hasmanaged to communicate 
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many people together andfound the uses and benefited of social network websitesfor 

business users. 

 

Uses 

- Marketing and customer relationship management 

- Corporate intranets 

- External peer networking 

- Miscellaneous 

 

Benefits 

- Reduce discrepancy between customer and organization. 

 In this studies use extend technology acceptance model for developed the 

research model (show the research model in figure 3.2) Because, follow in the result of 

user acceptance of wireless technology in organization. The result showed, the 

extended technology acceptance model is better than the original technology 

acceptance model[13]. And adds the variable that use for explain the acceptance social 

network marketing follow in table 2. 

 

Table 2.4 Relate Researches (TAM/TAM2) 

Studies Technologies TAM Factors 

Hans van der 

Heijden 

 

TAM Original Perceived Usefulness 

Perceived ease of use 

Attitude towards use 

Intention to use 

Perceived Attractiveness 

Perceived enjoyment 

 

Vassilion P. 

Aggelidis 

UATUT Perceived Usefulness 

Perceived ease of use 

 

Social influence 

Attitude 

Facilitation conditions 

Self-efficacy 

Ohbyung Kwon Extending 

conventional 

TAM 

Perceived ease of  use 

Perceived usefulness 

Social Identify 

Altruism 

Telepresence 
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Table 2.4 Relate Researches (TAM/TAM2) (cont.) 

Studies Technologies TAM Factors 

Ping Yu Extended 

technology 

acceptance 

model 

(TAM2) 

Perceived ease of  use 

Perceived usefulness 

Subjective norm 

Image 

Computer skill 

 

Fan-Yun Pai, Kai 

Huang 

TAM2 Perceived Usefulness 

Perceived ease of use 

 

Service quality 

System quality 

Information quality 
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CHAPTER III 

RESEARCH METHODOLOGY 

 

 
 In this chapter the research methodology is described in terms of study 

methods, research tools, research schedule from beginning until the end of the 

research. 

 

 

3.1 Research Methodology 
 This research should have nine steps to achieve a successful of objectives. 

The general picture of planning can be described as figure 3.1 

 
Figure 3.1 Research Methodology 
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3.2 Preliminary Study 
 1. Literature review about related data that involve this research. 

 2. Collect data and study related statistics theories form the study of 

related research, journal, thesis, survey report, and other in the internet. 

 3. Study data about social network marketing, type of social network 

websites, types of business who using marketing via social network websites, and 

technology acceptance model. 

 4. Study research about Technology Acceptance Model (TAM). 

 

 

3.3 Scope of survey 
 1. Target group 

 The target group of this research is type of organizations that using social 

network marketing technology in Thailand. This study only limited respondents to 

social network marketing user’s which they use social network website for marketing. 

 2. Population and Sample Group 

 The population in this research is types of business who using social 

network marketing in Thailand.  The sampling groups have two methods: finite 

population (know population size) and infinite population (unknown population size). 

In this research use the infinite population method and use with W.G. cochran , 1953 

theoretical statistic into calculating size of sampling groups[11] 

 

 
  

n = Number of samples. 

P = Percentage of random from all of number population. 

Z = Percentage of the level of confidence include 2 level 

- the level of confidence 95%   Z = 1.96 

- the level of confidence 99%   Z  =  2.58 

e = Percentage of the level of significance. 
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 In this study, researcher definesvalue of variable follow: 

P = 0.80   

Z = 1.96  

e = 0.05  

 The result number of calculate sample sizes is 245 Thai organization was 

used in this study. The response rate is 100 percent. 

 Silpjaru [11] defined about P value, to calculate sample sizes in the case of 

an unknown number of people. It should be set not less than 50 percent of the sample 

size to be the level of rlaibility. 

 

 

3.4 Research Model and Hypotheses 
 The research model of this study was developed base on the extend 

technology acceptance model (extend TAM) andconsiders sixexternal variables 

determinants among the individual characteristics: subjective norms, image, service 

quality, information quality, system quality, telepresence, attractiveness and perceived 

enjoyment, as show in Figure 3.2 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 3.2 Purpose Model (adapted from Extend TAM) 
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 The development of this research model is based on two points. First, is 

for the intention to use social network marketing, by adopting the system, service, and 

information qualities covered in the Information System Success Model proposed by 

DeLoned and Mclean.Seconded is based on extend TAM, add the external variables 

(attractiveness, telepresence and perceived enjoyment) and integrating the dimensions 

of perceived  usefulness, perceives ease of use, and behavioral intention to use. 

 

 Subjective norm 

 Finhbein and Ajzen said about Subjective norms is defind“ per son’s 

perception than most people who are important to him/her think he/she should or 

should not perfrom the behavior in question” site in P. Vikanda [16] . It is believe 

about social norm, which is to be using to decision in behavior such as family, friends, 

associate, and manager. And the factor that using to estimate subjective norms was 

normative beliefs. Ping Yu [13] found that subjective norm has effect to behavior 

intention and perceived usefulness. 

 Hypothesizes about Subjective norms 

 H1a Subjective norm will have a positive effect on behavioral intentions 

to use.   

 H1b Subjective norm will have a positive effect on perceived  usefulness. 

 

 Image 

 Moore and Benbasat [17], definedimage as a “degree to which a person 

perceives that the use of an innovation enhances his/her status in his/her social 

system”.Theyfound image have positive effect on perceived usefulness. Researcher 

think, if the organization to using technology for operate in business may be improve 

performance and encourage status in the organization.  Ping Yu [13] found that image 

was a factor that significantly impact on caregiver’s perceived ease of use.He found 

technology will be to easy decision and believes that using an information technology 

application will bring in positive to her/him.   

 Hypothesizes about Image 

H2  Image will have a positive effect on perceived usefulness. 
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 Information quality 

 I-C.Chang et al. [14], defined about information quality is the degree to 

which user are provided with quality information with regard to their needs. Fan-Yun 

Pai and Kai Huang [18] use the Technology Acceptance Model to explore the 

introduction of healthcare information system. They found information quality was 

support to Information System user’s perceived usefulness. Information quality can be 

determined by completeness, ease of understanding, personalization, relevance, and 

security [3]. 

 Hypothesizes about Information quality 

 H3 Information quality will have a positive effect on perceived 

usefulness. 

 

 Service quality  

 Service quality can be define is the performance of service which 

determined from the degree of satisfaction of customer. Fan-Yun Pai and Kai Huang 

[18] use the Technology Acceptance Model to explore the introduction of healthcare 

information system. They found service quality also has a positive influence on user’s 

perceived usefulness and perceived ease of use.Service quality can determined by 

assurance, empathy, and responsiveness [3]. 

  Hypothesizes about Service quality 

H4a  Service quality will have a positive effect on perceived usefulness. 

H4b  Service quality will have a positive effect on perceived ease of use. 

 

 System quality 

 I-C.Chang et al. [14], defined about system quality is the degree to which 

the technical component. System quality can be determined by adaptability, reliability, 

response time, and usability[3]. Fan-Yun Pai and Kai Huang [18] use the Technology 

Acceptance Model to explore the introduction of healthcare information system. They 

found system quality is positively influences user’sperceived ease of use. 

 Hypothesizes about System quality 

 H5   System quality will have a positive effect on perceived ease of use. 
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 Telepresence 

 Telepresence is defined by Kim &Biocca, so they describe that “individuals 

feel like they are located remotely from where they currently are” , site in [2]. 

 Ohbyung Kwon introduced [2], telepresence will have a positive effect on 

perceived ease of use and encouragement of a social network service; they found 

telepresence is supported to ease of use and encouragement of actual to use social 

network service. 

 Hypothesizes about Telepresence 

H6   Telepresence will have a positive effect to perceived ease of use. 

 

 Attractiveness 

 Attractiveness is defined as “the degree to which a person believes that 

website is aesthetically pleasing to the eye” [8].  

 Heijden[8], introduced perceived visual attractiveness positively 

influences perceived usefulness, perceived ease of use and perceived enjoyment; he 

found perceived visual attractiveness is support to usefulness, perceived ease of use 

and perceived enjoyment to use websites. 

 Hypothesizes about Attractiveness 

 H7a Attractiveness will have a positive effect to perceived usefulness. 

 H7b Attractiveness will have a positive effect to perceived ease of use. 

 H7c Attractiveness will have a positive effect to perceived enjoyment. 

 Hypothesizes about Perceived ease of use 

H8a Perceived ease of use will have of positive effect on perceived 

usefulness of social network market. 

 H8b Perceived ease of use will have of positive effect on perceived 

enjoyment of social network market. 

 H8c Perceived ease of use will have a positive effect on behavioral 

intentions to use the social network marketing.  

 

 Hypothesizes about Perceived usefulness 

 H9 Perceived usefulness will have a positive effect on behavioral 

intentions to use the social network marketing. 



Jutaporn Luanlong      Research Methodology / 34 

 Perceived enjoyment 

 Perceived enjoyment is defined as “the extent to which the  activity of 

using the computer is perceived to be enjoyable in its own right,  apart from any 

performance consequences that may be anticipate”[8]. Perceived enjoyment like the 

perceived playfulness, so that it’s defined as “the degree to which a current or 

potential user believes that the SNS will bring him/her a sense of enjoyment and 

pleasure” [19]. 

 Hsu[8] introduced perceived enjoyment will positively affect users 

‘attitude toward participating in a blog; they found perceived enjoyment significantly 

affected attitude toward using blog .  

 Sledgianowski [19] introduced playfulness has a significant positive effect 

on intention to use SNSs; they found perceived playfulness is directed influence on the 

intention to use and actual use SNSs.  

 Hypothesizes about Perceived enjoyment 

 H10 Perceived enjoyment will have a positive effect on behavioral 

intention to use. 

 

Table 3.1 Operational definitions of questionnaire construct and the number of items. 

Construct Operational definition 
Number 

of items 
Source of items 

Subjective 

norms 

To using social network marketing of 

organization caused social influence 

or personal. 

4 Ping Yu.(2009) 

Image The degree of used social network 

marketing can be effect to the image 

of organization. 

4 Ping Yu.(2009) 

Information 

quality 

Organization are used social network 

marketing with quality information 

can be determined by control the 

information of service. 

3 I-Chui Chang, Yi-

Chang Li, Won-Fu 

Hung &Hisn-Ginn 

Hwang.(2005) 
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Table 3.1 Operational definitions of questionnaire construct and the number of items. 

(cont.) 

Construct Operational definition 
Number 

of items 
Source of items 

Service 

quality 

Organization are used social network 

marketing with quality service can be 

determined by interaction with 

customer and public relations. 

4 Dong Hee 

Shin.(2009) 

System quality Organization are used social network 

marketing with quality system can be 

determined by ease of learning. 

5 I-Chui Chang, Yi-

Chang Li, Won-Fu 

Hung &Hisn-Ginn 

Hwang.(2005) 

Telepresece To using the social network 

marketing, a user could perceive that 

she/he is getting in touch 

simultaneously with a multiple space. 

4 Ohbyong 

Kwon.(2010) 

Attractiveness The degree to which organization 

believes that the social network 

marketing is aesthetically pleasing to 

the eye. 

5 Hans van der 

Heijden.(2003) 

Perceived 

Enjoyment 

The activity of using the social 

network marketing is perceived to be 

enjoyable. 

3 Hans van der 

Heijden.(2003) 

Behavioral 

intention to 

use 

Behavioral intention to use defined is 

the organization is likelihood to use 

the social network marketing. 

3 Hans van der 

Heijden.(2003) 

Perceived ease 

of use 

The degree of organization believe 

that the use of the social network 

marketing to be easy. 

4 Ohbyong 

Kwon.(2010) 

Perceived 

usefulness 

The degree of organization believes 

that social network web marketing to 

benefits of the work. 

5 Ohbyong 

Kwon.(2010) 
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 The conceptual framework for study is Extend TAM created to incorporate 

additional theoretical constructs including information quality, service quality, system 

quality, telepresence, attractiveness and perceived enjoyment. The researcher sets 

research hypotheses as follows: 

 

 

3.5 Research Design 
 The conceptual research framework and research hypotheses were defined, 

questionnaire for quantitative data gathering. The survey instrument was developed 

from many research paper and related research. 

