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ABSTRACT
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CHAPTER |
INTRODUCTION

1.1Background 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.
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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,



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 5

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 I
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

* ldea 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.

Social
media
sites

Social
network
websites

Social
network
sites

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.

Search for people, places and things
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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].
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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.
vl T
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 .
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Figure 2.5 Example of Twitter




Jutaporn Luanlong Literature Review / 12

Hence, social network websites can be summary the feature:

User profiles UCC sharing

Create online connections Opinion sharing freture
Join online groups Access to information
Communicate with online connection lists | 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]:

e As a communication channel: information exchange between sellers
and buyer.

e As a transaction channel: sales activities.

e As adistribution 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 Yyourtarget 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. ldentify 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 @ 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.
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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.
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Figure 2.7 Measurements in YouTube (Bangkok Hospital Phuket)
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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

To measurement the number of personal that
http://twittercounter.com follows you. It can be using compare with other

personals.

) To make short URL that it track of click link in
http://bit.ly/ )
twitter.

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

To measurement of social network about marketing
http://www.trendrr.com )
such as twitter, YouTube, and Google.

_ To measurement potentialities of marketing through
http://www.twitalyzer.com _
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].

Perceived
Ease of Use [ ™~ X
Exteral ™ .
xterna * %
Variables Attitude | Berwvion |Actual System
: » Intention to »
Toward Using Use
\ Y Use

N
. G
\ Perceived |
Usefulness

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.

| Experience | “oluntariness |

\\ N

Subjective norm

Percened

Usefulne ss \
b
Job Relevance Intention to o Usage
Use behaviour
- Percem ed /
Dutput Quality Ease of use

Result
Demonstrability

LT

r

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 DelLone 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

Syst H
L e_rn [ Use
Quality ]
Individual Organizational
\/ Impact Impact
Information ' User
Quality H Satisfaction

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

In 2003 IS success model was update by DelLone 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

Information
Quality

System
Quality

F'y B
MNet
Benefits

User
Satisfaction

Service
Quality

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

di | x1 71
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2 —f X2 / Y3 [« 3
d3
—» X3
e4
L, Y4 (je—
ds
dd —» x4 \ Y5 [e¢—
d5 —»f x5 7
d6 | xe v1 %)

o

el e2
Figure 2.13 Structural EquationModeling (SEM)
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Table 2.3 Symbol picture and meaning

Symbol picture Meaning

Observe variable

Q 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 §(KSI). ii)
Latent result (Form Figure 2.10 is E1 and E2) is call “Endogenous variable”. It use
“E” symbol or n (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 @(THETA). Then,
error of measuring observed Y variable uses “e” or & (EPSILON). And, error of
measuring latent E variable uses symbol “Z” or { (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).
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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 wusing 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



Jutaporn Luanlong

Literature Review / 26

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 vander TAM Original Perceived Usefulness  Perceived Attractiveness
Heijden Perceived ease of use  Perceived enjoyment
Attitude towards use
Intention to use
VassilionP.  UATUT Perceived Usefulness  Social influence
Aggelidis Perceived ease of use  Attitude
Facilitation conditions
Self-efficacy
Ohbyung Kwon Extending Perceived ease of use  Social Identify

conventional Perceived usefulness
TAM

Altruism

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

Studies Technologies TAM Factors

Ping Yu Extended Perceived ease of use  Subjective norm

technology Perceived usefulness  Image

acceptance Computer skill
model
(TAM2)
Fan-Yun Pai, Kai TAM2 Perceived Usefulness  Service quality
Huang Perceived ease of use  System quality

Information quality
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CHAPTER Il
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

Preliminary

Detine Scope p of Survey

Detine Reserch Model and Hypothesises

Design questioniar

Data Gathering

Pilot Testing

Data Coding

Data Analysis

Documetntation

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]

P—(1-P)z?
n= -

=

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

Hla
Subjective norms T~
Hib
Image — H2
e H3
1
System ! s
' H4a
Information quality :/ /
! H4b

Service quality |’f

System quality

Telepresence H7a 7P

Attractiveness 7

_______________________

Perceived

usefulness
A

H8a

Perceived

ease of use
|

H8b

Perceived
enjoyment

H9

Behavioral
intentions to

H10

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

Hla 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.
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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 Nu-mber Source of items
of items
Subjective  To using social network marketing of 4 Ping Yu.(2009)
norms organization caused social influence
or personal.
Image The degree of used social network 4 Ping Yu.(2009)
marketing can be effect to the image
of organization.
Information  Organization are used social network 3 I-Chui Chang, Yi-
quality marketing with quality information Chang Li, Won-Fu
can be determined by control the Hung &Hisn-Ginn

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

(cont.)
Construct Operational definition Nu-mber Source of items
of items

Service Organization are used social network 4 Dong Hee

quality marketing with quality service can be Shin.(2009)
determined by interaction with
customer and public relations.

System quality Organization are used social network 5 I-Chui Chang, Yi-

marketing with quality system can be
determined by ease of learning.

Telepresece To using the social network

marketing, a user could perceive that
she/he is getting in touch
simultaneously with a multiple space.
Attractiveness  The degree to which organization
believes that the social network
marketing is aesthetically pleasing to
the eye.
Perceived The activity of using the social
Enjoyment  network marketing is perceived to be
enjoyable.
Behavioral  Behavioral intention to use defined is
intentionto  the organization is likelihood to use
use the social network marketing.
Perceived ease  The degree of organization believe
of use that the use of the social network
marketing to be easy.
Perceived The degree of organization believes
usefulness  that social network web marketing to
benefits of the work.

Chang Li, Won-Fu
Hung &Hisn-Ginn
Hwang.(2005)
4 Ohbyong
Kwon.(2010)

5 Hans van der
Heijden.(2003)

3 Hans van der

Heijden.(2003)

3 Hans van der
Heijden.(2003)

4 Ohbyong
Kwon.(2010)

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 gquantitative 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 (X) 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 Ping Yu.(2009)
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.

Image Ping Yu.(2009)

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

Information quality I-Chui Chang,

101 Social Network Marketing its can be publish Yi-Chang Li,
information via multiple formats. Won-Fu Hung

1Q2 The organization can be providing information are &Hisn-Ginn
relevance about Information that meets customer Hwang.(2005)
needs.

