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Greetings to our esteemed readers,

It is with great pleasure that we present Volume 60, Number 3-4 (July-December 2020)  

of the NIDA Development Journal. In line with our commitment to offering diverse and insightful 

research, this edition encompasses a compelling array of articles covering a broad spectrum  

of subjects and themes.

Our first article, “Obstacles to Implementing Inclusive Primary Education Policy  

at Municipal Schools in Thailand” by Theeraphong Bualer from the Department of Public 

Administration, the Faculty of Political Science and Law at Burapha University, sheds light  

on the challenges hindering the implementation of inclusive education policies. The study  

emphasizes the importance of mayoral involvement in allocating resources to foster positive 

attitudes and increase parental engagement at municipal primary schools.

Thianchai Phatet's and Sutep Tongngam's article, “Motivation to Use Twitter in the Male 

Population in Thailand” from the School of Applied Statistics at the National Institute of  

Development Administration, delves into the motivations driving Twitter use among the male 

population. This research, employing linear regression and structural equation modeling,  

provides valuable insights for businesses and developers seeking to enhance user engagement 

and application effectiveness.

Kiarttiphorn Umpai's contribution, “International Principles and Obligations Concerning 

the Right to Access and Use Contracts for the Use of Vehicles in International Traffic  

Under the International Rail Transport Legal System” from the School of Law at the National  

Institute of Development Administration, explores the principles guiding rail transport operations 

in Thailand. The findings underscore the need for legal frameworks aligned with international 

standards to support sustainable economic development.

“Types of Infographic Advertising Design with Influence on Consumers: Case Study-

Queen Crab Box” by Chanakan Kansang and Sutep Tongngam from the School of Applied 

Statistics at the National Institute of Development Administration is a captivating exploration of 

how different types of infographics influence consumer responses. The study, using Queen Crab 

Box as a case study, provides valuable insights for marketing designers, digital content creators, 

and business owners.

Message from the Editor



Wanthida Tiwari's and Worawan Ongkrutraksa's article, “Online Influence of Consumers' 

Purchase Intention Towards Products Endorsed by Korean Boy Bands on YouTube”  

from the Faculty of Communications Arts at Chulalongkorn University, investigates the impact of 

advertisement format and platform engagement on purchase intentions. The findings emphasize 

the significance of in-content product placement and engagement metrics for effective targeting.

Jiaoying Li's research, conducted at the International College of the National Institute of 

Development Administration, titled “The Influence of Online Store Attributes on Consumers' 

Purchase Intention Towards Online Marketplace Sellers” explores the factors that shape 

consumers' purchase intentions in the online marketplace. Sellers are advised to focus on  

appearance design and consumer reviews to stand out in the competitive e-commerce landscape.

Hui Bai and Zhongwu Li's study, “Research on the Motivation of Users' Participation  

in Online Reviews on Catering O2O Platform” from the International College of the National 

Institute of Development Administration, delves into the motivations behind users' participation 

in online reviews. The findings highlight the dynamics of user engagement in the context of  

online reviews and food delivery platforms.

Lastly, Jian Li's article, “A Survey on the Satisfaction of College General Education 

Network Courses” from the International College at the National Institute of Development  

Administration, investigates the satisfaction of college general education network courses.  

The findings offer valuable insights for enhancing the effectiveness of online education  

in meeting the diverse needs of college students.

We trust that the wealth of knowledge and diverse perspectives presented in these  

articles will not only capture your interest but also inspire further exploration and discussion  

in the academic community.

Patthareeya Lakpetch

Editor
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Abstract

This article presents a qualitative study for analyzing barriers to inclusive education 

policy implementation for students with learning disabilities at municipal primary schools  

in Thailand. Findings from face-to-face interviews with key informants and parents  

show that misunderstandings of school inclusion, negative attitudes of teachers, and  

little parental engagement limit the active learning opportunities of such students.  

The author recommends that mayors undertake a leading role in allocating sufficient  

resources to promote positive attitudes toward inclusive education at municipal primary 

schools, and explore alternative ways to increase parental involvement.

