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Abstract

This research aims to study the Influence of motivation, media exposure, uses and
gratifications of “PRO Addict" facebook fan page followers on their purchase intention of
home electronic appliances via an e-commerce platform. The research participants were
330 members of “PRO Addict” facebook fan page living in Bangkok and its suburbs. The
purposive sampling was employed to recruit the participants. The questionnaire was
used as a research tool, and the following statistics were applied when analyzing the
data percentage, mean, standard deviation and multiple regression analysis. The research
can explain the variance of intention to buy home appliances in the home through
E-commerce channels of “PRO Addict” members which can be used to create a prediction Y
(intention) = -.178+.294 (motivation) +.238 (time of exposure) +.113 (Utilization) +.408
(satisfaction) which together can predict the equation by 76.5%. The multiple correlation
coefficient (.874) with statistical significance (p = 0.05) showed that motivation, media
exposure, uses and gratifications can predict the intention to buy electrical appliances

through E-Commerce channels of the fan page members "PRO Addicted.”

Keywords: TidPro, Fanpage Member, E-Commerce, Home Appliances, Facebook
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Figure 1 Conceptual framework
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WAN15338 (Research Results)
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Table 1 Motivation of visiting Facebook fan page "PRO Addict"

Motivation of visiting Facebook fan page “PRO Addict" Average S.D.
The motivation to killing the time 3.33 0.52
The motivation of curiosity 3.33 0.51
The motivation of awareness 3.33 0.46
The motivation of product acknowledgment 3.35 0.44
Total 3.34 0.43

ussgslalumslavausiung “Falus” fenadewittu 3.34 vt nueens
fussgelalunsDevuunung “Felus” Tuseduainiign Tnsanunsnedunesoasidenldssd
funnsainan fldneds 3.33 egluseduuiniign fuauesiniesniiu ddade 3.33
oglusziuuiniian suuszlevinisldaes fidade 333 eglussduundian Mudnans
fifniade 3.35 aglusduanniian

2) MaUn3udeuning “Fnlus”

Table 2 The exposure of Facebook fan page "PRO Addict"

The exposure of Facebook Fan Page “PRO Addict" Average S.D.
Frequency 3.36 0.42
Duration 3.34 0.48
Total 3.35 0.45

2.1) anwilumsidasudosuuuusing
MANANTITY WU TAad TRy 3.36 anunsaeduienaldin ngudaedid
nMaaguunuing “Aalus” vesdign Tnsfinalasudelusuiuunaiinusznauiilenn
fAady 3.03 egluszduiladuruvesiign nsilasuluzuuuuamdisusenauiion
fanadey 339 oglussduliniuruvosiian wazaduidle omn fduads 3.27 egluszdu
Wasuravesiian
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2.2) szpgnmlunsilaiudegunuunineg

D

1NHANTITY NUd Aadesauindy 3.30 aunsneSuienaldin ngufiegid
seozan1sdasuunuing “Aalus” vesfign lnsaiunsneduissneazBenldded
nsiinUsznauiien Tenads 3.37 eglussdulaiuruvesiign nwiieusznoulden i
Aade 336 aglusziuiladuvutesiian uazanvineaduisle faads 3.30 ogluseeiu
Wafuravesiian

3) M3lgusylevdannunumnavesau I Bnunumg “Aalus”

Table 3 The utilizing of Facebook fan page "PRO Addict" of fan page members

The utilizing of Facebook Fan Page "PRO Average S.D.
Addict" of fan page members

The information of references 3.42 0.42
The information for social connections 3.34 0.46
The information of decision supporting 3.35 0.44
Total 3.37 0.40

NnHanFITe wui msldussleniannunumaesandnuiume “Aals” Taade
Wiy 3.37 aunsaesunenaldin nguiegeanansalivssleniliuiniian 9nnislavuuny
e “Balus” Tnslusudeyaiiion1sénads fanade 3.42 egluszduldusslondliuniian
Tusudnasiensidenlosferiudnu Taede 334 eglussdvannsaliusslomild
1niign uazanvnesunslitnasiionisisaendnuvalvesyana fianade 3.35 aglusedu
annsolivselomildnnian

4) ANNTNIND LAV TNUNUND “FAalUs”

Table 4 The gratifications in members of Facebook fan page "PRO Addict"