1Q3 The social network marketing provides the up-to- date
information.

1Q4 The social network marketing help organization get

feedback from customers.
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Table 3.3The sources and the items summarized. (cont.)

Contracts Source
Information quality I-Chui Chang,
Q1 Social Network Marketing its can be publish Yi-Chang Li,
information via multiple formats. Won-Fu Hung
1Q2 The organization can be providing information are &Hisn-Ginn

relevance about Information that meets customer

needs.

1Q3 The social network marketing provides the up-to- date
information.

1Q4 The social network marketing help organization get

feedback from customers.
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.
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
well time to access the sites.
SYQ4 Social network marketing is support many

operating system such as windows, ios, android.

Hwang.(2005)

Dong Hee
Shin.(2009)

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 I-Chui Chang,
SYQ5 Social network marketing is tools that better than Yi-Chang Li,
other tools Won-Fu Hung
&Hisn-Ginn
Hwang.(2005)

Telepresece Ohbyong
TEL1 The organization believes the area on social network Kwon.(2010)

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.
Attractiveness Hans van der
ATT1 The population of online shopping. Make social Heijden.(2003)
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.
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Table 3.3The sources and the items summarized. (cont.)

Contracts Source
Perceived usefulness Ohbyong
PU1 The social network marketing helps to share Kwon.(2010)

informationof organization.

PU2 The social network improvesof service my
organization.

PU3 The social network marketing makes it easy to reach
to customer.

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.
PUG Overall, the social network marketing is advantageous
for my organization.
Perceived ease of use Ohbyong
PEOU1 Learning to using the social network about marketing  Kwon.(2010)
is easy for me.
PEOU2 Social network marketing is easy to share information
and customer care.
PEOUS3 The process of using the social network marketing is
easy to understandable.

PEOU4 Another, | believe that the social network marketing is

easy to use.
Perceived Enjoyment Hans van der
ENJ1 The organizationbelievesthat the social network Heijden.(2003)

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

Contracts Source
Behavioral intentions to use Hans van der
BIl I will use social network marketing in the future. Heijden.(2003)
BI2 I will frequently use social network marketing.
BI3 I will recommend others to use social network

marketing.

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.

Partl: 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 ﬁ 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 (o).

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;



Fac. of Grad. Studies, Mahidol Univ.

M.Sc. (Tech. of Info. Sys.Manag.) / 45

Table 3.5 The measurement model was assessed by a confirmatory factor analysis
(CFA) using the LISREL

Model Fit Measures

Recommended Value

C1d .

© © N o g~ w DR

Goodness-of-fit index (GFI)
Adjusted GFI(AGFI)

Normed fit index(NFI)
Non-normed fit index (NNFI)
Relative fit index(RFI)
Incremental fit index(IFI)

Root mean square residual(RMR)

Root mean square error of

approximation(RMSEA)
10. Critical N

<3
>0.9
>0.8
>0.9
>0.9
>0.9
>0.9
<0.05
<0.08

> 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

Time (Months)

Activity
1123|456 |7|8|]9]10|11]12
Preliminary 5
Define scope of survey —

Define Research Framework

v

and hypothesis

Design Research instrument

\ 4

Pilot Testing 5

Data Gathering >

Data Coding

v

Data analysis

v

Documentation

v
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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

) Percentage
Measure Categories Number of Response
(%)
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.)

_ Number of Percentage
Measure Categories
Response (%)

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

_ Number of Percentage
Measure Categories

Response (%)
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 Percentage
Response (%)
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 4.0167 0.43773 _
qualities 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 3.6578 0.43695 High
to use

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 3.7867 0.35604 High

to use

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 3.8200 0.53022 High

to use
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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 CFIl 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 Model Value
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.)

_ Recommend
Goodness-of-fit measures Model Value
Value*
CFlI >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

Pu PEQOU PE BI SN IM 10 SV STQ TE AT
Pu 1.000
PEOU 0.160%* 1.000
PE 0.248%% (354== 1.000
BI 0.411** 0475*  0.151* 1.000
SN 0.363**  -0.009 0.510%* 0.133* 1.000
IM 0.422== 0.030 0.288%= 0.548** 0.507=* 1.000
IQ 0.375%= 0271** 0.701** 0.401*= 0.696%* 0.588=* 1.000
SVQ -0.046 0.253 0.690%* 0.039 0303== 0325%= (0518** 1.000
SYQ 0491* 0036 0.282%= 0238** 0382%* 0.596%* 0376%% (0.555%= 1.000
TE 0.149* 0.031 0.674%= 0.178** 0.540%* 0.369%* 0.680%= 0.575%% 0.300%* 1.000
AT 0.541**  0354* 0.444%* 0488** 0379** 0.629%* 0.641%= 0456%* 0.557** 0373* 1.000

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

*Correlation is significant at the 0.05 level (2-tail)
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| enjoyment
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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
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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 CFl 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 Model Value
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
CFlI >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

Pu PEOQU PE BI SN IM 10 SVQ SYQ TE AT

Pu 1.000

PEOU 0.491== 1.000

PE 0.384%* (.685** 1.000

BI 0.587%= 0.5095%= 0331*= 1.000

SN 0.428%= 0297*= 0245%= 0.273%* 1.000

IM 0.755%*  0324%= 0.172%* 0.795%* 0357%= 1.000

IQ 0.522%= 0478** 0316 0362%% 0242%* (437== 1.000

SVQ 0.054 0299%= (572%* 0.044 0376%* 0.083 0414** 1.000

SYQ  0.737%= 0404%* Q158 08653 0335 0915%= 0477*= 0.087 1.000

TE 0.671%* 0.539%= 0516%* 0.860%* 0292%* (0818 0.466%* 0273** 0.819*= 1.000

AT 0.826%* 0.609** 0.670%* 0.559** 0.441** 0.647%* 0.485%* 02093** 0617** 0.733**  1.000

**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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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

Goodness-of-fit measures Recommend Model Value
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
GFlI >0.90 0.99
AGFI >0.80 0.90
NFI >0.90 1.0
NNFI >0.90 0.98
CFlI >0.90 1.00
RMR <0.05 0.023
RMSEA <0.10 0.038