Keywords: Inclusive Education Policy, Disability Empowerment Policy, Local Governments  

  and Disability
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บทคัดัย่อุ

 บัทความนี�นำเสนอผู้ล้งานวิจัยเชิ่งคุณภาพที�วิเคราะห์อุปสรรคที�มีต่อการนำนโยบัายการศึกษ์า 

ร่วมไปส้่การปฏิิบััติสำหรับันักเรียนที�มีความบักพร่องในการเรียนร้้ในโรงเรียนเทศบัาล้ ในประเทศไทย  

ผู้ล้การศึกษ์าได้มาจากการสัมภาษ์ณ์ตัวต่อตัวกับัผู้้้ให้ข้อม้ล้หลั้กแล้ะผู้้้ปกครองช่ี�ให้เห็นว่าความเข้าใจ 

ที�คล้าดเคล้ื�อนต่อระบับัการศึกษ์าร่วมในโรงเรียน ทัศนคติด้านล้บัของคร้ แล้ะการมีส่วนร่วมของผู้้้ปกครอง 

ที�นอ้ยเกนิไปเปน็อปุสรรคที�จำกดัโอกาสในเรยีนร้ข้องนกัเรยีนกลุ้ม่ดงักล้า่ว นกัวจิยัเสนอแนะใหน้ายกเทศมนตรี

แสดงบัทบัาทผู้้้นำในการจัดสรรทรัพยากรที�เพียงพอเพื�อส่งเสริมทัศนคติทางบัวกต่อการศึกษ์าร่วม 

ในระดับัโรงเรียนประถมศึกษ์าในสังกัด แล้ะสำรวจแนวทางเล้ือกอื�น ๆ เพื�อส่งเสริมการมีส่วนร่วม 

ของผู้้้ปกครองให้มากขึ�น

คำสำคัญ:	 นโยบัายการศึกษ์าร่วม นโยบัายส่งเสริมสถานภาพคนพิการ องค์กรปกครองส่วนท้องถิ�นแล้ะ 

  ความพิการ

รัับวัันที่่� 5 พฤษภาคม 2566             ส่่งแก้้ไขวัันที่่� 18 ก้รัก้ฎาคม 2566          ตอบรัับต่พิมพ์วัันที่่� 24 ก้รัก้ฎาคม 2566 
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Introduction

Inclusive education is one of the most important tools to empower school-age  

children with disabilities (UNESCO, 2017/8). This article, therefore, aims to investigate  

the interaction between municipalities and inclusive education policy, as well as analyzing  

causes that affect the quality of inclusive education management at local levels. In doing so,  

the author casts light on municipal primary schools in Thailand and focuses on their current  

inclusive education management. 

Accessibility to appropriate inclusive education is one of the most important tools  

in enabling people with disabilities to participate in wider communities. The right to  

education not only improves the self-esteem of people with disabilities, but also enhances  

their right to meaningful employment. Education for people with disabilities dates back  

to December 10, 1948 when the Universal Declaration of Human Rights (UDHR) was adopted  

by the United Nations. Since then, the right to education for people with disabilities has gained 

increasing importance (World Health Organization, 2011).

With the growing influence of the Declaration, much legal framework has been  

established in support of the empowerment of persons with disabilities through satisfactory 

education, e.g., the 1960 Convention against Discrimination in Education, the 1989 Convention 

on the Rights of the Child, the 1990 World Declaration of Education for All, the 1994 Salamanca 

Declaration, and the 2000 World Education Forum. Such international legal frameworks  

recognize the right of everyone to at least primary education, but none provides a clear  

statement on the right to inclusive education (de Beco, 2014). 

UNICEF (2017) and UNESCO (2017/8) confirmed that inclusive education was a relevant 

socio-economic justification because it widened opportunities for students with disabilities to  

be included socially. A significant amount of research has also demonstrated that inclusive  

education helped those students become accustomed to participating in the wider community 

(Lindsay, 2007; Florian, 2015; Sailor, 2016). 

