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Abstract

This research has the objectives of 1) developing a model of behavioral intentions to
buy goods on mobile devices of Thai consumers’ generational cohorts, and 2) analyzing the effects
of factors on the behavioral intentions to buy goods on mobile devices of Thai consumers’
generational cohorts. The population of the research was 2,359,089 Thai internet users and the
sample group was Thai consumers who used to buy goods online to correspond with the objective
of studying three generational cohorts: 1. Baby Boomers (aged 50-69 years old), 2. Generation X
(aged 35-49 years old) and 3. Generation Y (aged 20-34 years old). The research instruments used
to collect primarydata were self-administered questionnaires using 7-point Likert scales asking their
opinions about their internet behavior and purchase of goods on mobile devices.

The factor analysis found the eight factors of perceived risk, perceived price, e-word-of-
mouth, Brand image, attitude, trust and perceived value that affected behavioral intention. The
results of model testing indicate consistency with empirical data and all 13 hypotheses were
accepted. The multi-group analysis found that there were no significant differences among the three
generational cohorts. The results of hypothesis testing reveal that all 13 hypotheses were accepted,
implying that the model of behavioral intentions to buy goods on mobile devices of Thai consumers

can be applied to the three generational cohorts.

Keywords: Online buying behavior, Behavioral intentions, Generational cohorts, Digital devices
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ANuLUsIUABY nadenan asulainluwmaaunislaseasisnnuasladangfnssuvesnuidedaiunse
ldldleiunia 3 nqueasielaglddnduseddlumaiivonaunguersismssnmiwesvosdunialid

ALANANAUNTTsdE Agy

M99 3. HANINAFRUAVINABAASBIRtlAaLUSBUTEY 3 nquYIeTy

nguYITY anwacluna x2 df Ax? Adf Sig. Wa
Mswieuidiou | nnidugs Tuinaidudu 5850.443 | 1361 14l
3 NauYIlY qvin) (base model) 9.012 24 895 | umneina
(Baby Boomers, | Usziiiu Tunaiidedy 5225. 1355
Gen X, Gen'Y) wiriu (constrained 342
model)

N1TAATIZANIUNGNYIITE
msleneilanamusladmginssuesiuslnanlnglunsdeduiuugunsnifledonia
nauYIeies 3 nga (multiple-group analysis) Wuin fakUsivndaanadlsnalunnngudisie uaan
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. . Baby Boomers Generation X Generation Y
AN AU
coefficients P coefficients P coefficients P
(H1) AT & PR 58 e .66 * 74 x>
(H2a) AT & PP 40 ** 54 o 75 o
(H2b) BI & PP 42 o 49 o a7 o
(H2c) PV & PP 65 o 74 o 87 o
(H3a) AT & EW 64 o 71 o 81 o
(H3b) TR & EW 57 ** 71 * 73 **
(H3c) PV & EW .36 e .65 * 74 **
(Hda) AT & IM 45 o 71 o a7 o
(Hdb) TR & IM 47 xx .65 xx 87 oxx
(Hac) PV & IM 52 ** 71 * .85 **
(H5) Bl & AT .55 o .65 > 87 x>
(Hé) Bl & TR 63 o 67 o 78 o
(H7) B & PV 67 xx 69 xx a7 ox
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TR = anulingla, PV = @mﬂ'wﬁ'%’ui Bl = awsslaidangfngsy, ¥ = p < 001, ** = p < 01, * = p < .05
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A3 5. HaNITIATIZBSHavadlunanuRlalsng Ans sy

o - = fauusiun
AUTHA NINA - (R)
PR PP EW IM AT TR PV
AT NNRTY (DE)  -308**  726%** 641* 5120 .000 .000 .000 815
N999u (E) .000 .000 .000 .00 .000 .000 .000
534 (TE) -308%  726%*x 641* 5120 .000 .000 .000
TR 119959 (DE) .000 .000 768** 412%%% .000 .000 .00 837
Moo (IE) .000 .000 .000 236%%* .000 .000 .000
37 (TE) .000 .000 768** 648*** .000 .000 .000
PV 71199159 (DE) .000 465** 480** 705** 514%* 351* .000 753
N999u (E) .000 320%% .000 .000 .000 .000 .000
534 (TE) .000 787 480** 705** 514% 351* .000
BI 91199159 (DE) .000 665%* .000 .000 621%% 652% 765* 845
neoeu (E)  -476* .000 780%** .000 .000 .000 .000
57 (TE) - 476 665%* 780%** .000 621%% 652% 765*

e Y 2
NUBYLAR: AINANUEDAAADIVDIILAR: Z /df = 1.144, GFl = .973, AGFI = .946, CFl = .998, NFI = .984, RMSEA = .019
PR = mwmﬁﬁnﬁ%’ui PP = ﬁm‘ﬁlfuif, EW = nsuansau1nmauin, IM = AMMWanwaluadwusun, AT = AuAR,

TR = Aal394la, PV = Aauiniisug, Bl = avwadlaidengdnssu
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