 Questionnaire: It is divided in 2 parts as shown in Table 3.2 

 

Table 3.2 Topic of Questionnaire 

Part Topic 

1 Organizational characteristics and general information 

2 Acceptance/Recommendation to encourage social network marketing 

technologies in organization 

 

 Part 1: Organizational characteristics and general information 

 This part will make to understand the organization profile, such as type of 

organization, organization size, each organization used social network marketing for. 

 In this part, by check list item type which contains 6 items were made. 

There are 2 items which require are replied more than on answer. The check-list item 

type used frequency and percentage approaches of which results are shown in table 

and graph styles.   

 

 Part 2: Acceptance/Recommendation to encourage social network 

marketing technologies in organization 

 This paper will make to understand the acceptance social network 

marketing in organization. The operation definition of questionnaire constructs 11 

functions as follows: 
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- Subjective norms 

- Image 

- Information quality 

- Service quality 

- System quality 

- Telepresence 

- Attractiveness 

- Perceived usefulness 

- Perceived ease of use 

- Perceived enjoyment 

- Behavioral intention to use 

 All questions in this part which consist of rating scale 35 items. Mean 

values  and Standard Deviation (S.D) were used. 

 

 The measures 

 The constructs defined in the theoretical model were operated by several 

measures. These measures were stated in the hypotheses presented earlier. Each 

measure was formed from two or more questionnaire items. All these items are 

shown in table 3.8 All the measures were formed using questionnaire items that were 

either developed by the authors or modified from previously published scales to the 

technology-oriented environment in which the instrument was utilized.   
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Table 3.3The sources and the items summarized  

Contracts Source 

Subjective norms 

SN1 Manager require to using social network - marketing. 

SN2                 When the other organization use social network for 

marketing. Thus, we interest to using social network 

for marketing. 

SN3                 Allow the statistic of use social network. Thus, the 

organization interest to using social network for 

marketing 

SN4  Organization believes, to using social network. Will 

be positive effect to organization. 

Ping Yu.(2009) 

Image 

IM1 Social Network Marketing is tools that have 

performance for public relation.  

IM2 Social Network Marketing is tools for reconcile 

between customer and organization.  

IM3 The organization believes Social Network Marketing 

that is to impress the customers. 

IM4                 The organization believes Social Network Marketing 

is the tools for enhance  the image  

Ping Yu.(2009) 

Information quality 

IQ1 Social Network Marketing its can be publish 

information via multiple formats. 

IQ2 The organization can be providing information are 

relevance about Information that meets customer 

needs. 

IQ3                  The social network marketing provides the up-to- date 

information. 

IQ4                  The social network marketing help organization get 

feedback from customers. 

I-Chui Chang, 

Yi-Chang Li, 

Won-Fu Hung 

&Hisn-Ginn 

Hwang.(2005) 
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Table 3.3The sources and the items summarized. (cont.) 

Contracts Source 

Information quality 

IQ1 Social Network Marketing its can be publish 

information via multiple formats. 

IQ2 The organization can be providing information are 

relevance about Information that meets customer 

needs. 

IQ3                  The social network marketing provides the up-to- date 

information. 

IQ4                  The social network marketing help organization get 

feedback from customers. 

I-Chui Chang, 

Yi-Chang Li, 

Won-Fu Hung 

&Hisn-Ginn 

Hwang.(2005) 

Service quality 

SQ1               Social network marketing may be good to proving 

information about service or product reach totarget 

group.  

SQ2                The organization think about to using social          

network marketing may be better response  

SQ3                To using social network for marketing may be good 

value to publish information 

SQ4                Social network marketing may be customer satisfied 

about service or product. 

Dong Hee 

Shin.(2009) 

System quality 

SYQ1 The application of social network sites can be easy to 

apply to using about marketing. 

SYQ2 The application of social network marketing is easy to 

learn and applied to uses. 

SYQ3               The applications of social network marketing have     

responds           well time to access the sites. 

SYQ4             Social network marketing is support many    

                        operating system such as windows, ios, android. 

I-Chui Chang, 

Yi-Chang Li, 

Won-Fu Hung 

&Hisn-Ginn 

Hwang.(2005) 
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Table 3.3The sources and the items summarized. (cont.) 

Contracts Source 

System quality 

SYQ5               Social network marketing is tools that better than 

other tools  

I-Chui Chang, 

Yi-Chang Li, 

Won-Fu Hung 

&Hisn-Ginn 

Hwang.(2005) 

Telepresece 

TEL1 The organization believes the area on social network 

site can be center of service. 

TEL2 To usingsocial network marketing can be to opinions 

together. 

TEL3               When the social network marketing, the organization 

felt like actually met other customers. 

TEL4               The organization felt that the social network 

marketing create a new promotion. 

Ohbyong 

Kwon.(2010) 

Attractiveness 

ATT1               The population of online shopping.  Make social   

network marketing attractive to use. 

ATT2               Information from other customer on social network 

marketing. Make its attractive to use. 

ATT3               Social influence makes social network marketing 

attractive to use  

ATT4 The feature of the social network marketing is 

attractive. 

ATT5 The application of the social network marketing is 

attractive. 

Hans van der 

Heijden.(2003) 
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Table 3.3The sources and the items summarized. (cont.) 

Contracts Source 

Perceived usefulness 
PU1 The social network marketing helps to share 

informationof organization. 

PU2 The social network improvesof service my 

organization. 

PU3 The social network marketing makes it easy to reach 

to customer. 

Ohbyong 

Kwon.(2010) 

PU4 The social network gives me more control comment’s 

customer. 

PU5 The social network site is add the channels in the 

marketing for organization. 

PU6 Overall, the social network marketing is advantageous 

for my organization.   

 

Perceived ease of use 
PEOU1 Learning to using the social network about marketing 

is easy for me. 

PEOU2            Social network marketing is easy to share information 

and customer care. 

PEOU3  The process of using the social network marketing is 

easy to understandable. 

PEOU4  Another, I believe that the social network marketing is 

easy to use.  

Ohbyong 

Kwon.(2010) 

Perceived Enjoyment 
ENJ1 The organizationbelievesthat the social network 

marketing’sinteresttoprovide afunto use. 

ENJ2               The application on the social network marketing will  

get customer enjoyable. 

ENJ3               Your customer will be enjoy to using social network -

marketing        marketing. 

Hans van der 

Heijden.(2003) 
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Table 3.3The sources and the items summarized. (cont.) 

Contracts Source 

Behavioral intentions to use 
BI1                   I will use social network marketing in the future. 

BI2                   I will frequently use social network marketing. 

BI3                   I will recommend others to use social network 

marketing. 

Hans van der 

Heijden.(2003) 

 

 

3.6 Data Gathering 
 This step is comprised of 2 methods to gather data form sample groups. 

 Quantitative Data Gathering by Questionnaire Instrument 

 Questionnaires had been distributed for 293 copies to organization by an 

explanatory letter with postage on returned envelope with the questionnaire for 1 

month from November 2011 to December 2011. The researcher also included goes to 

organization by me. The attached letter which is appended in Appendix. The 

questionnaire is divided into 2 parts. 

 

 Part1: Profile of organization 

 This part will make to understand the organization profile, such as type of 

organization, member of organization, branch of organization, characteristic of their 

target, sources of service insocial network marketing, and type of  tools that using. 

 This part use tools are check list questionnaire 6 items. 

 

 Part 2: The second part will determine the acceptance of the social 

network marketing in organization. 

 This part will make to understand the acceptance social network marketing 

in organization. And this part is also organization of rating scale. Mean value  and 

Standard Deviation (S.D) were used. 

 With regard to level of mean value in Likert’s scales, there were 5 levels 

which were rearranged and translate [11] as following: 
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1 =  strongly disagree  2 = disagree 

3 = neutral   4 = agree 

5 = strongly agree 

 

 

3.7 Pilot Testing 
 After design the questionnaire, there is per-testing to 40 organization that 

using social network marketing list on the collected from Google Docs websites to 

check understanding about the questions in questionnaire. The participants were asked 

to complete the questionnaire and provide comments regarding the wording of the 

items, especially understandability about meaning. Then, the questionnaire had been 

improved in wording of the items will be clear and easy for respondents to understand 

for gathering data. The validity and reliability test were also conducted to measure the 

scale of reliability analysis in this study by Cronbach’s alpha (α). 

 

Table 3.4 All results of reliability analysis by Cronbach ‘s alpha values 

 

 

 

Construct/indicator Item Cornbrash’s alpha 

Subjective norm 4 0.72 

Image 4 0.84 

Information quality  4 0.85 

Service quality 4 0.87 

System quality 5 0.85 

Telepresence 4 0.83 

Attractiveness 5 0.88 

Perceived enjoyment 3 0.90 

Perceived usefulness 5 0.95 

Perceived ease of use 4 0.86 

Behavioral intention to use 3 0.77 
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3.8 Data Coding 
 After the questionnaires had been returned, data were screened, 

uncompleted answers were eliminated, and code the data from each respondent ‘s 

questionnaire into Microsoft Excel then converted to Statistical Package for the Social 

Science for Windows (SPSS)  and Linear Structure Relationship (LISREL) version 8.8 

for student edition.  

 

 

3.9 Data Analysis 
 All of respondents that received are used to describe by descriptive 

statistics for each question and test hypothesis. Data was analyzed by SPSS version 

17.0 and LISREL version 8.8 for student edition. The acceptance statistical significant 

level was set at 0.05. There two steps for data analysis 

 There are two steps for data analysis: 1) descriptive statistics to describe a 

general information base on service business. 2) Analysis by LISREL version 8.8. It’s 

can estimate a measurement and structure model, and achieve a good model fit after 

analysis and modification. 

 

 Part 1:  This part check list typeof service business, branch of business, 

size of business, target group, media currently in use, and information of social 

network marketing currently in use. The result is shown in percentage and the standard 

deviation (SD) method. 

 

 Part 2: The reliability and validity of the measurement model was 

assessed by a confirmatory factor analysis (CFA) using the LISREL was to perform 

the structure modeling analysis. Model fit using the Comparative; 
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Table 3.5 The measurement model was assessed by a confirmatory factor analysis 

(CFA) using the LISREL 

Model Fit Measures Recommended Value 

1. χ2 /d.f. < 3  

2. Goodness-of-fit index (GFI) >0.9 

3. Adjusted GFI(AGFI) > 0.8  

4. Normed fit index(NFI) > 0.9 

5. Non-normed fit index (NNFI) > 0.9 

6. Relative fit index(RFI) > 0.9 

7. Incremental fit index(IFI)  > 0.9 

8. Root mean square residual(RMR) < 0.05 

9. Root mean square error of 

approximation(RMSEA) 

< 0.08 

10. Critical N > 200 

 

 This step was used to test if the empirical data conformed to the presumed 

model Hypothesis testing include against: 

- Subjective norms 

- Image 

- Information quality 

- Service quality 

- System quality 

- Telepresence 

- Attractiveness 

- Perceived usefulness 

- Perceived ease of use 

- Perceived enjoyment 

- Behavioral intention to use 
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3.10 Documentation 
 The result of this study will be analyzed, concluded and presented with 

recommendation for future development. All documents related and concerned had 

been carefully found out, considered, inspected, and referred for confident reliability. 

 

 

3.11 Research Schedule 
 

Table 3.6 Research Schedule 

Activity 
Time (Months) 

1 2 3 4 5 6 7 8 9 10 11 12 

Preliminary             

Define scope of survey             

Define Research Framework 

and hypothesis 

            

Design Research instrument             

Pilot Testing             

Data Gathering             

Data Coding             

Data analysis             

Documentation             
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CHAPTER IV 

RESULTS AND DISCUSSION 

 

 
 This chapter presents the survey results and discussion. Researcher will 

show analysis in two parts as follows; First part presents the survey results from 

questionnaires. And, seconded part present the hypothesis result on the factors 

influence acceptance social network marketing for advertisement of service business 

(hotels, resorts, restaurants, and other) Researcher used the path analysis to investigate 

relationships among all factors on research model. 