The inclusive education concept stems from the World Declaration of Education  

for All in 1990 and the UNESCO Salamanca Statement in 1994. This concept introduced  

educational rights in schools, aiming to place children with disabilities into classrooms 

seamlessly. It seems, however, that these documents provided a broad framework on how  

to achieve inclusive education goals but possessed little guidance concerning discrimination 

clauses (de Beco, 2014). 
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Because the prior international legal framework of disability rights did not provide  

any instruments or detailed guidance to protect the inclusive education rights of school-aged 

children with disabilities, the 2006 UN Convention on the Rights of Persons with Disabilities  

(UNCRPD) and the 2015 Sustainable Development Goals (SDGs) are, therefore, education rights 

treaties that fill the large gap in the international education rights of people with disabilities. 

UNCRPD article 24 proclaimed inclusive education rights, stating that: 

States Parties recognize the right of persons with disabilities  

to education. With a view to realizing this right without discrimination  

and on the basis of equal opportunity, States Parties shall ensure  

an inclusive education system at all levels and lifelong learning … 

Article 24 of the UNCRPD accentuates the right of persons with disabilities to inclusive 

education. In realizing this right, signatories to the document shall ensure full inclusive education 

participation at all education levels, with reasonable accommodation and effective individualized 

support that maximizes full inclusion. Inclusive education, according to Article 24, provides  

opportunities for children with disabilities and those without to learn the value of an inclusive 

society and diversity through mainstream classrooms (Slee, 2011; Mitchell, 2014; Terzi, 2014). 

In 2015, Article 24 of the UNCRPD was reaffirmed by Sustainable Development  

Goals (SDGs: Goal 4). Sustainable Development Goal 4 ensures ‘inclusive and equitable  

quality education and promotes life-long learning opportunities for all,’ and includes  

a set of associated targets. It is, therefore, best argued that inclusive education is seen as  

an integral element of full socio-economic inclusion of students with disabilities.  

(UNICEF, 2016; Ruijs, 2017). 

Inclusive education itself, however, has multiple meanings. Slee (2011) argued that  

inclusive education showed signs of confusion among practitioners and had been implemented 

in different ways. In 2013, the Committee on the Rights of Persons with Disabilities confirmed 

that there was some confusion between inclusive education and integrated education in  

States Parties (United Nations, 2007). If they considered inclusive education for students  

with disabilities as a place to be accepted as full members, then students taught in mainstream 

classrooms might have less access to appropriate accommodation which might result in  

self-devaluation (Haug, 2010). The OECD (1999: 22) underlined the notion of inclusion:



5
Theeraphong  Bualar

NIDA Development Journal Vol. 60 No. 3-4/2020

Inclusion goes beyond the integrative idea of assimilating children  

with disabilities into the existing ordinary school system but it requires 

instead changes to the school system itself … 

Haug (2017) articulated that inclusive education practitioners such as policy shapers, 

school principals and school teachers might view inclusive education from two different  

perspectives-one as a place where students with disabilities could be full members in  

mainstream classes (integration), and another as the optimum place for learning with  

classmates (inclusion). He further explained that inclusive education practitioners should  

bring the two different perspectives together and give priority to locations where students  

with disabilities experienced the most appropriate environment for learning in line with  

a sense of belonging and well-being. 

Inclusive education has led to divergent views when it comes to implementation.  

The success of education for children with disabilities, therefore, depends heavily on  

the knowledge of inclusive education and public awareness of rights to such education  

for persons with disabilities. Without comprehensive knowledge of inclusion, education policy  

shapers may introduce ‘integration’ in the guise of ‘inclusion’ (Ainscow et al., 2000; Norwich, 2014).

Despite growing international recognition of education rights for people with  

disabilities, realizing inclusive education as indicated in Article 24 of the UNCRPD and  

Sustainable Development Goal 4 is still difficult. Some countries in Asia have put a great  

emphasis on inclusive education; their efforts, however, have not been as productive as  

expected due to negative attitudes of teachers toward students with disabilities and  

insufficient staff support from policy-level personnel (Sharma et al., 2008; Deng & Poon- 

MacBrayer, 2012; Bentley-Williams & Morgan, 2013; MacFarlane & Woolfson, 2013; Ruijs, 2017). 

In Thailand, the Thai government since 2008 has undertaken significant educational 

reforms and the Ministry of Education remains highly committed to inclusive education.  