* Recommended have been adapted since value Hair et.al. 1998
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Table 4.12 Correlation Matrix analysis restaurant

Pu PEQU PE BI SN IM g Sre STQ TE AT

Pu 1.000

PEOU 0.642%* 1.000

PE 0.650%= 0.492%* 1.000

BI 0.265%= 0.516%* 0.566%* 1.000

SN 0.577%= 0.522** 0.633** 0.629%* 1.000

IM 0.496%= 0.370%* 0.340%= 0376%% 0.639=* 1.000

IQ 0.654%* 0.636™* 0.693%* 0.587** 0.733** (0.500%* 1.000

SVQ  0371%* 0.245%= 0404%= 04167 0.592*%* 0.677** 0403%= 1.000

SYQ  0.454%* 0.093 0.530%* 0.302** 0.614*%* 0.706%% 0.460** 0.673%* 1.000

TE 0.527%= 0341** 0.684%% 0.534%= 0751 0.672%* 0.723** 0.660%* 0822%* 1.000

AT 0.705 0.559== 0.742%= 0430*= 0.640%= 0.525%= (0.569** 0.540** 0485** 0.547** 1.000

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



Jutaporn Luanlong Results and Discussion / 62

Subjective norm
Perceived
Image usefulness
R*=0.62
0.34**
fmmmmmmmmmmmm e 0.31%*
1
1 System
: Perceived ease Y _
' | Information quality of use ‘Behavioral
! R%=0.58 intentions to
! use
1 | Service quality R?=0.42
1
i 0.78%*
i | System quality
| v
1
1 -
i | Telepresence Pe_rcelved
: enjoyment
' RZZ 0.75 *p <0.05, **p<0.01
i | Attractiveness o
| —> Significant path
ittt - > Non-Significant
path

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.



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 63

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 GFIl 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

Goodness-of-fit measures Recommend Model Value
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
CFl >0.90 1.00
RMR <0.05 0.017
RMSEA <0.10 0.045

* Recommended have been adapted since value Hair et.al. 1998
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Table 4.14 Correlation Matrix analysis service business

Attractiveness

—> Significant path

Py PEOU _ PE BI SN M 0 svg Sy TE AT
Pu 1.000
PEOU 0458** 1000
PE 0443** 0501**  1.000
BI 0357** 0.502%* 0387** 1000
SN 0484%* 0325** 0498** 0376**  1.000
IM  0.571** 0245** 0257** 0490** 0.519%*  1.000
Q 0.329%* 0439** (0593** (428%* 0608** 0523** 1000
SVQ  0.186** 0266%* 0501** 0162** 0471%* 0408** 0470%* 1000
SYQ  0566%* 0.156** 0337** 0356** 0494% 0745%* 0476** 0512** 1000
TE 0453* 0319%* 0626* 0511%* 03542%% 0599** 0611** 0487** 0643** 1000
AT 0673*% 0497** 0626** 0462** 0515** 0581%* 0570%* 0444%* 0527** 0542** 1000
**Correlation is significant at the 0.01 level (2-tail)
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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 (B) R?

(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
Bl =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.

Standardised estimates

Outcome Determinant
Direct Indirect Total
Perceive usefulness  Subjective norm -0.50 - -0.50
R?* =0.93 Image 0.36 - 0.36
Information quality 0.63 - 0.63
Service quality -0.43 - -0.43
Attractiveness 0.81 - 0.81
Perceive ease of use 0.23 - 0.23
Perceive ease of use  Service quality -0.34 - -0.34
R? =0.29 System quality -1.54** - -1.54**
Telepresence 2.03** - 2.03**
Attractiveness 1.27** - 1.27**
Perceive enjoyment  Attractiveness 0.48** - 0.48**
Perceive ease of use 0.27** - 0.27**
Behavior intention ~ Subjective norm -0.12 -0.50** -0.50**
to use Image - 0.36** 0.36**
r? =0.69 Information quality - 0.63** 0.63**
Service quality - -0.43** -0.43**
- -0.34 -0.34**
System quality - -1.54** -1.54**
Telepresence - 2.03** 2.03**
Attractiveness - 0.81** 0.81**
- 1.27** 1.27**
- 0.48** 0.48**
Perceive -0.02 - -0.02
enjoyment 0.64** - 0.64**
Perceive usefulness 0.28** - 0.28**

Perceive ease of use

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 Result
Hypothesis
path Hotel Resort Restaurant  Over all

Hla SN —> Bl  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—> Bl  Supported  Supported Supported Supported
H9 PU —> Bl  Supported  Supported Supported Supported
H10 PE — BI Supported Supported  Unsupported
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4.4Discussion 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:

Hla 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 (HZ1a).
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 TAMZ2, 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, 10S, 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.



Jutaporn Luanlong References / 84

REFERRENCES

[1] OzerkOnder and HalukGumuskaya, Architectural platform: a social network site
for architects, Procedia Computer Sicence3 (2011) 469-473

[2] TMD space. Social Network Optimization: Blog Optimization & Support Online
Media Relations Viral Marketing [online] 2011 [cited 2011, July 15].
Available from: http://www.tmhttp://www.tmdspace.com/social-network-
marketing.html

[3] Ohbyung Kwon, An empirical study of the factors affecting social network service
use, Computers in Human Behavior 26 (2010) 254-263

[4] Bu Zhong, Marie Hardin, and Tao Sun, Less effortful thinking leads to more social
networking? The associations between the use of social network sites and
personality traits, Computers in Human behavior 27(2011) 1265-1271

[5] Won Kim, On social Web sites, Journal of Information Systems 35 (2010) 215-236

[6] Tom Hutchison, Web marketing for the Music business,2008, Page 201-225

[7] Smart enterprise, volum5, number 2/2011 , Page 16

[8] Hans van der Heijden, Factors influencing the usage of websites: the case of a
generic portal in the Netherlands, Journal of Information & Management
40 (2003) 541-549

[9] Chin-Lung Hsu, Acceptance of blog usage: The roles of technology acceptance,
social influence and knowledge sharing motivation, Information &
Management 45 (2008) 65-74

[10] Teanpull D., Social Network Analysis [online] 2012 [cite 2012, February 9]
Avalable form: http://www.gotoknow.org/blogs/posts/200251?