 

 

4.1 The Survey Results 
 From the survey, the questionnaires were sent to target by e-mail or 

interview to the companies. Table 4.1 concluded characteristic of the hotel 

respondents. The researcher founds that hotel respondents mostly are size of 

companies in fifty-one to one hundred persons (51.67% ), branches (66% ), and social 

network site are mostly that facebook (100%). 

  

Table 4.1 Characteristic of the hotel respondents 

Measure Categories Number of Response 
Percentage 

(%) 

Total  300 100 

Size  of companies 1-50 47 15.67 

 51-100 155 51.67 

 101-150 91 30.33 

 Over 151 7 2.33 
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Table 4.1 Characteristic of the hotel respondents. (cont.) 

Measure Categories 
Number of 

Response 

Percentage 

(%) 

Branch Branch 198 66.00 

 Not Branch 102 34.00 

Social network site using Facebook 300 100.00 

 Twitter 259 86.33 

 YouTube 89 29.67 

 Hi 5 38 12.66 

 

 Table 4.2 concluded characteristic of the restaurant respondents. The 

researcher founds that hotel respondents mostly are size of companies in one to fifty 

persons (40% ),Not branches (72% ), and social network site are mostly that facebook 

(100%). 

 

Table 4.2 Characteristic of the resort respondents 

Measure Categories 
Number of 

Response 

Percentage 

(%) 

Total  300 100.00 

Size  of companies 1-50 120 40.00 

 51-100 95 31.66 

 101-150 83 27.66 

 Over 151  2 0.67 

Branch Branch 84 29.00 

 Not Branch 216 72.00 

Social network site using Facebook 300 100 

 Twitter 158 52.67 

 YouTube 57 19.00 

 Hi 5 26 8.66 
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 Table 4.3 concluded characteristic of the restaurant respondents. The 

researcher founds that hotel respondents mostly are size of companies in one to fifty 

persons (55%), Not branches (59.67%), and social network site are mostly that 

facebook (100%). 

 

Table 4.3 Characteristic of the restaurant respondents 

Measure Categories 
Number of 

Response 

Percentage 

(%) 

Total  300 100 

Size  of companies 1-50 165 55.00 

 51-100 87 29.00 

 101-150 39 13.00 

 Over 151  9 3.00 

Branch Branch 121 40.33 

 Not Branch 179 59.67 

Social network site using Facebook 100 100.00 

 Twitter 54 18.00 

 YouTube 23 9.33 

 Hi 5 38  

 

 

4.2 Descriptive Analysis of service business 
 

 4.2.1 Overall Perception of All Hotel Constructs 

 Table 4.4 shows the mean, standard deviation for all perceptions. The most 

perceptions of score were high level of agreement. The highest value of  perception 

follow by  subjective norm, information quality, image, service quality, system 

quality, attractiveness, perceive usefulness, behavioral intention to use, teleprecense, 

perceive enjoyment, and perceive ease of use. 
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Table 4.4 Perception of all hotels constructs  

Items Mean Standard deviation Interpretation 

Subjective norms 3.9383 0.50700 High 

Image 3.9911 0.48912 High 

Information 

qualities 

4.0167 0.43773 
High 

System qualities 4.0517 0.45380 High 

Service qualities 4.0773 0.38728 High 

Teleprecense 3.7133 0.41541 High 

Attractiveness 3.7300 0.43733 High 

Perceive enjoyment 3.6133 0.54603 High 

Perceive usefulness 3.8273 0.48872 High 

Perceive ease of use 3.7042 0.53959 High 

Behavioral intention 

to use 

3.6578 0.43695 High 

 

 4.2.2 Overall Perception of All Resort Constructs 

 Table 4.5 shows the mean, standard deviation for all perceptions. The most 

perceptions of score were high level of agreement. The highest value of  perception 

follow by  subjective norm, information quality, image, service quality, system 

quality, attractiveness, perceive usefulness, behavioral intention to use, teleprecense, 

perceive enjoyment, and perceive ease of use. 

 

Table 4.5 Perception of all resort constructs  

Items Mean Standard deviation Interpretation 

Subjective norms 3.8250 0.57487 High 

Image 3.7989 0.47290 High 

Information qualities 3.7733 0.32631 High 

System qualities 3.8242 0.41868 High 

Service qualities 3.7920 0.42897 High 

Teleprecense 3.7283 0.46350 High 
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Table 4.5 Perception of all resort constructs (cont.) 

Items Mean Standard deviation Interpretation 

Attractiveness 3.6589 0.37072 High 

Perceive enjoyment  3.7167 0.44390 High 

Perceive usefulness 3.7400 0.52788 High 

Perceive ease of use 3.7858 0.61626 High 

Behavioral intention 

to use 

3.7867 0.35604 High 

 

 4.2.3 Overall Perception of All Restaurant Constructs  

 Table 4.6 shows the mean, standard deviation for all perceptions. The most 

perceptions of score were high level of agreement. The highest value of  perception 

follow by  subjective norm, information quality, image, service quality, system 

quality, attractiveness, perceive usefulness, behavioral intention to use, teleprecense, 

perceive enjoyment, and perceive ease of use. 

 

Table 4.6 Perception of all restaurants constructs  

Items Mean Standard deviation Interpretation 

Subjective norms 3.7133 0.76961 High 

Image 3.7678 0.44354 High 

Information qualities 3.8125 0.53713 High 

System qualities 3.7283 0.53665 High 

Service qualities 3.7767 0.51244 High 

Teleprecense 3.7642 0.50789 High 

Attractiveness 3.7078 0.53420 High 

Perceive enjoyment  3.6122 0.70907 High 

Perceive usefulness 3.6027 0.54275 High 

Perceive ease of use 3.5867 0.64268 High 

Behavioral intention 

to use 

3.8200 0.53022 High 
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4.3 Hypotheses Testing 
 

 4.3.1 Structure Equation Model Testing in Hotels 

 In this study, researcher has conducted the following statistical analysis to 

test our hypotheses. Researcher used structure equation model to test and confirm the 

theoretical hypotheses result. In table 4.7 show over all model fit indices for 

measurement of hotel.  The research findings on corrections between the linear data 

structure of the factors affecting the acceptance of use of social network marketing for 

advertising service businesses for hotel entrepreneurs is considered in terms of the 

statistical values used in examining the concurrence between the model developed by 

the researcher with the evidence-based practice.  The findings indicate that the model 

for acceptance on the utilization of social network marketing in the service business 

concurred with the evidence-based data with a chi-square equal to 22.26, a degree of 

freedom equal to 8, a p-value equal to 0.0045, a GFI equal to 0.99, an AGFI equal to 

0.89, an NFI equal to 0.99, an NNFI equal to 0.96, a CFI equal to 0.99, an RMR equal 

to 0.003 and an RMSEA equal to 0.078.  

 

Table 4.7 Overall models fit indices for measurement hotel 

Goodness-of-fit measures 
Recommend 

Value* 
Model Value 

fit measure    

Chi – square N/A 22.26 

d.f. (degree of freedom) N/A 8 

Chi - square / d.f. ≤ 3 / ≤ 5 2.78 

GFI > 0.90 0.99  

AGFI > 0.80 0.89 

NFI ≥0.90 0.99 

NNFI ≥0.90 0.96 
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Table 4.7 Overall models fit indices for measurement hotel (cont.) 

Goodness-of-fit measures 
Recommend 

Value* 
Model Value 

CFI ≥ 0.90 0.99 

RMR ≤ 0.05 0.003 

RMSEA < 0.10 0.078 

* Recommended have been adapted since value Hair et.al. 1998 

    

Table 4.8 Correlation Matrix analysis hotel 

 

**Correlation is significant at the 0.01 level (2-tail) 

*Correlation is significant at the 0.05 level (2-tail) 
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Figure 4.1 Structure model results (Hotel) 

 

Figure 4.1 this study on the direct, indirect and aggregate influences finds 

the factor with direct influence on perceived usefulness with statistical significance to 

be conformity with the influences of surrounding groups of people, social image, data 

quality, service quality, attractiveness and perceived ease of use.  The factor with the 

most influence on perceived usefulness is the factor concerned with the influences of 

surrounding groups of people with a value equal to 0.89, followed by factors 

concerned with attractiveness, social image, perceived ease of use, data quality and 

service quality with values equal to 0.62,  0.28, -0.30, - 0.39 and -0.41, respectively. 

The factor with direct influence on perceived ease of use with statistical 

significance are service quality, system quality, telepresence and attractiveness 

whereby the factors with the most influence on perceived ease of use are factors 

concerned with attractiveness with a value equal to 0.45, followed by service quality, 

telepresence and system quality with values of 0.25, 0.04 and -0.48, respectively.  

The factors with direct influence on perceived enjoyment in utilization 

with statistical significance are perceived ease of use and attractiveness whereby 

0.20 

0.76 

Subjective norm 

Image 
Perceived 
usefulness 
R2 = 0.66 

System 

 
 

Information quality 

Perceived 
enjoyment 
R2 = 0.14 

 

System quality 

Telepresence 

 
Attractiveness 

 

-0.17 

0.89 

0.28 

-0.39 

-0.41 

0.25 

-0.48 

0.04 

0.45 

0.29 

-0.30 

0.68 

-0.24 

Service quality 

0.62 
Perceived ease 

of use 
R2 = 0.26 

 

Behavioral 
intentions to 

use 
R2 = 0.27 

 

      * p < 0.05,  ** p < 0.01  
 
          Significant path 
         Non-Significant path 
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attractiveness is the factor with more influence on perceived enjoyment in utilization 

than factors concerned with perceived ease of use with a value equal to 0.29  and 

perceived ease of use with a value equal to 0.20. 

The factors with direct influence on behavior intention to use with 

statistical significance are subjective norm, perceived usefulness, perceived ease of use 

and perceived enjoyment whereby the factor with the most influence on behavior 

intention to use is perceived ease of use with a value equal to 0.76, followed by factors 

concerned with perceived usefulness, subjective norm and perceived enjoyment with 

values equal to 0.68, -0.17 and -0.24, respectively. 

The factors with indirect influence on behavior intention to use with 

statistical significance are subjective norm, image, information quality, service quality, 

system quality, telepresence and attractiveness.  The factors with indirect influence on 

behavior intention to use influence through factors concerned with perceived 

usefulness, perceived ease of use and perceived enjoyment.  The factors with influence 

through factors concerned with perceived usefulness are subjective norm, 

attractiveness,  image, perceived ease of use, information quality and service quality, 

followed by factors influencing through the following factors concerned with 

perceived ease of use:   attractiveness, service quality, telepresence and system quality 

the factors influencing through perceived enjoyment are attractiveness and perceived 

ease of use. 

 

 4.3.1 Structure Equation Model Testing in Resort 

In table 4.9 show over all model fit indices for measurement of resort.  The 

results of the analysis of the linear correlation structure of the factors with influence on 

acceptance of the utilization of social network marketing for advertising service 

provision enterprises in the resort business takes into account the statistics used in 

checking for concurrence between the model developed by the researcher and the 

evidence-based data, finding the model for acceptance of the utilization of social 

network marketing for advertising service provision enterprises to concur with the 

evidence-based data with a chi-square equal to  11.23, a degree of freedom equal to 5, 

a GFI equal to 0.99,  an AGFI equal to 0.91, an NFI equal to 1.00, an NNFI equal to 

0.98, a CFI equal to 1.00, an RMR equal to 0.022 and an RMSEA equal to 0.065. 
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Table 4.9 Overall models fit indices for measurement resort 

Goodness-of-fit measures 
Recommend 

Value* 
Model Value 

fit measure    

Chi - square N/A 11.23 

d.f. (degree of freedom) N/A 5 

Chi - square / d.f. ≤ 3 / ≤ 5 2.246 

GFI > 0.90 0.99 

AGFI > 0.80 0.91 

NFI ≥0.90 1.00 

NNFI ≥0.90 0.98 

CFI ≥ 0.90 1.00 

RMR ≤ 0.05 0.022 

RMSEA < 0.10 0.065 

* Recommended have been adapted since value Hair et.al. 1998 
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Table 4.10 Correlation Matrix analysis resort 

**Correlation is significant at the 0.01 level (2-tail) 
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Figure 4.2 Structure model results (Resort) 

 

  This study on the factors with direct, indirect and aggregate influence 

finds the factors with direct influence on perceived usefulness with statistical 

significance to be image, service quality, attractiveness and perceived ease of use 

whereby the factor with the most influence on perceived usefulness is perceived ease 

of use with a value of 0.63, followed by image, attractiveness and service quality with 

values of 0.51, 0.46, and -0.30, respectively. 