Recognizing the strong influence of UNCRPD and SDGs, the government has substantially  

revised laws concerning education for children with disabilities. 
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One of the most significant acts of disability legislation is the Empowerment  

for Persons with Disabilities Act (2007). This law is the supporting framework for other organic 

laws concerning disability rights. In 2008, to facilitate inclusive education, the Ministry of  

Education promulgated the Education for Persons with Disabilities Act which provided  

technical support and budgets to implement an inclusive education policy. According  

to the Act, the government established the National Education for Persons with Disabilities  

Committee to supervise the Act’s implementation and lay down practical guidelines  

for schools concerning effective implementation of inclusive education. Because of growing  

demand across the country, the central government devolved its inclusive primary education  

functions to local governments through the 1999 Decentralization Law, authorizing municipal 

primary schools to implement inclusive education in local communities. At local levels,  

translating inclusive education policy into practice has not been an easy task in Thailand.  

Adequate resource allocation together with appropriate training for disability policy makers,  

school principals, school teachers and parents is a key factor necessary for successful  

inclusive education (Kantavong et.al. 2012; Sukbunpant et.al, 2013; Vorapanya & Dunlap,  

2014; Kantavong, 2018). 

In Thailand, there is scant literature concerning the role of local municipal primary  

schools in promoting inclusive education rights of young students with learning disabilities.  

It is therefore important for disability scholars to study local context-based inclusive  

education in municipal communities, and share their findings with international researchers  

in order to promote appropriate educational access for children with learning disabilities. 

Without thorough studies, inclusive educational practices at municipal primary  

schools cannot be substantially or effectively modified. Hence, the aim of this article is to  

discuss current findings to understand inclusive education in the local context of Thailand  

from the perspectives of mayors, school principals, teachers, and parents.

Explaining methodology 

The research reported in this article had two objectives. The first was to identify 

the attitudes of the four groups indicated above toward inclusive education at municipal  

primary schools in Thailand. The second was to investigate inclusive education practices at  

the school level with emphasis on how these four groups had responded to inclusive education. 
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Based on a qualitative approach, this article was derived from field research conducted  

from April 2017 to March 2019 in Thailand. It focused on municipal primary schools in three  

municipalities in the north, northeast, and south: Chiang Mai, Khon Kaen, and Songkhla,  

respectively. Since primary education is the first step of schooling and a preparatory stage  

for young students with disabilities to pursue their inclusive experience at higher levels,  

the author selected municipal primary schools in the communities where they lived that  

suited research objectives. It should be noted that the schools in this study admitted  

students with learning disabilities only; children with other types of disability were sent to  

specific schools that can offer the relevant assistance (ramps for wheelchairs, etc.).

In this research, phenomenology was introduced to help the author delve into  

an individual’s experience in inclusive education. Phenomenology is a philosophical 

inquiry launched by Edmund Husserl in 1900, explaining it as a novel way to describe  

the meaning of what was experienced and how it worked (Giorgi, et al, 2017). To date,  

it has been well-received among qualitative researchers who like to address the meaning  

of the interaction between an individual and things in the world (Laverty, 2003; Vagle, 2018).  

A phenomenological approach was thus used to fulfill the research objectives. 

After reviewing key scholars in phenomenological approach, the author followed  

Moustakas (1994) and Creswell (2007) to reveal the live experiences of respondents in inclusive 

education. Their approach best suited the school inclusion experience among respondents. 

Using this approach, the author described attitudes that hindered inclusive education  

policy implementation at the municipal school level and looked into the involvement  

of parents of students with learning disabilities. In order to generate raw data, a semi-structured 

interview technique was introduced to investigate respondent interactions and elicit  

appropriate data for analysis.

Ethical Issues

This research was ethically approved by the Institutional Review Board (IRB).  

Ethical issues in this article included rigorous examination of interview questions by the IRB,  

informed consent from interviewees, and respect for their privacy. To better facilitate their  

consent, the purpose of the research, research questions, research process, time commitments, 

and research materials were explained to the interviewees. In addition, potential risks were  

explicitly discussed so that each participant could decide whether or not to participate.  

Subsequently, participants agreed to sign consent forms for the interviews.
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Audio recordings, verbatim transcriptions, and other note-taking activities from  

interviews were stored as electronic files and were password-protected for the author’s  

use only. Data was disassociated from participant names and other identifying information  

by using a unique numerical identifier. A key that matches participant names to their unique 

numbers was encrypted and stored separately from consent forms.