[11] Silpjaru T., Research and Analysis data from SPSS. Bangkok:Se-Education
public company limited. 2007

[12] Chin-Shan, User acceptance of wireless technology in organization: A
comparison of alternative models, Computer Standards & Interfaces 33
(2011) 51-58



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 85

[13] Ping Yu, Haocheng Li, and Maria-Pierre Gagnon, Health IT acceptance factor in
long-term care facilities: A cross-sectional survey, Journal of Journal of
medical informatics 78 (2009) 219-229

[14] I-Chui Chang, Yi-Chang Li, Won-Fu Hung&Hisn-Ginn Hwang, And empirical
study on the impact of quality antecedents on tax payers’ acceptance of
Internet tax-filing systems, Government Information Quarterly, 22 (2005)
389-410

[15] Chin-Lung Hsu, Acceptance of blog usage: The roles of technology acceptance,
social influence and knowlage sharing motivation, Information &
Management 45 (2008) 65-74

[16] Yu-Shan Lin and Jun-Ying Huang, Internet blogs as a tourism marketing
medium: A case study, Business Research 59 (2006) 1201-1205

[17] Melody Y. Kiang, T.S. Raghu, and Kevin Huei-Min Shang, Marketing on the
internet-who can benefit from an online marketing approach?, Decision
Support System27 (2003) 383-393

[18] Fan-Yun Pai, Applying the Technology Acceptance Model to the introduction of
healthcare information system, Journal of Technological Forecasting &
Social Change (2010)

[19] Deb Sledgianowski and SongpolKulviwat, Social Network Sites:Antecedents of
User Adoption and Usage, Association for Information Systems,1/1/2008

[20] Wu, I-L., & Chen j.-L., An extension of Trust and TAM model with TPB in the
initial adoption and Usage, Association for Information System (2008)

[21] Fan-Yun Pai, Applying the Technology Acceptance Model to the introduction of
healthcare information system, Journal of Technological Forecasting &
Social Change (2010)

[22] Social media marketing, [online] 2012 [cite]. Available
from:http://www.thaimarketingguru.com

[23] comScore MobLens,3Mount Average Ending October 2012

[24] Timptly J. Willis, An evaluation of the Technology Acceptance Model as a means
of understanding online social networking behavior. University of South
Florida. (2008)



Jutaporn Luanlong References / 86

[25] Chin-Sha Wu et.al User acceptance of wireless technology in organizations: A
comparison of alternative models. Computer standards and Interfaces
33(2011), 50-58

[26] TiraThipsook and DissatatPrasertsakul, A New Route in Developing a Social
Network Website Loyalty. Faculty of Business Administration Program in
Executive Enterprise Management Graduate School Thai-Nichi institute of
Technology

[27] J. Hair, R. Anderson, R. Tatham, W. Black, Multivariate Data Analysis, 5th end.
(Prentice Hall International, London, 1998)

[28] Tae Goo Kim, Jae Hyoung Lee, and Rob Law, An empirical examination of the
acceptance behavior of hotel front office systems: An extended technology
acceptance model. Tourism management 29 (2008), 500-513

[29] Check Facebook, [online] 2013 [cited]. Available from: http://www.checkface -
book.com/

[30] Social media [online] 2013 [cited]. Available from: http:// wilas.chamlerwat.in.-
th/thailand —digital-statistic/

[31] Facebook Marketing 2012 [online] 2013[cited]. Available form: http:// thumbs -
up.in.th/2013/01/facebook-marketing-2012-year-review/


http://www.checkface/

Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 87

APPENDIX



Jutaporn Luanlong Appendix / 88

g1 una luTagnsIaNsszuUasaUIng
AULIAINTIUAAAS NHIINEGBUTIAG
A
A.F12187 .10aauATU TN 9. uAT g
suvaeuoy  Tsenananemseansuns 19911 Social Network Marketing 1Wen15 Tban

YoI5INUTM Tutlszmet Ing

Sou Mugaouuuuaouny

dy < J & o Aa a 4 @ a a
LL‘]J‘]Jﬁ'E]’Uﬂ'llluL’]Juﬁ')uWH\‘]"Uf]\‘]ﬂ'lﬁﬂ1jﬂﬂ1uwuﬁ1uﬁgﬂﬂﬂimﬂﬁjﬂ GREREE N

= [ a 4 a [ a
AT lagn159ANITITUVAITAUINA AULIAINTTUAIAAT UH1ING1deNTiAa 1aedl

s A A o [ = 1 (% 9 . .
agilszasnmonazdrsinieteniinanon1seensunis 199U Social Network Marketing U9
s & ae 2 2 o q ¥ = 9 4 o o A o Q¥ o o .
99AN3 FIHan13398ATINILI IinswdaveyamelInuiadenzilviesnnseeuiy Social

="

o 1 I 4 a A
Network Marketing taz1ih1ligmsldiilunsolioanldning msaanedodrs naznis

@ v 0 Y Aa o [ 1 [ A ao YA o < 9 ) Yo
ﬂigﬁlf'lﬁi\lwuﬁllﬂ?ﬁ%“]_liﬂ'li ﬂ’l?‘]'ﬁ]ﬂﬂ]@\?ﬂ’l“ﬁﬂﬂiﬂ’l@‘(’J’l\?fl\?ﬁ’ﬁ]\?’lu'l gn ﬂﬂglﬂﬂmﬂyjﬁﬁ]‘lﬂiﬂ