The factors with direct influence on perceived ease of use with statistical 

significance are service quality, telepresence and attractiveness whereby the factor 

with the most influence on perceived ease of use is attractiveness with a value of 0.45, 

followed by telepresence and service quality with values of 0.25 and -0.08, 

respectively. 

The factors with direct influence on perceived enjoyment in utilization 

with statistical significance are perceived ease of use and attractiveness with values of 

0.45 and 0.41, respectively. 
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0.46** 

Subjective norm 

Image 
Perceived 
usefulness 
R2 = 0.36 

System 

 
 

Information quality 

Perceived 
enjoyment 
R2 = 0.58 

 

System quality 

Telepresence 

 
Attractiveness 

 

-0.20** 

0.05 

0.51** 

-0.04 

-0.30** 

-0.08** 

0.10 

0.25** 

0.45** 

0.41** 

0.63** 

0.45** 

1.46** 

-0.33** 

Service quality 

Perceived ease 
of use 

R2 = 0.40 
 

Behavioral 
intentions to 

use 
R2 = 0.35 
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The factors with direct influence on behavior intention to use with 

statistical significance are subjective norm, perceived usefulness, perceived ease of use 

and perceived enjoyment whereby the factor with the most influence on behavior 

intention to use is perceived usefulness with a value of 1.46, followed by subjective 

norm, perceived enjoyment and perceived ease of use with values of -0.20, -0.33 and -

0.56, respectively. 

The factors with indirect influence on behavior intention to use with 

statistical significance are image, service quality, telepresence and attractiveness 

whereby the factor with the most influence on behavior intention to use through 

factors concerned with perceived usefulness, perceived ease of use and perceived 

enjoyment can be explained separately by the following factors:  The factors 

influencing through perceived usefulness are image, service quality, attractiveness and 

perceived ease of use, followed by factors influencing behavior intention to use 

through factors concerned with perceived ease of use, namely, service quality, 

telepresence and attractiveness with factors influencing by behavior intention to use 

through factors concerned with perceived enjoyment, namely, perceived ease of use 

and attractiveness. 

 

4.3.1 Structure Equation Model Testing in Restaurant  

In table 4.11 show over all model fit indices for measurement of restaurant 

The results of the analysis of the linear correlation structure for the factors with 

influence on the acceptance of the utilization of social network marketing for 

advertising service provision enterprises in the food and beverage business sector by 

considering the statistical values used in checking the concurrence between the model 

developed by the researcher with evidence-based data finds the model for acceptance 

of the utilization of social network marketing for advertising service provision 

enterprises concur with the evidence-based data to with a chi-square equal to 23.31, a 

degree of freedom equal to 9, a GFI equal to 0.99,  an AGFI equal to 0.90, an NFI 

equal to 1.00, an NNFI equal to 0.98, a CFI equal to 1.00, an RMR equal to 0.023 and 

an RMSEA equal to 0.038. 
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Table 4.11 Overall models fit indices for measurement restaurant 

* Recommended have been adapted since value Hair et.al. 1998 

 

 

 

 

 

 

 

 

 

 

 

 

Goodness-of-fit measures 
Recommend 

Value* 
Model Value 

fit measure    

Chi - square N/A 23.31 

d.f. (degree of freedom) N/A 9 

Chi - square / d.f. ≤ 3 / ≤ 5 2.59 

GFI > 0.90 0.99 

AGFI > 0.80 0.90 

NFI ≥0.90 1.0 

NNFI ≥0.90 0.98 

CFI ≥ 0.90 1.00 

RMR ≤ 0.05 0.023 

RMSEA < 0.10 0.038 
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Table 4.12 Correlation Matrix analysis restaurant 

**Correlation is significant at the 0.01 level (2-tail) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Jutaporn Luanlong    Results and Discussion / 62 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.3 Structure model results (Restaurant) 

 

This study on the factors with direct, indirect and aggregate influence finds 

the factors with direct influence on perceived usefulness with statistical significance to 

be subjective norm, image, service quality, attractiveness and perceived ease of use 

whereby the factor with the most influence on perceived usefulness is image with 

values equal to 0.53, followed by subjective norm, perceived ease of use, 

attractiveness and service quality with values equal to 0.47, 0.31, 0.23 and -0.38, 

respectively. 

 The factors with direct influence on perceived ease of use with statistical 

significance are system quality, telepresence and attractiveness whereby the factors 

with the most influence on perceived benefits to be derived from use are telepresence 

with a value equal to 1.34, followed by attractiveness, and system quality with values 

equal to 0.38 and -1.14, respectively.  

 The factors with direct influence on perceived enjoyment in utilization 

with statistical significance are perceived ease of use and attractiveness with values of 

0.78 and 0.30, respectively. 
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 The factors with direct influence on behavior intention to use with 

statistical significance are subjective norm, perceive usefulness, perceived ease of use 

and perceived enjoyment whereby the factor with the most influence on behavior 

intention to use is perceived ease of use with values at 1.07, followed by perceived 

usefulness, subjective norm and perceived enjoyment with values of 0.75, 0.31 and -

1.19, respectively. 

The factors with indirect influence on behavior intention to use with 

statistical significance are subjective norm, image, service quality, system quality, 

telepresence and attractiveness whereby the above-mentioned factors on behavior 

intention to use through factors concerned with perceived usefulness, perceived ease 

of use and perceived enjoyment   can be explained separately.  The factors with 

influence through perceived usefulness are subjective norm, image, service quality, 

attractiveness and perceived ease of use, followed by factors influencing through 

behavior intention to use through factors concerned with perceived ease of use as 

follows: system quality, telepresence and attractiveness.  Furthermore, the factors 

influencing behavior intention to use through perceived enjoyment factors are 

perceived ease of use and attractiveness. 

 

4.3.4 Structure Equation Model Testing in service business 

In table 4.13 show over all model fit indices for measurement of service 

business. The results of the analysis of the linear correlation structure for the factors 

with influence on the acceptance of the utilization of social network marketing for 

advertising service provision enterprises in the service business sector by considering 

the statistical values used in checking the concurrence between the model developed 

by the researcher with evidence-based data finds the model for acceptance of the 

utilization of social network marketing for advertising service provision enterprises 

concur with the evidence-based data to with a chi-square equal to 19.63, a degree of 

freedom equal to 7, a GFI equal to 1.00,  an AGFI equal to 0.99, an NFI equal to 1.00, 

an NNFI equal to 0.99, a CFI equal to 1.00, an RMR equal to 0.017 and an RMSEA 

equal to 0.045. 
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Table 4.13 Overall models fit indices for measurement service business 

 

* Recommended have been adapted since value Hair et.al. 1998 

 

 

 

 

 

 

 

 

 

 

 

 

Goodness-of-fit measures 
Recommend 

Value* 
Model Value 

fit measure    

Chi - square N/A 19.63 

d.f. (degree of freedom) N/A 7 

Chi - square / d.f. ≤ 3 / ≤ 5 2.804 

GFI > 0.90 1.00 

AGFI > 0.80 0.99 

NFI ≥0.90 1.00 

NNFI ≥0.90 0.99 

CFI ≥ 0.90 1.00 

RMR ≤ 0.05 0.017 

RMSEA < 0.10 0.045 
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Table 4.14 Correlation Matrix analysis service business 

**Correlation is significant at the 0.01 level (2-tail) 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

Figure 4.4 Structure model results (Service business) 
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This study on the factors with direct, indirect and aggregate influence finds 

the factors with direct influence on perceived usefulness with statistical significance to 

be subjective norm, image, service quality, attractiveness and perceived ease of use 

whereby the factor with the most influence on perceived usefulness is attractiveness 

with values equal to 0.81, followed by information quality, image, perceived ease of 

use , service quality and subjective norm with values equal to 0.63, 0.36, 0.23, -0.43 

and -0.50 respectively. 

 The factors with direct influence on perceived ease of use with statistical 

significance are system quality, telepresence and attractiveness whereby the factors 

with the most influence on perceived ease of use to be derived from use are 

telepresence with a value equal to 2.03, followed by attractiveness, and system quality 

with values equal to1.27, and -1.54 respectively.  

 The factors with direct influence on perceived enjoyment in utilization 

with statistical significance are attractiveness and perceived ease of use with values of 

0.48 and 0.27, respectively. 

 The factors with direct influence on behavior intention to use with 

statistical significance are perceive usefulness and perceived ease of use whereby the 

factor with the influence on behavior intention to use is perceived usefulness with 

values at 0.64 and perceive ease of use with values at 0.28. 

The factors with indirect influence on behavior intention to use with 

statistical significance are subjective norm, image, service quality, system quality, 

telepresence and attractiveness whereby the above-mentioned factors on behavior 

intention to use through factors concerned with perceived usefulness, perceived ease 

of use and perceived enjoyment   can be explained separately.  The factors with 

influence through perceived usefulness are subjective norm, image, service quality, 

attractiveness and perceived ease of use, followed by factors influencing through 

behavior intention to use through factors concerned with perceived ease of use as 

follows: system quality, telepresence and attractiveness.   
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Table 4.15 Test result of social network marketing for advertisement of service 

business 

 Beta (β)  
(1) Perceive usefulness (PU)  0.69 

PU = SN+IM+IQ+SVQ+AT   

SN -0.50**  

IM 0.36**  

IQ 0.63**  

SVQ -0.43**  

AT 0.81**  

PEOU 0.23**  

 (2) Perceive ease of use(PEOU)  0.29 

PEOU=SVQ+SYQ+TE+AT   

SYQ -1.54**  

TE 2.03**  

AT 1.27**  

(3) Behavioral intention to use (BI)   0.69 

BI = PU + PEOU   

PU 0.64**  

PEOU 0.28**  

*0.05 Significant level 

**0.01 Significant level  
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Table 4.16 Direct, indirect, and total effects of the research model. 

Outcome Determinant 
Standardised estimates 

Direct Indirect Total 

Perceive usefulness  

0.93 

Subjective norm 

Image 

Information quality 

Service quality 

Attractiveness 

Perceive ease of use 

-0.50 

0.36 

0.63 

-0.43 

0.81 

0.23 

- 

- 

- 

- 

- 

- 

-0.50 

0.36 

0.63 

-0.43 

0.81 

0.23 

Perceive ease of use 

0.29 

Service quality 

System quality 

Telepresence 

Attractiveness 

-0.34 

-1.54** 

2.03** 

1.27** 

- 

- 

- 

- 

-0.34 

-1.54** 

2.03** 

1.27** 

Perceive enjoyment 

 

Attractiveness 

Perceive ease of use 

0.48** 

0.27** 

- 

- 

0.48** 

0.27** 

Behavior intention 

to use  

0.69 

Subjective norm 

Image 

Information quality 

Service quality 

 

System quality 

Telepresence 

Attractiveness 

 

 

Perceive 

enjoyment 

Perceive usefulness 

Perceive ease of use 

-0.12 

- 

- 

- 

- 

- 

- 

- 

- 

- 

-0.02 

0.64** 

0.28** 

-0.50** 

0.36** 

0.63** 

-0.43** 

-0.34 

-1.54** 

2.03** 

0.81** 

1.27** 

0.48** 

- 

- 

- 

-0.50** 

0.36** 

0.63** 

-0.43** 

-0.34** 

-1.54** 

2.03** 

0.81** 

1.27** 

0.48** 

-0.02 

0.64** 

0.28** 

Note 1: *Significant at p< 0.05, ** Significant at p< 0.01 

Note2: Parentheses ( ) = Standard Error (SE) 
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 From the table shows the direct and indirect influence. Subjective norm, 

image, information quality, service quality, attractiveness, and perceive ease of use 

have direct influence to perceive usefulness.  System quality, telepresence, and 

attractiveness have direct influence to perceive ease of use. And, perceive usefulness 

and perceive ease of use have direct influence to behavior intention to use. 