Selection of respondents

Municipalities located in large urban cities from the north, northeast, and south  

of Thailand were purposively selected, and only one municipality was selected from  

each region. Letters of Permission to Conduct Research approved by the Institutional Review 

Board (IRB) were sent to mayors of each municipality first. The letter, with consent forms,  

explained research objectives, data collection, and analysis. Having studied the criteria,  

the mayors suggested the author contact only one inclusive school in each municipal area.  

As a result, only three municipal schools at primary education level participated in this study. 

Again, letters were sent to school directors outlining the purpose of the research, participants’ 

criteria, and inviting voluntary participation in the interview process. Since this article  

attempted to shed light on respondents’ firsthand experiences of inclusive education  

practices at municipal primary schools, members of the four groups were given a chance  

to express their views through face-to-face interviews. After the author explained the purpose  

of this study, the selected participants agreed to be interviewed and signed the consent forms. 

Each participant from the three municipalities was methodically selected.  

Criteria for the selection of participants included: (i) mayors currently in office, (ii)  

school principals who have implemented inclusive education for five years or more,  

(iii) school teachers who currently teach students with disabilities or those who have taught  

in inclusive classrooms for the past five years, (iv) parents whose children with disabilities  

have studied in an inclusive classroom at municipal schools for three years or more,  

and who have lived in the municipality for three years or more, and (v) those still living in  

these municipal areas at the time of the interviews.

School principals asked their teachers who met the criteria to offer their views. 

As students with learning disabilities in this article were at primary education level and below 

eighteen years of age, the author was prevented by the Child Protection Law from interviewing 

them directly. Their parents, therefore, were regarded as their sole representing voice. 
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For parent interviews, school principals selected from a student database the names  

of those who enrolled their children in inclusive classrooms: six parents from the school in 

Chiang Mai province, five parents from the school in Khon Kaen province, and eight parents  

from the school in Songkhla province. Subsequently, school principals invited them to  

meet with the author. After being informed of the research objectives, eleven parents agreed  

to give their responses-four each from Chiang Mai and Khon Kaen and three from Songkhla.  

In order to protect their privacy, biodata and names remain undisclosed. 

Data Collection and Analysis

The author interviewed all participants owing to their small number. Interview questions 

were methodically constructed. A number of disability scholars and professional experts  

on inclusive education were asked to review the questions. Subsequently, revisions were made  

and the complete interview checklists were redesigned and classified into four groups:  

mayors, school principals, teachers, and parents. The revised interview questions were  

then approved by the Institutional Review Board.

Participants were asked a set of open-ended questions about their inclusive education 

experience. Each of the participants chose to be individually interviewed. The interviews were 

conducted twice at the municipal offices and schools. Each interview lasted for 60 minutes.  

The first interview was for raw data collection while the second was for participants' approval  

for verbatim transcription. All interviewees agreed with the method of tape recording,  

but no photographs were taken as they requested anonymity. 

To avoid confusion with the local dialect, each interviewee was asked to speak  

standard Thai. Despite speaking Thai as a first language, the author employed two research  

assistants in order to avoid language miscommunication. Data and information were recorded  

by hand and on a recording device. The interviews were later transcribed verbatim for analysis. 

The transcribed information was coded within a structure of nodes. A rigorous analysis ensured 

that the key themes were accurately applied to the analysis. The responses were grouped  

by statements from each interviewee unless otherwise indicated. The results included  

the views of mayors, school principals, school teachers, and parents concerning inclusive  

education practices.
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Trustworthiness of information

To ensure data accuracy and to eliminate potential research biases, non-participatory 

classroom observations and academic activities for students with disabilities were introduced  

to cross-check the data. In order to ensure factual accuracy in the transcription process,  

the author read the verbatim transcripts while listening to the recordings. In a second visit,  

the transcripts were given to the interviewees for their responses and approvals. Three parents 

requested that the author read the transcripts for them. 

Results

The author studied the nodes to identify possible themes related by the interviewees. 