[

3
" g 1@

' Y 3 @ 9 A I a 4 1 a
mﬂmu]luﬂummau "]JE]?J”'G‘VW’]ﬁ\iﬂ'J’lﬂJL‘]_IUi]i\TLLaZﬁinjﬁmﬂgﬁlf'Jﬂsl N137
Y Y o K 1 4 [ Aa I
AITUYNADN Q'Ji]Uﬂﬁiﬂﬁmﬁ]ﬂ?’lll@kllﬂﬁ’lgwflnﬂﬂTLl IﬂiﬂG]ﬂULLUUﬁ@UﬂWNﬂU’]Nﬂ@LﬁHﬂJ@Q
1 [ Y 9 ~ S g’/ ~ o Y
muaﬂwiﬂumﬂﬁﬂiunﬂﬂla LLU‘]Jﬁf]Uﬂ']ﬂJ‘VIﬂﬁ‘]Jﬁllll“iﬂ!L“I/I']'Llu%ﬁ]zﬁnﬂﬁﬂu’]l’lﬂisﬁiuﬂ'ﬁ

ela

a g 9 = o < Y o
aoud LilunuudounwdoyaneInuan NN llvesdneunnuaeunIn anymy
< °
uuudeUn M uIDATINAOUITIOMS (Check List) 1311491 990
-~ < 9 o Aa ' o 9 . .
aouh 28 unuuaeunwdeyaadeNNanoN1380NTUNT 191U Social Network Marketing
o I [ a 1 o
anvazuuugounmiunuumesdIulsziliua (Rating Scale) 151121 4990
Y
Yoy UNIAM IUANUNFUIVOINIUL & Tomail
UNANIPNING [AOUADA
v =K a =) [
unanu Sy In @1 isuna Tulagnmsianmsse Ua T aumnea
AMZARINTTUMAAS

PYHIINGIAINHAD



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 89

oA

aeuSocial Network Marketing (SNM) fie msaaianviunaluladssuuasaumedimn
S A oA A Y a Y ~ a 1A v o ¢ 199 Y A =
WuaseiiomemsIiusmsTudu msnims msdadedteoms madszmdunius undldusns Fams
X = < 2 Aa
THaulugtuuuiiezlinnusiasi ludumsaeuauesnnudesmsvesd 1915ms jluuvves SNMAT

msiwnlFauluidegiu 18un YouTube, Face book , Twitter , Hi 5 11ag Blog 4@

Ay o v
ADUN 1magam"lﬂmﬂagmammuaaumu

o 1 ) 4 1 o { I a [
misuaelisarnunsosineg v aslusesdwihmaeuiassauanudluasadiion 1 4o a110%

9 A ' A ° A oA = A a
ﬂ”liiguhhlﬂuﬂfnﬂﬂu HAZHINMULADNAIADUNTSIIT 90U ﬂgmﬁzuiwazmﬂmwumulu

¥99914

1. 15z1anv095309

O 1) Isanenuna
02) 'ﬁymmmmaxm‘%mﬁu
0 3) #4011 YUMINY
O4) 159054
O05)Sa03n
[36) 81 ) (TUTATEL) .o
2. dszanginvvesnudinarilenula
O 1) 7Sy
0 2) MAwenyu
[3) 5570109
3. penAnsuonaiia1nIvse la
O
0 2) 1aif
4. VUIAVDIDIANT
O 1) YAEN (WU 1-50 AN)
[2) vmanais (wainain 51-200 Av)

Y
HE) wualvg) (winaw 201 audull)



Jutaporn Luanlong Appendix / 90

5. anyuzvoanguiihmung
L11)nqugnsisiem
1 Y ]
[12) nqugnamsrelwi

9
I:l3) MENNYY

6. ?'*faﬁﬂmi%’clumiﬁﬂmymﬂuﬂwﬁu (9ou'1811nn1 1 T0)
L1 1) uruwy
Cl2)lhia
[ 3) wifadenun
[ 4) 3ng
Cs) u'lae
[16) 83 TUTATEY) s

7. dszaumsailumsl¥dessulad (nganszydluszozna wu edou, 13 dudu)

8. AMTUNIIWI0YANITHINITAAIARIUNISocial Network Marketingd1nunadla
<
LI 1 9w lad
Yo o o
[12) ffasusingn
a Y
[13) msiSeuvesnaues

04) 810 ) (TUTATEU et

9. Social Network Marketingfiosfinsvosqaudonld (@mnsanovldinnni 1 o)
] 1) Facebook
] 2) Twitter
[ 3) mis
] 4) YouTube
[35) 91 ATUTATEY) e



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 91

aaul 2 doyaiNgINUMIEaNTUNT 19911 Social Network Marketingtion13 TN aNU095519

133 lulszmelne

[

o d” A @ A [ a < A = o w 2
ﬂ1‘lf!!§]ﬂiﬂiﬂlaﬁ]ﬂﬁ'llﬁsllﬂﬁ3Qﬂﬂﬂ31ﬂﬂﬂlﬁuﬂl'ﬂ\1ﬂmﬂ1ﬂﬂq¢| L[TYINTPUAIU

]
=

v S vy 9 S v 9
U9 1 = 1nuaglagnga U9 2= MUAIYUDY

9 S 9 9/ 3 v
V0 3 = U unan UD 4= INUAIYUIN

v
=

9/ S 9
VD 5 = IMUAPUINNTA

1 Y
Taertunsoanineg v lusesdaudeniiosdons 1 @iy

U a <
ITAVANNAALTIY

adeidinademsasensumslyau - G

v Y - [
Ud ¢ L& & U=
Social Network Marketing Y8383 1= c = ) =

- - — @ @

2 2 =2 £ £

o] R e bove) R

I o I o o

B AE A& Elcy A&

= = = = =

ﬁ; \Z; \J; \Z; ﬁ;

e NeINUINT HaMaaIny

A s A ) A o o q¥ o
1 3\13] @Qﬂﬂi@uGﬂﬂfSNM INDNINITNRAN VIﬂ‘I’iﬁNﬂﬂi"Uﬂﬂﬂm

IanuaulasihsNmun ldaru iy

s v o v A
2 oaansveInm lauaulalunsti sNMinly ioanin

Anu Tuioule Social Network Tudinlsziiu

7 A ] ' Yy
3 BIANTUDINULTDI fﬂﬁﬁlﬁlf SNM ﬁ]%ﬁ\iwﬁﬁlﬂﬂ\iﬂﬂﬁ]ﬂﬂﬂm

1 Y
1a5uanueaulaie 191d15us msnniu

s § ' o s
4 @Qﬂﬂﬁmﬂﬁﬂml%’ﬂ’ﬂ SNMﬁ\‘iWﬁaﬂUﬂ\‘iﬂﬂi

U A [ (93 d d
T8N INUMNANY VD IDINNT

J  Aqu . . o q ¥ s
5 99AN3 N 19911 Social Network Marketing 321111104An39
=) o [
IarnnunuaNe
s A < A A Ay o v
6 24ANT1¥971 SNMiuinTeslenasanulsenulalv