 

Table 4.17 Summary of hypothesis testing  

Hypothesis 
Hypothesis 

path 

Result 

Hotel Resort Restaurant Over all 

H1a  SN            BI Supported Supported Supported Unsupported 

H1b  SN          PU Supported Unsupported Supported Supported 

H2  IM        PU       Supported Supported Supported Supported 

H3  IQ    PU Supported Unsupported Unsupported Supported 

H4a  SVQ        PU   Supported Supported Supported Supported 

H4b  SVQ     PEOU Supported Supported Unsupported Unsupported 

H5  SYQ    PEOU Supported Unsupported Supported Supported 

H6  TE       PEOU    Supported Supported Supported Supported 

H7a   AT        PU Supported Supported Supported Supported 

H7b  AT      PEOU Supported Supported Supported Supported 

H7c  AT         PE Supported Supported Supported Supported 

H8a   PEOU      PU Supported Supported Supported Supported 

H8b PEOU       PE Supported Supported Supported Supported 

H8c PEOU       BI Supported Supported Supported Supported 

H9 PU            BI Supported Supported Supported Supported 

H10 PE            BI            Supported Supported Unsupported 
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4.4 Discussion Findings 
 

4.4.1 Discussions of Hotel Findings 

Concerning the test results on the part of target groups who are hotel 

entrepreneurs, the factors with influence on acceptance of the use of social network 

marketing technology to advertise consist of four factors comprising subjective norm, 

perceived usefulness, perceived ease of use and perceived enjoyment. The results can 

be explained as follows: 

 

 Subjective norm 

Test results are able to identify factors concerned with the subjective norm 

to be factors with direct influence on acceptance of the use of social network 

marketing for advertising. Entrepreneurs are interested in implementing this 

technology in advertisement from the perception that other entrepreneurs have 

implemented social network marketing technology for hotel public relations. Another 

reason stems from the current popularity of using social networks. Therefore, 

entrepreneurs target large groups by causing target groups to perceive news and 

information about hotels to create recommendations and word-of-mouth in the 

societies of social network users. 

 

Perceived Usefulness  

 Test results can identify factors concerned with perceived usefulness as 

factors with direct influence on acceptance of the use of social network marketing for 

marketing by hotel business entrepreneurs from the fact that agencies perceive the 

usefulness of this type of media concerning selecting use in line with the marketing 

models of other agencies.  From the perspective of social image, if this type of media 

is selected for business, marketing can relate to target groups for acknowledgement of 

the development of modern hotel services. Furthermore, perceived usefulness can 

occur from the hotel’s ability to provide news and information or public relations and 

promotions for target groups to quickly acknowledge information and increase 

capacity concerning communications channels, which will enable target groups to 

inquire about additional information more conveniently. 
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Perceived Ease of Use  

 Test results are able to identify factors concerned with perceived ease of 

use as factors with direct influence on acceptance of the use of social network 

marketing for marketing. Hotel entrepreneurs are interested in using social network 

marketing due to factors concerned with service quality, which are views concerned 

with the ability to answer the inquiries of customers with convenience because using 

social networks enables acknowledgement of information entering the system at all 

times.  Social network services will notify service users whenever any information or 

movements occur.  The qualities that make social attractive are system functions, such 

as clicking on “Like” or “Share”.  These types of actions can disseminate interesting 

information which the hotel wants to convey quickly. 

  

 Perceived Enjoyment  

The test results are able to identify factors concerned with perceived 

enjoyment as factors with direct influence  on acceptance of the use of social network 

marketing for marketing by hotel businesses because the current characteristics of 

using social networks allow users can use various functions, such as the creation of 

applications with social networks, to increase the attractiveness of activities prepared 

by hotels or to present data in the form of multimedia presentations in the social 

network areas of hotels, so customers find it enjoyable to search for information about 

hotels whether in terms of data of service provision forms or activities hosted by hotels 

for customers, etc. 

 

 4.4.2 Discussion of Resort Findings 

Concerning test results on the part of target groups who are resort business 

entrepreneurs, the factors with influence on acceptance of the use of social network 

marketing technology for advertisements consist of four aspects concerning the 

subjective norm, perceived usefulness, perceived ease of use and perceived enjoyment. 

The results can be explained as follows: 
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Subjective Norm 

The test results can identify factors on the topic of subjective norm as 

factors with direct influence on acceptance of the use of social network marketing for 

advertising by resort businesses with interest in using social network marketing as 

resort advertising instruments in line with popularity waves in using social networks 

among ordinary people. Therefore, resorts hold the opinion that social network users 

are a large group capable of quickly disseminating information. 

 

Perceived Usefulness  

Test results can identify factors concerned with perceived usefulness as 

factors with direct influence on acceptance of the use of social network marketing for 

marketing by resort business entrepreneurs.  Resort businesses are interested in using 

social network marketing as an instrument in advertising resorts due to perceived 

usefulness in using social networks to create modern images for resorts and a belief 

that the use of social network marketing can impress customers. Both issues can create 

good social images for resorts. Another reason is benefits concerned with interest in 

using social networks, which can be explained in that the use of social network 

marketing as a channel is interesting with various basic functions, such as clicking on 

“Like” or “Share” various stories and generating benefits from quick dissemination of 

information. Social networks do not require much effort in learning how to use social 

networks and, in terms of data quality, resorts are able to present service provision 

data and quickly learn answers from customers in target groups, which can be 

measured from the “Likes”, “Shares” or comments of customer groups.  

  

 Perceived Ease of Use  

 The test results are able to identify factors concerned with perceived ease 

of use as factors with direct influence on acceptance of the use of social network 

marketing for marketing by resort businesses. Resort businesses are interested in using 

social network marketing as an instrument in advertising resorts due to perceived ease 

of use, which can be measured from factors involved with building service attraction 

via social network media, which can be done easily by updating information about 

promotions for each festival and answering inquiries concerning promotion details in 
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the same area, thereby offering ease in the provision of information services for 

customers or target groups.  

 

 Perceived Enjoyment  

 The test results are able to identify factors concerned with perceived 

enjoyment as factors with direct influence on acceptance of the use of social network 

marketing for marketing by resort businesses. Resort businesses are interested in using 

social network marketing as an instrument for advertising resorts due to perceived 

enjoyment in using social networks. Resort entrepreneurs give primary importance to 

ease in generating enjoyment for users, which can be explained in that using social 

networks makes it easy to present various types of information whether in the form of 

images or multimedia, which will attract customer interest in using resort services.  

 

 4.4.3 Discussion of Restaurant Findings 

 Concerning the test results on the part of target groups who are restaurant 

and beverage business entrepreneurs, the factors influencing acceptance of the use of 

social network marketing technology for advertisements is concerned with four 

aspects of factors, namely, subjective norm, perceived usefulness, perceived ease of 

use and perceived enjoyment. The results can be explained as follows: 

  

 Subjective Norm 

The test results are able to identify that factors concerned with subjective 

norm as factors with direct influence on acceptance of the use of social network 

marketing for marketing. Entrepreneurs are interested in implementing this technology 

in advertisement due to the perception that other entrepreneurs have implemented 

social network marketing technology for the public relations of famous food menus or 

recommended menus during each festival. Another reason is due to the current 

popularity of using social networks. Therefore, entrepreneurs target large groups by 

causing target groups to perceive news and information about restaurants to create 

recommendations and word-of-mouth in the society of social network users. 
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 Perceived Usefulness  

 The test results can identify factors concerned with perceived usefulness as 

factors with direct influence  on acceptance of the use of social network marketing for 

marketing by restaurant business entrepreneurs from the fact that business owners 

offer a variety of perspectives concerning the benefits of using social network 

marketing technologies, such as the aspect of modern agency images, ability to select 

communication channels capable of impressing target groups or quick provision of 

information about service provision by using social network areas to answer customer 

inquiries so customers will be satisfied with service provision.  

  

 Perceived Ease of Use  

 The test results are able to identify factors concerned with perceived ease 

of use as factors with direct influence on acceptance of the use of social network 

marketing for marketing. Entrepreneurs choose to use social network marketing 

because of the fact that using social networks makes it easy to use the system while the 

system is also able to remind entrepreneurs of constantly updated information. In 

addition, social networks are interesting networks in terms of characteristics of use, 

such as presentation of images or multimedia information via social network areas of 

restaurants to provide information for customers or target groups or attract the 

attention of target groups. 

 

 Perceived Enjoyment  

 The test results are able to identify factors concerned with perceived 

enjoyment as factors with direct influence on acceptance of the use of social network 

marketing for marketing by restaurant businesses because the fact that entrepreneurs 

can present promotion forms conveniently without requiring much learning effort in 

use can assess interest from various functions existing in social networks, such as by 

clicking “Like” and “Share”, etc. Another issue is the fact that images or multimedia 

information can be presented in social network areas to create enjoyment and trigger 

interest in the products or services of restaurants among customers or target groups. 
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 4.4.4 Discussions of overall Finding (Hotel, Resort, Restaurant) 

 The topic presents discussion finding of service business. Testing result 

showed that entrepreneur acceptance for social network marketing in service business. 

The research result of finding was that perceive usefulness and perceive ease of use, 

both main factors were positive effect on behavioral intentions to use the social 

network marketing. In addition, the modulators also are direct effect to the main 

factors. The direct effect of perceive usefulness such subjective norm, image, 

information quality, service quality, attractiveness, and perceive ease of use. The 

direct effect of perceive ease of use such service quality, system quality, telepresence, 

and attractiveness. The research discussions are shown as follow: 

 

H1a Subjective norm will have a positive effect on behavioral intentions 

to use.   

H1b Subjective norm will have a positive effect on perceived usefulness. 

 

 The research reveals that subjective norm significantly affect perceive 

usefulness (H1b). But not significantly affected behavioral intention to use (H1a).  

This is again consistent with the result previous studies Ping Yu, Haocheng, and  

Marie-Pierre Gagnon[13] found in health IT acceptance factor in long-term care 

facilities.  Their study concluded that subjective norm has significant relationship with 

perceive usefulness of health IT application. It was measured from 

other people will encourage to use IT. According in this research, entrepreneur agrees 

with using social network marketing for advertisement. They recognize social 

influence and popular application in time.   

 

H2 Image will have a positive effect on perceived usefulness. 

 

 The researches reveals that image significantly affect perceive usefulness 

(H2). This is again consistent with the result previous studies Ping Yu, Haocheng Li, 

and Maria-Pierre Gagnon [13] found in health IT acceptance factor in long-term care 

facilities. Their study concluded that image has significant relationship with perceive 

usefulness of health IT application. It was to measure about innovation that company 
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using for service customer. According in this research, researcher can be determined 

entrepreneur agrees with using social network marketing for advertisement. They 

recognize innovation that effect to image of company. 

 

H3 Information quality will have a positive effect on perceived 

usefulness. 

 

 The research reveals that information quality significantly affects perceive 

usefulness (H2). This is again consistent with the result previous studies Fan Yun Pai 

[18] found in acceptance information systems. Their study concluded that information 

quality has significant relation with perceive useful. It was measured from the 

information system can provide correct information. According in this research, 

entrepreneur agrees with information quality. They recognize, multimedia, up-to-date 

about promotion, and receive feedback information from customer.  

 

H4a Service quality will have a positive effect on perceived usefulness. 

H4b Service quality will have a positive effect on perceived ease of use. 

 

 The research reveals that service quality significantly affects perceive 

usefulness (H4a) and not significantly affects perceive ease of use (H4b).This is again 

consistent with the result previous studies Fan Yun Pai [18] found in acceptance 

information systems. Their study conclude that service quality has significant relation 

with perceive ease of use and perceive useful. Service quality can be determined when 

user feel more satisfied with healthcare information center. According in this research, 

entrepreneur agrees with service quality. They recognize, ease to access, facility, and 

satisfied about information service. 

 

H5 System quality will have a positive effect on perceived ease of use. 