The gratifications in members of Facebook fan Average S.D.
page "PRO Addict"

Contents 3.44 0.40
Style 3.39 0.43
Overview 3.39 0.41
Total 3.40 0.38
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NNKNANITIFINUINAMUNINDLIVIAUITALNULND “BalUs” TAAnadewminnu 3.40
aunsnesunenaladn nausegelinnuiianelanniga nnsilasuunung “falus” loy
Tusuiilenn dAnade 3.44 agluszauiianelauiniian auguuuy dAnade 3.39 agluseeiu
e P 9 I3 a a o = ~
fanalaunniign uarlusuesdusznau danade 3.39 egluszduianelauinian

5) ANUAILATDUDIAUNTNLNULND “Balls”

Table 5 The purchase intention in members of Facebook fan page "PRO Addict"

The purchase intention in members of Facebook Fan Average S.D.
Page "PRO Addict"

Decision of purchasing electronics home appliances through 3.41 0.66
e-commerce follow recommendation of Facebook fan page
“PRO Addict"

Decision of purchasing electronics home appliances through 3.31 0.63
e-commerce follow recommendation of Facebook fan page
“PRO Addict" more than offline shops

Decision of purchasing electronics home appliances through 3.42 0.61
e-commerce follow recommendation of Facebook fan page
“PRO Addict" more than others channels

You will recommend friends or acquaintances to purchase 3.34 0.62
electrics home appliances through e-commerce (such as
Shopee, Lazada, NocNoc) according to the Facebook fan

page “PRO Addict” recommended

You are more likely to make unplanned purchasing when 3.38 0.67
you see an advertisement through the Facebook fan page
“PRO Addict"

Total 3.37 0.45

1nnan1TIdenudn ewdsladevesanndnuung “Aalus” anadeiity 337
ausnesunenalddn nduiegnsdmnuddlalunsdeiiiuazintedldluiianeluthuniian
Tng Foaru viudsladoiadadldlnilutu andesmadaoudde mufuumamedn
“Balus” wugihuinndandosmiedu Senadegean viidy 3.42 eglussduiinnuiils
wnfian sosasufe doanu iuiilateindeddiluilutuaindomied-roudissmud
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wiuiw e dn “Aalus” wuzi dAade 3.41 agluseauiaiudsdauiniiagn Yaainy
| = Y o X a v oA oy [P < | wa y 1 a
Mufluudlduagdedumluilananuld Weowunslavauiciung “fAalus” aade 3.38
agluszaAuiinnudslaunniign deanu viuaswugdiieunionusdnligansadldluiiludiu
1NYDINNB-ABUSY (WU Shopee, Lazada, NocNoc) snuitwnuiwawladn “falus” wugin
a d' I v ] v v | ] & = v
fidade 3.34 egluseaviauadlauin wavanving doaiu uddagensesldlninlutiu
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MNNMITeiFesdvEnaves u543900 ngAnsIunslndu nslduselenivas
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[
a

MAMUA A13N3ALEAINNTIATIEATIANRENYAMTEYIUNANRTLATE TR

Table 6: Multiple regression analysis to predict purchasing intentions

Variant R R Adjust R | Regression Coefficient t p-value
Square | Square 8 Beta
Motivation 766° 587 586 .294 .282 6.500 .000
Frequency 799° .638 636 -.010 -.010 -221 .825
Duration .839° 704 701 .238 257 5.643 .000
Utilizing .852° 726 723 113 .100 1.992 .047
Gratification 874° 765 761 408 344 7.277 .000
Constant -178 -1.495 136

NnRanIINadeUaNNAgIUNnU1 Jadediimifansanluguiuvaunisanassnmg
Fadunss Serwduiusiuenuddladelussdudoudied osandaduussavsandusius
wyaad (N wiiu 0.874 laun wsegela weinssunisitlndu mslduselevdiazanuiianela
Feanusarusaunisiedesar 76.5 ageivedifyniadafisedu .05 oraluinszdn
w5939l M9Uasu n1slduselevd uazauianela awnsavilvauBnuruma “falus”
darusilateduduedodldlwiinudemd-aomdss Tneussgelalunsdinsuiiddoyiianie
w3egatanug1Ias wudnandnunumamasdn “Aalus” Tusegelasuyiansadgn uas

o w
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