Yo a 4
HsuuIms 14




Jutaporn Luanlong Appendix / 92

U a &
ITAVANNAALTIY

o A ' 74 k4
ﬂ‘i]‘i]ﬂﬂuwﬂﬂf’)ﬂ1§ﬂf’]3~l§‘ﬂﬂ1§1”ﬂﬂ1u

(4 <Y
G{II@ ¢ _ g’ § -qgo
Social Network Marketing Y83909AN3 = c s 2 2
oy - - @ @
= = = Az Az
) ) ) ) )
o o e o o
G G G >a G
= = = = =
\1; \1; ‘J; \1; \1;
Jd A <3| A A A 9 a Y
7 BIANTLYD I SNMlﬂuLﬂiﬂ\jll'ﬂ‘ﬂﬂ3u1u11%}1uﬂ151ﬁ53~|ﬁ51\1

o @ ¢ ¥
ﬂ1Wﬁﬂ‘Hm5Ui’Ni’J\1ﬂﬂihlﬂ

LY Y

tadeninediugmmnvestoya

19 Y l =
8 SNMaunsaweunitoya ldnateguuy sy gnm idog

90

9 PAnsannsaauedeyainmIaui ATuuimsdeans
1wy Usznnveans IS ms ¥ana1vesns 1dusms

9ATIAUINIT 909

< A A A o 9 Y o o
10 SNMLﬂuLﬂiﬂQNﬂVI‘K?ﬂﬂWLﬂﬂﬁllﬂll“ﬁﬂlﬁﬂuﬁﬂﬂﬂglﬁll'ﬂ

] 4 o @ % a
11 |SNM#201eAns5U5 HanousD (feedback) 9MNA5UUTMT

PJoadenineanumngmn NI suInms:

19 Y 2 9 = o a ' %
12 ﬂf,jllLﬂTﬁlch’JﬁTllTiﬂLéllWi]\iﬁllf‘)i;ljﬁ!,ﬂﬂlﬂﬂﬂiﬂﬁWWH SNMulﬂ

N8

13 @QﬁﬂﬁWU’jWﬂﬁi%}ﬂu SNM?HJJW?ﬂ@]@ﬂﬁuﬂiﬂ?1u@%}@\1ﬂ1i

Y
Yoagna laazaInin

19 Y =2 9 = o & Y A a
14 ﬂ%]lll“l.hﬁlﬂﬂfﬂllﬁﬂ!ﬁllTENGUf‘JHﬁLﬂ‘c’J'Jﬂ“]JZ‘THﬂWWSﬁ“Uiﬂﬁ

, ) . <
AUN14 Social Network Marketing 18520137

{ J o a
15 | mshesans 14 sNnmih ldgndmelams ldusmsdudeya

a Y A a
VIAUATHIDVINIG

Poadeninenugmmnvesszuy

16 Tlsunsulszynd (Application) TUSNM @11501i1N

Uszgndldauldielumsimsaaia




Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 93

U a <
ITAVANNAALTIY

o A ' 74 k4
if‘i]‘i]flﬂuwﬂﬂf‘)ﬂ1§ﬂf’]3~l§‘ﬂﬂ1§1”ﬂﬂ1u

(4 <Y
) . & = &
Social Network Marketing Y83909AN3 = c s 2 2
oy - - @ @
= = = Az Az
) ) ) ) )
o o e o o
G G G >a G
= = = = =
n; \1; ‘J; \1; ‘1;
a <& ] 1 a 9
17 LLﬂWﬁLﬂTHGIHSNMQWE]WI‘JTHCJL?E]UE
a o Y =2 9 9 3
18 memﬂ%uiu SNMW@Uﬁu@\jﬁluﬂﬂlﬁlsllﬂlﬂ\jauﬂll“ﬁllﬂijﬂﬁj

19 |uowamdulu SNM sessums 1damlanuszuulfiianms

Ava1nyia1e 199 Windows, Android

< 4 A g [l ' a @
20 SNM L‘l]ulﬂ%ﬂﬁﬁﬂ“ﬂl']_]uﬁﬁﬂiﬂﬁﬁﬂﬁﬁuﬂﬁ@ﬁWﬂiﬁ}ﬂU

J YA 1 [ a Y A
i‘Nﬂﬂihlﬂﬂﬂ'ﬂfﬂiﬁ\‘ilﬁillﬂ15@lﬁ1ﬂﬂ1uﬂuc]

HadunineIfudnymzveIMsAnnoaoas

4 o a a <3
21 ﬂ?iﬁl"]sfj SNML'ﬁf‘JﬂWiGlﬁWWﬂ"lal‘Vsi}mﬂﬂ"lillﬁﬂﬂﬂj"lﬂﬂﬂlﬁu

] v yvd Yo  a s
5'31]ﬂul‘lﬂVNi]"Iﬂﬂiuuiﬂ1§lla$uﬂa1ﬂ51u@\jﬂﬂﬁ

o s {
22 |msld snM shldesAnsvesquianmiou lauann/aeu

L]

a 3 o Y ! 9
ﬂ’JHJﬂﬂLTTUﬂUQﬂﬂWJEJNGlﬂﬁ"Bﬂ

4 4 1 o a ] 4
23 |esdnsi¥on SN Iinasean lumsdeassluuy

Tn

s A < A A 9= R
24 NANTLYDIT SNM IJJugﬂLL“IJ“Uﬂﬁf’fi’)ﬁﬁ‘l/llﬁlﬂﬂﬂgﬂﬂflﬂ

ll 4 =
BYNNION

Jodeniussniga Faaawali Social Network Marketing IR

waulalumsianlyau

25 | Tusunsuilszgnd(Application) Yo4 SNMIiaauly

a o J
26 | anwioudiuns 19911 Social Network ¥11%03AnsvoInm

aulanazii s l#am

27 ANHULVOINIADATUUVADINI (Interactive) Y84 SNM

Y [ Y a Y
asuanuiaulalviinamslaau

S 1 1 . <3 o <
28 | aATuA199) Y9 SNM 19U Share, Like 1iuau 11 1¥0eAns




Jutaporn Luanlong Appendix / 94

U a <
IZAUAINAALTIH
o Aa ' 74 k4
if‘i]‘i]f]ﬂuwaﬂf‘)ﬂ'lﬁﬂﬂuﬁllﬂ'lﬁnlmﬂ1u 24 G
E4 < [ fd
Ud ¢ & g s
Social Network Marketing Y83909AN3 = c s 2 2
oy - - @ @
= = = Az Az
) ) ) ) )
o o e o o
By By Yo By By
= = = = =
n; \1; ‘J; \1; ﬁ;