  

 The research reveals that system quality significantly affects perceive ease 

of use (H2). This is again consistent with the result previous studies Fan Yun Pai [18] 

found in acceptance information systems. Their study concluded that system quality has 
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a significant relation with perceive ease of use. System quality can be determined by 

response time and accessibility.  According in this research, entrepreneur agrees with 

system quality. They recognize form response time, cross-platform, and ease to apply. 

 

H6 Telepresence will have a positive effect to perceived ease of use. 

 

 The research reveals that telepresence significantly affects perceive ease of 

use (H2). This is again consistent with the result previous studies Ohbyung Kwon and 

Yixing Wen[3] found in affecting social network service use. Their study concluded 

that telepredence has a significant relationship with perceive ease of use. Telepresence 

can be determined by virtual environment, to make the user feel human-relationship 

building with the persons who are located remotely. According in this research, 

entrepreneur agrees with telepersence. They recognize form exchange ideas between 

customer and company, to manage customer service, new channel to communicate, 

and completely communicate. 

 

H7a Attractiveness will have a positive effect to perceived usefulness. 

H7b Attractiveness will have a positive effect to perceived ease of use. 

H7c Attractiveness will have a positive effect to perceived enjoyment. 

  

 The research reveals that attractiveness significantly affects perceive 

usefulness (H2), perceives ease of use (H7b), and perceive enjoyment (H7c). This is 

again consistent with the result previous studies Hans van der Heijden [8] found in 

factors influencing the usage of websites. Their study concluded the information on 

the site is interesting, lay-out of the site is attractive, and the site looks attractive for 

them. It was effect to agree or disagree to using website. Thus, perceive attractiveness 

of social network such as application or communication style may be effect to 

entrepreneur agree or disagree to use the social network website for advertisement. 

Another, researcher may be reject hypothesis H7c because perceive enjoyment (H10) 

not significant affect behavioral intention to use. 
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H8a  Perceived ease of use will have of positive effect on perceived 

usefulness of social network marketing. 

H8b  Perceived ease of use will have of positive effect on perceived 

enjoyment of social network marketing. 

H8c Perceived ease of use will have a positive effect on behavioral 

intentions to use the social network marketing. 

  

 The research reveals that perceive ease of use significantly affects perceive 

usefulness (H8a), perceive enjoyment (H8b), and behavioral intention to use (H8c). 

This is again consistent with the result previous studies Tae Goo Kim, Jae Hyoung 

Lee, and Rob Law [28] found in acceptance behavioral of hotel front office system.  

Their study concluded that perceived ease of use through perceived usefulness and 

behavioral intention to use. Another, researcher may be reject hypothesis (H8b) 

because perceive enjoyment (H10) not significant affect behavioral intention to use. 

 

H9 Perceived usefulness will have a positive effect on behavioral 

intentions to use the social network marketing. 

  

 The research reveals that perceive use fullness significantly affects 

behavioral intention to use (H9).  This is again consistent with the result previous 

studies Tae Goo Kim, Jae Hyoung Lee, and Rob Law [28] found in acceptance 

behavioral of hotel front office system.  Their study concluded that perceived 

usefulness through behavioral intention to use. 

 

H10 Perceived enjoyment will have a positive effect on behavioral 

intention to use. 

  

 The research reveals that perceive enjoyment not significantly affects 

behavioral intention to use (H10; t value = -0.50).  Researcher may be rejects perceived 

enjoyment without construct acceptance model because t-value less than 1.96.  
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4.5 Evaluating the Effects of Implementing Social Network Marketing 
 From interviews with the agencies who have implemented social network 

marketing, it was found that, after implementing the currently popular social network 

marketing to advertise products or services for the agency, efficiency was increased in 

public relations for the target groups who receive information about promotions and 

service details.  Hence, the findings of the interviews can be summarized as follows: 

1. In terms of adding customers, the rate increased after implementing 

social networks in marketing whereby the rate of increase is calculated at 10%. 

2. The popular social network marketing most frequently used was 

Facebook, followed by Twitter and You Tube. 

In addition, the findings of a survey by thumbsup  site in Wishpond 

companies [31]  found that choosing Facebook with building a website, which will 

help increase the number of customers in the business group in the form of B2C 

(Business to Customer) by as much as 77% and (Business to Business) at 43%.  

Furthermore, Facebook has a significant influence on decision-making when it comes 

to purchasing goods.  For the most part, people popularly buy the brands they like 

(click on “like”) at as much as 51% and over 67% still believe the information and 

advice shared on Facebook is reliable and influential in buying goods, too. 
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CHAPTER V 

CONCLUSION AND RECOMMENDATIONS 

 

 
 This study aimed to analyze which factors are acceptances of social 

network marketing technology for advertisement. Base on the results in previous 

chapter, researcher will present conclusion of this study. Limitation and 

recommendation for future research also will present in this chapter.   

 

 

5.1 Conclusions 
 At present, the social network marketing attracts much interest and has 

been favorably and widely used in many organizations or agencies providing service 

businesses, e.g. hotel, resort, and restaurant and beverage, etc. In the service business, 

serving the customers’ need is the first priority, including answering questions about 

products or services, service specifications, promotion packages in each festival, 

service rates, etc. This research was conducted on the Technology Acceptance Model 

2 (TAM2), which has been developed by Venkatesh, and Davis in 2000. The main 

theoretical structure of TAM2 consists of perceiving usefulness, and perceiving ease 

of use. In this research, other external factors were also added in TAM2, which 

included the information quality, service quality, system quality, telepresence, 

attractiveness, and perceive enjoyment. These external factors were used to testify 

which factors influenced the organizations or agencies in the service business to accept 

the use of social network marketing for their advertising. The survey result showed 

that there were 900 organizations or agencies that responded the questionnaire. They 

were in businesses of hotel, resort, and restaurant. The targeted groups that the 

organizations or agencies were interested in using the social network media with them 

would be the old customers who accessed to their service earlier. The organizations 

also expected to publicize their business in new customers. The favorite social 

network marketing tools at present are Facebook, Twitter and YouTube. 
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 The results showed that the service business such as hotel, resort, and 

restaurant and beverage, accepted the use of social network marketing for advertising 

due to their perception of usefulness and perception of the ease of using the social 

network marketing for advertising. The perception of usefulness on using the social 

network marketing came from some external factors, which included the subjective 

norm, image, information system, service quality, attractiveness and perception of the 

ease of use. The factor regarding the perception of the ease of use came from the 

following external factors: system quality, telepresence and attractiveness. For the 

perception of enjoyment added in the main theoretical structure, the research result 

showed that the perception of enjoyment did not provoke the acceptance on the use of 

social network for advertising. Thus, Hypothesis 10 had to be rejected, as well as H8b 

and H7c, which were the hypotheses taking effect through the perception of enjoyment 

factor to result to the acceptance on the use of social network marketing for 

advertising. 

 For factors affecting the perception of usefulness in using the social 

network marketing for advertising, the direct factors were the subjective norm, image, 

information system, service quality, attractiveness, and perception of the ease of use. 

The factors directly affecting the perception of the ease of using the social network 

marketing for advertising were the system quality, telepresence, and attractiveness. 

The factors directly affecting the acceptance on the use of social network marketing 

for advertising (behavior intention to use) included the perception of usefulness and 

perception of the ease of use. The factor indirectly affecting the acceptance on the use 

of social network marketing for advertising was the perception of the ease of use, 

which took effect through the perception of usefulness factor. 

 For the subjective norm affecting the perception of usefulness in the use of 

social network marketing for advertising, it was the outcome that such organization or 

agency foresaw the usefulness that other agencies have got when they advertised their 

products or services through the social network marketing, and that there are more 

social network service users now. 

 For the image factor affecting the perception of usefulness in the use of 

social network marketing for advertising, it was the outcome that such organization or 

agency valued the organization image. It could be considered that the technological 
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innovation made that organization or agency have good social image; so the service 

users felt impressed in it. 

 The information quality factor affecting the perception of usefulness in the 

use of social network marketing for advertising, it was the outcome that such 

organization or agency could select a variety of information presentation forms, either 

image, sound or video. Also, the use of social network marketing could make the 

information update at all times. In addition, the organization could receive some 

responses from the service users showing interest in products or services. 

 For the service quality factor affecting the perception of usefulness and the 

perception of the ease of using the social network marketing for advertising, it was the 

outcome that such organization or agency could provide its service information 

conveniently, and any queries about those services could be clarified more quickly. 

 For the system quality factor affecting the perception of ease of using the 

social network marketing for advertising, it was the outcome that such organization or 

agency could use such social network easily, and the social network could be run in 

several operating systems, e.g. Windows, Android, IOS, etc. 

 For the telepresence factor affecting the perception of ease of using the 

social network marketing for advertising, it was the outcome that such organization or 

agency could communicate so conveniently that the service providers and service 

users felt that they had conversations in the same area. Thus, the service users could be 

cared more universally. 

 For the attractiveness factor affecting the perception of usefulness and the 

perception of ease of using the social network marketing for advertising, it was the 

outcome that such organization or agency could attract the service users’ interest more 

easily; for example, joining via the service provider’s social network by clicking 

“like” or expressing opinions in any matters for prizes. If clicking “like” for the 

service, the organization could perceive the consumers’ favor on the service pattern 

presented. 
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5.2 Limitation and recommendation for future research 
 Limitation, the data were gathered from respondents: Researcher cans 

access collect data  in company but it needs to collect from online questionnaire 

(Google doc.) The researcher will not know what respondents you want. And, it also 

takes a long time. Thus, in the future researcher should collect with service business, 

who the administrator for using social network marketing.  

 

 

5.3 Recommendations 
 In the research result, there are two main factors supporting acceptance of 

using social network marketing for advertisement: perceive usefulness and perceive 

ease of use. Perceive usefulness have important more than perceived ease of use. This 

result demonstrates that social influence (subjective norm and image), information 

quality, service quality, attractiveness, and perceive ease of use helps to perceive 

usefulness of service business company. Therefore, social network marketing for 

advertisement should support in good quality: information and service.  

 

 

5.4 Direction for Future Research 
 In this research, based on the survey and case studies of service business 

(hotel, resorts, restaurant, and other) in Thailand. In the future, case studies should 

new service business such hospital, academy, or airline. It may be founds different 

result of acceptance social network marketing for advertisement.  
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สาขาเทคโนโลยกีารจดัการระบบสารสนเทศ 

คณะวศิวกรรมศาสตร์ มหาวิทยาลยัมหิดล 

ต.ศาลายา อ.เมืองนครปฐม จ.นครปฐม 

แบบสอบถาม ปัจจยัท่ีส่งผลต่อการยอมรับการใชง้าน Social Network Marketing เพื่อการโฆษณา

ของธุรกิจบริการในประเทศไทย 

 

เรียน ท่านผูต้อบแบบสอบถาม 

 แบบสอบถามน้ีเป็นส่วนหน่ึงของการทําวิทยานิพนธ์ในระดับปริญญาโท สาขาวิชา 

เทคโนโลยีการจัดการระบบสารสนเทศ คณะวิศวกรรมศาสตร์ มหาวิทยาลัยมหิดล โดยมี

วตัถุประสงคเ์พื่อท่ีจะสํารวจปัจจยัท่ีมีผลต่อการยอมรับการใชง้าน Social Network Marketing  ของ

องค์กร ซ่ึงผลการวิจยัคร้ังน้ีจะทาํให้ทราบถึงขอ้มูลเก่ียวกบัปัจจยัท่ีจะทาํให้องค์กรยอมรับ Social 

Network Marketing และนาํไปสู่การใช้เป็นเคร่ืองมือดา้นให้บริการ การติดต่อส่ือสาร และการ

ประชาสัมพนัธ์แก่ผูใ้ชบ้ริการ คาํตอบของท่านมีคุณค่าอยา่งยิ่งต่องานวิจยั ผูว้ิจยัจะเก็บขอ้มูลท่ีไดรั้บ

จากท่านไวเ้ป็นความลบั ขอ้มูลท่ีตรงความเป็นจริงและสมบูรณ์จะช่วยให้การวิจยัดาํเนินไปด้วย

ความถูกตอ้ง ผูว้ิจยัจึงใคร่ขอความอนุเคราะห์จากท่าน  โปรดตอบแบบสอบถามความคิดเห็นของ

ท่านอยา่งรอบคอบให้ครบทุกขอ้ แบบสอบถามท่ีครบสมบูรณ์เท่านั้นท่ีจะสามารถนาํไปใชใ้นการ

วจิยัได ้

ตอนที ่1เป็นแบบสอบถามขอ้มูลเก่ียวกบัสถานภาพทัว่ไปของผูต้อบแบบสอบถาม ลกัษณะ

แบบสอบถามเป็นแบบตรวจสอบรายการ (Check List) มีจาํนวน 9ขอ้ 

ตอนที่ 2เป็นแบบสอบถามขอ้มูลปัจจยัท่ีมีผลต่อการยอมรับการใชง้าน Social Network Marketing 

ลกัษณะแบบสอบถามเป็นแบบมาตราส่วนประเมินค่า (Rating Scale) มีจาํนวน 49ขอ้ 

ขอขอบพระคุณในความกรุณาของท่านมา ณ โอกาสน้ี    

นางสาวจุฑาพร  เล่ือนล่อง 

นกัศึกษาปริญญาโท สาขาวชิาเทคโนโลยกีารจดัการระบบสารสนเทศ 

คณะวศิวกรรมศาสตร์ 

  มหาวทิยาลยัมหิดล 
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ตอนที ่1ข้อมูลทัว่ไปของผู้ตอบแบบสอบถาม 

คําช้ีแจงโปรดทาํเคร่ืองหมาย ลงในช่องหนา้คาํตอบท่ีตรงตามความเป็นจริงเพียง 1 ขอ้ ถา้ไม่มี

การระบุไวเ้ป็นอยา่งอ่ืน และหากท่านเลือกคาํตอบท่ีระบุวา่ อืน่ๆ กรุณาระบุรายละเอียดเพิ่มเติมใน

ช่องวา่ง 

1. ประเภทของธุรกิจ 

 1) โรงพยาบาล 

 2) ร้านอาหารและเคร่ืองด่ืม 

  3) สถานบนัการเงิน 

4)โรงแรม 

5) รีสอร์ท 

6) อ่ืน ๆ (โปรดระบุ)................................................................... 

2.  ประเภทธุรกิจของคุณสังกดัหน่วยงานใด 

 1) ภาครัฐ 

 2) ภาคเอกชน 

3) รัฐวสิาหกิจ 

3. องคก์รของคุณมีสาขาหรือไม่ 

 1) มี 

 2) ไม่มี 

4. ขนาดขององคก์ร 

1) ขนาดเล็ก (พนกังาน 1-50 คน) 

2) ขนาดกลาง (พนกังาน 51-200 คน) 

3) ขนาดใหญ่ (พนกังาน 201 คนข้ึนไป) 

คํานิยามSocial Network Marketing (SNM) คือ การตลาดท่ีนาํเทคโนโลยีระบบสารสนเทศเขา้มา

เป็นเคร่ืองมือเพ่ือการใหบ้ริการในดา้น การบริการ การติดต่อส่ือสาร การประชาสัมพนัธ์ แก่ผูใ้ชบ้ริการ ซ่ึงการ

ใชง้านในรูปแบบน้ีจะมีความรวดเร็วในดา้นการตอบสนองความตอ้งการของผูใ้ชบ้ริการ รูปแบบของ SNMท่ีมี

การนาํมาใชง้านในปัจจุบนั ไดแ้ก่ YouTube, Face book , Twitter , Hi 5 และ Blog  ฯลฯ 
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5. ลกัษณะของกลุ่มเป้าหมาย 

1)กลุ่มลูกคา้รายเก่า 

2) กลุ่มลูกคา้รายใหม่ 

3) ทั้งสองกลุ่ม 

 

6. ส่ือท่ีคุณใชใ้นการทาํโฆษณาในปัจจุบนั (ตอบไดม้ากกวา่ 1 ขอ้) 

  1) แผน่พบั 

 2)ไวนิล 

  3) หนงัสือพิมพ ์

  4) วทิย ุ

 5) เวบ็ไซค ์

 6)  อ่ืน ๆ(โปรดระบุ)....................................................... 

7. ประสบการณ์ในการใชส่ื้อออนไลน์ (กรุณาระบุเป็นระยะเวลา เช่น 6เดือน, 1 ปี เป็นตน้) 

              ............................เดือน................................ปี 

8. คุณรับทราบขอ้มูลการทาํการตลาดผา่นทางSocial Network Marketingจากแหล่งใด 

  1) จากเวบ็ไซต ์

 2) ผูบ้งัคบับญัชา 

 3) การเรียนรู้ของคุณเอง 

 4) อ่ืน ๆ (โปรดระบุ)........................................................................................................ 

 

9. Social Network Marketingท่ีองคก์รของคุณเลือกใช ้(สามารถตอบไดม้ากกวา่ 1 ขอ้) 

  1) Facebook 

  2) Twitter 

  3) Hi5 

  4) YouTube 

 5)  อ่ืน ๆ(โปรดระบุ)....................................................... 
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ตอนที ่2 ขอ้มูลเก่ียวกบัการยอมรับการใชง้าน Social Network Marketingเพื่อการโฆษณาของธุรกิจ

บริการในประเทศไทย 

คําช้ีแจงโปรดเลือกตวัเลขท่ีตรงกบัความคิดเห็นของคุณมากท่ีสุด เรียงลาํดบัดงัน้ี  

             ขอ้ 1 = เห็นดว้ยนอ้ยท่ีสุด                                ขอ้ 2= เห็นดว้ยนอ้ย  

              ขอ้ 3 = เห็นดว้ยปานกลาง                               ขอ้ 4= เห็นดว้ยมาก 

             ขอ้ 5 = เห็นดว้ยมากท่ีสุด 

โดยทาํเคร่ืองหมาย ในช่องตวัเลือกเพียงขอ้ละ 1 ตาํแหน่งเท่านั้น 

ข้อ 

 

 

ปัจจยัทีม่ผีลต่อการยอมรับการใช้งาน 

Social Network Marketing ขององค์กร 

 

 

ระดบัความคดิเห็น 

เห
็น

ด้ว
ยม

าก
ท

ีสุ่ด
 

 เห็
น

ด้ว
ยม

าก
 

เห
็น

ด้ว
ยป

าน
กล

าง
 

เห็
น

ด้ว
ยน้

อย
 

เห็
น

ด้ว
ยน้

อย
 ท

ีสุ่ด
 

ปัจจยัทีเ่กีย่วกบัอทิธิพลทางสังคม      

1 เม่ือ องคก์รอ่ืนๆใชS้NM เพ่ือทาํการตลาด ทาํใหอ้งคก์รของคุณ

ใหค้วามสนใจนาํSNMมาใชเ้ช่นกนั 

     

2 องคก์รของคุณใหค้วามสนใจในการนาํ SNMมาใช ้เน่ืองจาก

ผูค้นทัว่ไปนิยมใช ้Social Network ในชีวติประจาํวนั 

     

3 องคก์รของคุณเช่ือวา่ การใช ้SNM จะส่งผลใหอ้งคก์รของคุณ

ไดรั้บความสนใจเพ่ือใหมี้ผูใ้ชบ้ริการมากข้ึน   

     

4 องคก์รของคุณเช่ือวา่ SNMส่งผลดีกบัองคก์ร      

ปัจจยัทีเ่กีย่วกบัภาพลกัษณ์ขององค์กร      

5 องคก์รท่ีใชง้าน Social Network Marketing จะทาํใหอ้งคก์รดู

มีควความทนัสมยั 

  

 

 

 

 

 

 

 

6 องคก์รเช่ือวา่ SNMเป็นเคร่ืองมือท่ีสร้างความประทบัใจให้

ผูรั้บบริการได ้
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ข้อ 

 

 

ปัจจยัทีม่ผีลต่อการยอมรับการใช้งาน 

Social Network Marketing ขององค์กร 

 

 

ระดบัความคดิเห็น 

เห
็น

ด้ว
ยม

าก
ท

ีสุ่ด
 

 เห็
น

ด้ว
ยม

าก
 

เห
็น

ด้ว
ยป

าน
กล

าง
 

เห็
น

ด้ว
ยน้

อย
 

เห็
น

ด้ว
ยน้

อย
 ท

ีสุ่ด
 

7 องคก์รเช่ือวา่ SNMเป็นเคร่ืองมือท่ีจะนาํมาใชใ้นการเสริมสร้าง

ภาพลกัษณ์ขององคก์รได ้

     

ปัจจยัทีเ่กีย่วกบัคุณภาพของข้อมูล      

8 SNMสามารถเผยแพร่ขอ้มูลไดห้ลายรูปแบบ เช่น รูปภาพ เสียง 

ฯลฯ 

     

9         งคก์รสามารถเสนอขอ้มูลข่าวสารตามท่ี ผูรั้บบริการตอ้งการ 

เช่น ประเภทของการใหบ้ริการ ช่วงเวลาของการใหบ้ริการ 

อตัราค่าบริการ ฯลฯ 

     

10 SNMเป็นเคร่ืองมือท่ีช่วยอพัเดทขอ้มูลใหท้นัสมยัอยูเ่สมอ      

11 SNMช่วยใหอ้งคก์รรับรู้ ผลตอบรับ (feedback) จากผูรั้บบริการ      

ปัจจยัทีเ่กีย่วกบัภาพคุณภาพของการบริการ      

12 กลุ่มเป้าหมายสามารถเขา้ถึงขอ้มูลเก่ียวกบับริการผา่น SNMได้

ง่าย 

     

13 องคก์รพบวา่การใชง้าน SNMสามารถตอบสนองความตอ้งการ

ของลูกคา้ไดส้ะดวกข้ึน 

     

14 กลุ่มเป้าหมายสามารถเขา้ถึงขอ้มูลเก่ียวกบัสินคา้หรือบริการ

ผา่นทาง Social Network Marketing ไดร้วดเร็ว 

     

15 การท่ีองคก์รใช ้SNMทาํใหลู้กคา้พอใจการใหบ้ริการดา้นขอ้มูล

ของสินคา้หรือบริการ 

     

ปัจจยัทีเ่กีย่วกบัคุณภาพของระบบ      

16 โปรแกรมประยกุต ์(Application) ในSNM  สามารถนาํมา

ประยกุตใ์ชง้านไดง่้ายในการทาํการตลาด 
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ข้อ 

 

 

ปัจจยัทีม่ผีลต่อการยอมรับการใช้งาน 

Social Network Marketing ขององค์กร 

 

 

ระดบัความคดิเห็น 

เห
็น

ด้ว
ยม

าก
ท

ีสุ่ด
 

 เห็
น

ด้ว
ยม

าก
 

เห
็น

ด้ว
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าง
 

เห็
น

ด้ว
ยน้
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เห็
น

ด้ว
ยน้

อย
 ท

ีสุ่ด
 

17 แอพลิเคชัน่ในSNMง่ายต่อการเรียนรู้      

18 0แอพลิเคชัน่ใน SNMตอบสนองในการเขา้ถึงขอ้มูลไดร้วดเร็ว      

19 0แอพลิเคชัน่ใน SNM รองรับการใชง้านไดก้บัระบบปฏิบติัการ

ท่ีหลากหลาย เช่น  Windows, Android  

     

20 SNM เป็นเคร่ืองมือท่ีเป็นช่องทางส่งเสริมการตลาดใหก้บั

องคก์รไดดี้กวา่การส่งเสริมการตลาดดา้นอ่ืนๆ 

     

ปัจจยัทีเ่กีย่วกบัลกัษณะของการตดิต่อส่ือสาร      

21 การใช ้SNMเพ่ือการตลาดทาํใหเ้กิดการแสดงความคิดเห็น

ร่วมกนัไดท้ั้งจากผูรั้บบริการและบุคลากรในองคก์ร 

     

22 การใช ้SNM ทาํใหอ้งคก์รของคุณรู้สึกเหมือนไดแ้ลกเปล่ียน

ความคิดเห็นกบัลูกคา้อยา่งใกลชิ้ด 

     

23 องคก์รเช่ือวา่ SNMทาํใหเ้กิดช่องทางในการส่ือสารรูปแบบ

ใหม่ 

     