Y1 agy A& Y A a Yo I k7
31 gaulaludumvmsensmannms IuleArumaniu

29 | 3tupumsmssanayniIun1e SNM azisenanuaulenn

Alausmsla

v Ay ' o A o qy9
30 mﬂﬁmmJ3zmmmuaammnmmmmﬂgﬂu‘umu 1’]111’7

SNM Hanuiaule

PadeninedfumssuitennuaynanuveInslyau

P A ' Y a 9y
31 |2IANIVRIAM 13971 SNMna linaauaynlums g

32 | Tdsunsulsygnd (Application) lu SNMaz o1y

Aldus manannuaynauu

33 [gUupumsswayniumiesNM Fah ldvategaluo h

Iinaanuaynaumlumsldau

o A o v ¢ v
Podedfihertumssuidalszlavivesmsliau

v a ' 9 ' A A o s
34 SNM Gh/iLﬂﬂﬂ'ﬁLl‘]J\iﬂu"U’F)Nuasu']’gﬁrlﬁﬂlﬂﬂ’)ﬂuﬂ\‘iﬂﬂj

"o a a a ¢
35 SNM“U’JEJ‘W&‘MUTIJﬁZ’GTW‘ﬁﬂWWﬂﬁ1ﬁlﬂiﬂ1§ﬁluﬂﬂﬂﬂﬁﬂlﬂﬂﬂm

36 | SNMaelndndedldums lddeedianana

1 1 Y a o [ o
37 | SNMaene liinallse Texidmisueanns

[} 1 1 o J
38 SNM"lf’JElaﬂﬂﬂ‘]sf}i]WﬂﬂluﬂWiWWﬂWiﬁﬁWﬂﬂJﬂﬂﬂﬂi

Padenawanemssuidennudeaemslyau

39 [SNM awnsaiseuiasmsldaulaie

40 [SNM drgsemsutiaiudeya (share)

41 |SNM dwaemsquag 1905ms




Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 95

U a &
ITAVANNAALTIY

o A ' 74 k4
ﬂ‘i]‘i]ﬂﬂuwﬂﬂf’)ﬂ1§ﬂf’]3~l§‘ﬂﬂ1§1”ﬂﬂ1u

(74 (oY
) . & = &
Social Network Marketing Y9393A03 Vf: c = 2 @
oy - - @ @
2 2 = Az Az
) ) 2 ) )
o o Ind o o
AE AE A& Elcy A&
= = = = =
\1; \1; \J; \Z; \1;

42 |nszvaumsmstlsziunansFanuues SNMeausi

1d4e

a

tadenenunaunainez]d Social Network Marketing

43 |palvruadnanems l¥nuaelssian Social network 1y

a

I
facebook , twitter (1O youtubelﬂuél} U

44 |malulaglugduuuved Social network 91130

Wannmsautduau lusumsaaiavesnu

45 |11199910m3 19979 Social network Junmsviimsaaiadl

v A5 o qw A v ! 2
AUNUNAN ﬂ?iﬁﬂmm@ﬂi%ﬂ’]uﬁﬁ@\iﬂ']ﬂu

@ 1

46 | Tagsauudrnaiiruaananema TuTas SNM

a

tadeneanunfioz]y Social Network Marketing

J = g a 3 o 1
47 ENﬂﬂﬁ"’llE]\iﬂmllﬂ'ﬂllﬁxﬂm/l%$ﬂ1ﬂ1§WﬁNu1Feamre AN 9

A 9 ' @
Wi 1% WAL SNM

J a g 4
48 |osnnsvesnaiinnuaalalums 19 SNM tiems

szandunusituilszi

7 o q Y 1 A s A ¥
49 ENﬂﬂﬁ"’llﬂﬂﬂm%%uu%uﬂﬂﬂu’wiTL!‘HiE]ENﬂﬂﬁ?J‘L!‘] Ulmﬁﬁ

SNM mmijeununm




Jutaporn Luanlong

1A
piemslszaowa

{ o I 1 1 .
1 wsoudeyaniwnldiua KM uag a1 SD 910 T1)s1n5u Microsoft Excel

2. msszuianamemaunasueIalsiunazed

Appendix / 96

0 A g ' A 1 @ v A o I X v A = 1
3. uumﬁﬂ’ayjamﬂum magvouaazawlsudaiGesluneaun c?ﬁﬂﬁﬂ@lifolwlﬁ'fJ\Wl'liJg’ﬂl,l,'IJ‘lJ"ll’é)\iLL&S‘I’G’W

Tumanasie'ls

4. 11511053 Microsoft Excel taon WY Data ----> 18900 Data Analysis -----

o A . Y 1o A Y o A 9
5. 1ad91ntaon Correlation fﬂzﬂﬁmgwmmﬁmgﬂ LW’t‘)iﬁVﬂﬂ1iLﬁ’t‘)ﬂ‘U@HﬁV]

-

Data Analysis

Analysis Tools

Anova: Two-Factor Without Replication |7|
Correlation bl
Covariance

Descriptive Statistics

Exponential Smoothing

F-Test Two-5ample for Yariances
Fourier Analysis

Histogram

Maving Average

Random Mumber Generation

4]

Ok

Cancel

Help

HiE g

=

o

sz ldma Km

> 1390 correlation ----> Aan OK

HEH9--|+ Alsrinana_thesisxlsx - Microsoft Excel
File Home Insert Page Layout Formulas Data Review View i
5 = *L e &l = ElData Anay
z|A L L &l -z
Sort group Subtotal
Sort & Filter Data Tools Qutline Analysis
M1 -
A B c H [ J K L M | N 0 P a R
1 PU PEOU  PE sva sy TE
2| 3800 3000 4000 2667 4260 3667 4250 4000 3400 3750
3| 3200 3250 3667 3000 3750 2667 3500 4250 2800 2750
4| 4200 4000 3667 3667 4000 4333 4000 4250 4200 3250
5 3200 3750 3000 3000 3000 3000 3260 4000 3800 3260 s
6| 3800 3500 4000 4333 4750 3667 4000 4250 4000 4000 | Correlation 2 o]
7| 3400 4000 5000 4667 5000 4000 4780 3750 4000 4250 Py
8 3800 4000 4000 4000 4750 4667 4750 5000 4600 4000 e o =
9 3800 3750 4000 4000 3500 4000 4000 4000 4000  4.000 ) = Lcmel ]
10 4000 4000 4000 4000 3750 4.000 4000 4000 4000  3.500 Grouped By: © Columns — !
41| 3400 3250 3000 3000 3250 4000 3250 3760 3800  3.500 © Rows i 1
12| 4000 4000 4000 4000 3500 3667 4000 4000 3800 4000 [¥] Labels n frstrow
13| 4200 4750 3333 4000 4000 3667 4500 3500 3000 3750
14| 3800 3500 4000 4000 3500 3667 3500 4000 3600 3500 Output options —
15 4000 4000 4000 4000 4250 4000 4750 4000 4000 4000 ® QuiputRange: ss =
16 3400 4250 4333 4000 4260 5000 4500 4750 4200 4750 © New Worksheet Bl:
A7) 3800 4750 4333 5000 4750 4333 5000 4500 4600  4.500 e
18 3000 3000 4000 2667 4260 3667 4250 4000 3400  3.750 e
19 2800 3250 3667 3000 3750 2667 3500 4260 2800 2750 &
onl  aonn anan 2ee7  2eer  anen 4222 anan aoen aenn 2980

6. A1 SD Nzt 14 luTdsunsy Lisrel 111801071 Summary voedusuaaz@Imsaes1uIU N



Fac. of Grad. Studies, Mahidol Univ. M.Sc. (Tech. of Info. Sys.Manag.) / 97

M29813M 318U 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 0476  1.000
0.510 0391 0.543 0.456  1.000
0.544 0295 0292 0454 0.551 1.000
0.551 0527 0.612 0497 0.651 0.518 1.000
0270  0.290 0.498 0239 0523 0494 0464  1.000
0494 0.153 0391 0342 0509 0.729 0446 0.586  1.000
0455 0347 0653 0529 0595 0.615 0.640 0.551 0.657 1.000
0.662 0489 0.647 0461 0543 0556 0550 0455 0486 0.538  1.000

SD
0.513 0.620 0.606 0.486 0.662 0470 0480 0.506 0476 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=DLFR
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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= PE |=11.34
10.74
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Chi-Square=233.58, df=18, P-value=0.00000, BMSER=0.2035

AungihlumsdSuTuea azalsngeglu 1¥ade Modification Indices and Expected Change 34921)

ogu'll out

[ J d A o
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Goodness of fit statistics
G
o
(] [}
(5] N
® =
= 3
© 0 g
< < wn
T | 2 Z Z 5| 3z
g z 3 S E| 2 | B| &%
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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Goodness of fit statistics
G
o
g 8
o S
o 3
N (=]
[} o] <
s s N
5 % L L3 E ) o2
& 2 5 5 & ~ S 5 8
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 0.08 098 [421
11 TE(1,1) |Chai-Square=6.07, df =8, p=.639 0.75 0.00 1.00 0.01
2. wamstsuTuwealasnsainidu TH(6,1)
SN 11_54
I
10
S0 h=2d
ek PEOU 1154 Bl |
—1.10 6.43
S?Q 3.18a
7.35 kL] 237
2
- ay s e ] PE 1.54

Chi-Square=228.86, df=17, P-walue=0.00000, RMSEAR=0.209
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3. wam315u Tuaa Taensarnidu TH(6,2)

7.14 3.51
1063 PE J

Chi-Square=164.63, df=16, P-value=0.00000, RMSEA=0.181

4. wams15u TueaTasmsarnidu TD(4.,5)

Chi-Square=149.64, df=15, P-value=0.00000, RMSEA=0.177

5. wam315u Tuaa Tasmsarnidu TH(S,3)

Chi-Square=146.77, df=14, P-value=0.00000, BRMSEZ=0.182
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6. nam315u Tuaa lasnsanndu TH(2,3)

134 10.50 = 2] =1z 43

Chi-Square=91.88, df=13, P-value=0.00000, RMSEA=0.146

7. wam3d 5o Tuaa Tasmsarndu TH(7,3)

Chi-Square=70.22, df=12, P-wvalue=0.00000, RMSER=0.130

8. wamsisuTuealasmsarnidu TEQ2,3)

Chi-Square=64.22, df=11, P-value=0.00000, RMSE2=0.130
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9. wam315u Tuaa Taensannidu TH(4,4)

-5

I

=2
=

M
Q

87
LT
0z S
a7
08

%1 34 AT

Chi-Square=48.39, df=10, P-value=0.00000, EMSER=0.116

10. wam3sisuTuaalaemsaindu TEG,1)

Chi-Square=28.73, df=8, P-value=0.00072, RMSEA=0.0B8

11. wamsiSuTuaalasmsandu TE(LD)

T-value

Chi-Sguare=6.07, df=8, P-value=0.63926, RMSEA=0.000
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Estimate

Chi-Square=6.07, df=8, P-value=0.63926, RMSEA=0.000

HaNsATINABLANUTEAAGEINANNAUYDF U DANUFIILS InseaduFudy

. , Ham3naIsang iy
AV [NUN T an N
Aaan A REATERELTR
Chi - square / df <3 0.083 Nl
GFI >0.90 1.00 AN
AGFI >0.80 0.97 Hunae
RMSEA <05 0.0024 Hunae
NFI >0.90 1.00 Hunae
1 I'd
NNFI =0.90 1.00 AR
1 I'd
CFI >0.90 1.00 AR
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