24 องคก์รเช่ือวา่ SNM เป็นรูปแบบการส่ือสารท่ีเขา้ถึงลูกคา้ได้

อยา่งทัว่ถึง 

     

ปัจจยัทีม่แีรงดงึดูด ซ่ึงส่งผลให้ Social Network Marketing มคีวาม

น่าสนใจในการนํามาใช้งาน 

     

25 โปรแกรมประยกุต(์Application) ของ SNMมีความน่าสนใจ      

26 ความนิยมดา้นการใชง้าน Social Network ทาํใหอ้งคก์รของคุณ

สนใจท่ีจะนาํ SNMมาใชง้าน 

     

27 ลกัษณะของการส่ือสารแบบสองทาง (Interactive) ของ SNM

สร้างความน่าสนใจใหเ้กิดการใชง้าน 

     

28 ฟังคช์ัน่ต่างๆ ของ SNM เช่น Share, Like เป็นตน้ ทาํใหอ้งคก์ร      
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ข้อ 

 

 

ปัจจยัทีม่ผีลต่อการยอมรับการใช้งาน 

Social Network Marketing ขององค์กร 

 

 

ระดบัความคดิเห็น 

เห
็น

ด้ว
ยม

าก
ท

ีสุ่ด
 

 เห็
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็น
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าง
 

เห็
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น

ด้ว
ยน้
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 ท

ีสุ่ด
 

รู้วา่ มีผูส้นใจในสินคา้หรือบริการจากการใชฟั้งคช์ัน่เหล่านั้น 

29 รูปแบบการการร่วมสนุกผา่นทาง SNM จะเรียกความสนใจจาก

ผูใ้ชบ้ริการได ้

     

30  การใชง้บประมาณท่ีนอ้ยกวา่การทาํการตลาดรูปแบบอ่ืน ทาํให ้

SNM มีความน่าสนใจ 

     

ปัจจยัทีเ่กีย่วกบัการรับรู้ถึงความสนุกสนานของการใช้งาน      

31 องคก์รของคุณ เช่ือวา่ SNMก่อใหเ้กิดความสนุกในการใชง้าน      

32 โปรแกรมประยกุต ์(Application) ใน SNMจะช่วยให้

ผูใ้ชบ้ริการเกิดความสนุกสนาน 

     

33 รูปแบบการร่วมสนุกผา่นทางSNM ซ่ึงทาํไดห้ลายรูปแบบ ทาํ

ใหเ้กิดความสนุกสนานในการใชง้าน 

     

ปัจจยัทีเ่กีย่วกบัการรับรู้ถึงประโยชน์ของการใช้งาน      

34 SNM ใหเ้กิดการแบ่งปันขอ้มูลข่าวสารท่ีเก่ียวกบัองคก์ร      

35 SNMช่วยพฒันาประสิทธิภาพการใหบ้ริการในองคก์รของคุณ      

36 SNMช่วยใหเ้ขา้ถึงผูใ้ชบ้ริการไดง่้ายอยา่งทัว่ถึง      

37 SNMช่วยก่อใหเ้กิดประโยชน์สาํหรับองคก์ร      

38 SNMช่วยลดค่าใชจ่้ายในการทาํการตลาดของคก์ร      

ปัจจยัทีส่่งผลต่อการรับรู้ถึงความง่ายต่อการใช้งาน      

39 SNM สามารถเรียนรู้วธีิการใชง้านไดง่้าย      

40 SNM ง่ายต่อการแบ่งบนัขอ้มูล (share)      

41 SNM ง่ายต่อการดูแลผูใ้ชบ้ริการ      
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ข้อ 

 

 

ปัจจยัทีม่ผีลต่อการยอมรับการใช้งาน 

Social Network Marketing ขององค์กร 

 

 

ระดบัความคดิเห็น 
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42 กระบวนการการประเมินผลการใชง้านของ SNMสามารถทาํ

ไดง่้าย 

     

ปัจจยัเกีย่วกบัทศันคตทิีจ่ะใช้ Social Network Marketing       

43 คุณมีทศันคติท่ีดีตอ่การใชง้านส่ือประเภท Social network เช่น 

facebook , twitter และ youtubeเป็นตน้ 

     

44 เทคโนโลยใีนรูปแบบของ Social network จะสามารถช่วย

พฒันาการดาํเนินงาน ในดา้นการตลาดของคุณ 

     

45 เน่ืองจากการใชง้าน Social network ในการทาํการตลาดมี

ตน้ทุนท่ีตํ่า ทาํใหคุ้ณเลือกใชง้านช่องทางน้ี 

     

46 โดยรวมแลว้คุณมีทศันคติท่ีดีต่อเทคโนโลย ีSNM      

ปัจจยัเกีย่วกบัเจตนาทีจ่ะใช้ Social Network Marketing      

47 องคก์รของคุณมีความตั้งใจท่ีจะทาํการพฒันาFeature  ต่าง ๆ 

เพ่ือใชง้านร่วมกบั SNM 

     

48 องคก์รของคุณมีความตั้งใจในการใชง้าน SNM เพ่ือการ

ประชาสมัพนัธ์เป็นประจาํ 

     

49 องคก์รของคุณจะแนะนาํใหห้น่วยงานหรือองคก์รอ่ืนๆ ไดใ้ช ้

SNM เหมือนกบัคุณ 
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คู่มอืการประมวลผล 

 

1. เตรียมขอ้มูลท่ีจะนาํมาใชเ้ป็นคา่ KM  และ ค่า SD จากโปรแกรม Microsoft Excel   

2. ทาํการประมวลผลเพ่ือหาค่าเฉล่ียของตวัแปรแต่ละตวั  

3. นาํเอาขอ้มูลท่ีเป็นค่า เฉล่ียของแต่ละตวัแปรมาจดัเรียงในคอลมัท ์ ซ่ึงการจดัเรียงจะเรียงตามรูปแบบของแต่ละ

โมเดลท่ีสร้างไว ้

4. ในโปรแกรม Microsoft Excel เลือก เมนู Data  ----> เลือก Data Analysis -----> เลือก correlation ----> คลิก OK 

 

 

 

 

 

 

 

 

 

 

5. หลงัจากเลือก Correlation จะปรากฏหนา้ต่างดงัรูป เพ่ือใหท้าํการเลือกขอ้มูลท่ีจะนาํมาใชห้าค่า KM 

 

 
 

6. ค่า SD ท่ีจะนาํมาใชใ้นโปรแกรม Lisrel หาไดจ้ากค่า Summary ของตวัแปรแต่ละตวัหารดว้ยจาํนวน N  
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ตวัอย่างการเขียน Draft model 

 

DRAFT MODEL LINE FOR TEST in LISREL 

DA NI=11 NO=293 MA=CM 

LA 

PU PEOU PE BI SN IM IQ SVQ SYQ TE AT  

 

KM 

 1.000           

0.502 1.000          

0.486 0.487 1.000         

0.350 0.530 0.476 1.000        

0.510 0.391 0.543 0.456 1.000       

0.544 0.295 0.292 0.454 0.551 1.000      

0.551 0.527 0.612 0.497 0.651 0.518 1.000     

0.270 0.290 0.498 0.239 0.523 0.494 0.464 1.000    

0.494 0.153 0.391 0.342 0.509 0.729 0.446 0.586 1.000   

0.455 0.347 0.653 0.529 0.595 0.615 0.640 0.551 0.657 1.000  

0.662 0.489 0.647 0.461 0.543 0.556 0.550 0.455 0.486 0.538 1.000 

 

SD 

0.513 0.620 0.606 0.486 0.662 0.470 0.480 0.506 0.476 0.467 0.467 

 

MO NY=4 NX=7 TD=SY TE=SY BE=FU,FI GA=FU,FI TH=FU,FI, TE=FU,FI TD=DI,FR 

FR GA(1,1) GA(1,2) GA(1,3) GA(1,4)  

FR GA(2,4) GA(2,5) GA(2,6) GA(2,7) 

FR GA(3,7) GA(4,1) GA (1,7) 

FR BE(1,2) BE(3,2) BE(4,1) BE(4,2)  BE(4,3) 

FR TH(6,1)TH(6,2)TD(4,5)TH(5,3) TH(2,3)TH(7,3) TE(2,3) TH(4,4) TE(3,1) TE(1,1) 

PD 

OU MI RS EF AD=OFF   
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1. รูปท่ี 1 (run โมเดลคร้ังแรก)  

 

 คาํแนะนาํในการปรับโมเดล จะปรากฏอยูใ่น  หวัขอ้ Modification Indices and Expected Change ซ่ึงจะมี

อยูใ่นไฟล ์.out          

การปรับโมเดลในการวเิคราะห์องค์ประกอบเชิงยนืยนั 

R
ou

nd
 

A
dj

us
t 

Goodness of fit statistics 

C
hi

-S
qu

ar
e 

C
hi

-S
qu

ar
e 

/ d
eg

re
e 

of
 

fr
ee

do
m

 

R
M

SE
A

 

G
FI

 

La
rg

es
t S

ta
nd

ar
di

ze
 

re
sid
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1 - Chai-Square=233.58, df = 18, p=.000 18 0.00 0.87 7.81 

2 TH(6,1) Chai-Square=228.86, df =17, p=.000 13.46 0.00 0.88 7.77 

3 TH(6,2) Chai-Square=164.63, df =16 p=.000 10.28 0.00 0.91 5.32 

4 TD(4,5) Chai-Square=149.64 df =15, p=.000 9.97 0.00 0.91 5.34 

5 TH(5,3) Chai-Square=146.77, df =14, p=.000 10.48 0.18 0.92 5.29 
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6 TH(2,3) Chai-Square=91.88, df =13, p=.000 7.06 0.14 0.95 6.97 

7 TH(7,3) Chai-Square=70.22, df =12, p=.000 5.85 0.13 0.96 5.26 

8 TE(2,3) Chai-Square=64.22, df =11, p=.000 5.83 0.13 0.96 4.90 

9 TH(4,4) Chai-Square=48.39, df =10, p=.000 4.83 0.11 0.97 4.77 

10 TE(3,1) Chai-Square=28.73, df =9, p=.000 3.19 0.08 0.98 4.21 

11 TE(1,1) Chai-Square=6.07, df =8, p=.639 0.75 0.00 1.00 0.01 

 

2. ผลการปรับโมเดลโดยการลากเสน้ TH(6,1) 
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3. ผลการปรับโมเดลโดยการลากเสน้ TH(6,2) 

 

 

 

 

 

 

4. ผลการปรับโมเดลโดยการลากเสน้ TD(4,5) 

 

 

 

 

 

 

 

5. ผลการปรับโมเดลโดยการลากเสน้ TH(5,3) 
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6. ผลการปรับโมเดลโดยการลากเสน้ TH(2,3) 

 

 

 

 

 

 

7. ผลการปรับโมเดลโดยการลากเสน้ TH(7,3) 

 

 

 

 

 

 

 

 

 

 

8.  ผลการปรับโมเดลโดยการลากเสน้ TE(2,3) 
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9. ผลการปรับโมเดลโดยการลากเสน้ TH(4,4) 

 

 
10. ผลการปรับโมเดลโดยการลากเสน้ TE(3,1) 

 

 
11. ผลการปรับโมเดลโดยการลากเสน้  TE(1,1)   

T-value 
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Estimate 

 

 

 

  

 

 

 

 

 

 

 

ผลการตรวจสอบความสอดคลอ้งกลมกลืนของรูปแบบความสมัพนัธ์โครงสร้างเชิงเสน้  

 

 
ดชันี เกณฑ ์

ผลการพิจารณารูปแบบ 

ค่าสถิติ ผลการพิจารณา 

Chi - square / df ≤ 3 0.083 ผา่นเกณฑ ์

GFI > 0.90 1.00 ผา่นเกณฑ ์

AGFI > 0.80 0.97 ผา่นเกณฑ ์

RMSEA < 0.5 0.0024 ผา่นเกณฑ ์

NFI ≥0.90 1.00 ผา่นเกณฑ ์

NNFI ≥0.90 1.00 ผา่นเกณฑ ์

CFI ≥ 0.90 1.00 ผา่นเกณฑ ์
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