The results demonstrated central themes related to values and practices of inclusive education 

among participants. First, impressions of inclusive education among mayors were identified as 

the most meaningful school inclusion policy formulation. Second, it revealed participants’  

attitudes toward inclusive education values and practices. Third, it showed the influence  

of parental involvement in promoting school inclusion for their children with disabilities. 

Inclusive education practices from mayoral responses

Since the promulgation of the Education for People with Disabilities Act (2008),  

the Thai government has promoted inclusive education throughout the country. At a local level, 

financially strong municipalities were tasked with formulating and implementing inclusive  

education policy in their municipal primary schools. The following are statements reflecting 

the mayors’ differing viewpoints of inclusive education. One mayor said:

We understand that students with disabilities need schooling. 

The municipality is promoting educational rights; so, we welcome  

everyone, but we don’t have a special room for students with  

disabilities. They must study with their friends.

In terms of their understanding of inclusive education, it appeared that mayors possessed 

only an academic achievement mindset when asked about its importance. One mayor said:

We have key performance indicators in education achievement at 

a school level, and we must educate our students with disabilities  

under a mainstream school environment and make them academically  

strong. Our education policy is to make sure that every student passes 

the national tests with satisfactory scores. 
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Another mayor added that:

The Ministry of Education has introduced strict quality assurance  

and national tests. Students must demonstrate their strong academic 

ability, basically above the average national test score. The higher, 

the better. With that, our schools will be given top scores in quality 

assessment. 

Their immediate response regarding inclusive education management concerned  

a lack of resources. One mayor argued that:

We are supervising many schools. Funding is our major challenge.  

In order to make it convenient for us to manage, we adopt only  

one school to welcome students with learning disabilities. We have  

a thousand students in total. Unlike disability-specialized schools,  

we ask general teachers to volunteer for inclusive classrooms because 

we don’t have a large enough budget to hire special education teachers.

Another mayor added:

We don’t have any special classrooms for them (students with disabilities)  

in our schools. Our education budget within a fiscal year is not sufficient 

to run effective inclusive schools. It is expensive and parents of those 

children tend to be poor. We just do our best under resource constraints.

Responses indicated that mayors not only shed light on key performance indicators  

in academic achievement for students with learning disability, but also strongly argued that  

existing budget arrangements hindered the process of education for those students. 

Inclusive education implementation from principals’ perspectives 

Because the notion of inclusive education is quite recent at municipalities and schools, 

neither mayors nor school principals appeared to understand its core concepts. The newness  

of the concepts has not only led to an erroneous impression of inclusive education management, 

but also insufficient institutional support for teachers involved with classroom inclusion.  

One school principal argued:
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We are not ready yet, but we have to abide by the mayor’s directives. 

Students with disabilities who come to us have learning disabilities  

and their literacy is very low. We don’t have a special class for them 

and must put them into a mainstream class. That’s a problem.

Another principal added:

The mayor has chosen our school to be an inclusive primary school 

and his administration informally publicized this without asking if we 

were ready or not. Nobody knows how to run inclusive classrooms,  

but when it is a policy, we can’t say “no” to the mayor and we can’t 

say “no” to parents, either.

One principal commented candidly on inclusive education:

In reality, we don’t want to admit these students with learning  

disabilities because their academic performance can't meet the  

desired national educational achievement. They just bring our  

school rank down every year. Their families’ financial status is poor  

and their parents can't help them well at home. They just put their 

burden on the school. What can we do, then?

The responses received suggested that many schools were not well-equipped  

to implement inclusive education. The comments from school principals demonstrated  

that they had negative or uninformed attitudes toward classroom inclusion. The interviews  

indicated that there appeared to be no institutional support from mayors, nor have the school 

principals or teachers been trained to implement inclusive education at a primary school level, 

even though it is a mayoral policy that school principals must implement. While a number  

of school principals seemed to have negative attitudes toward school inclusion and/or lack  

sufficient knowledge of inclusive education, classroom teachers were left alone to face major 

challenges when teaching students with disabilities in mainstream classrooms. 

Opinions of classroom teachers concerning inclusive education  

practices 

In schools, principals asked teachers to voluntarily teach students with learning  

disabilities in mainstream classrooms. However, very few responded favorably to such requests. 

One volunteer math teacher argued that:
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I am the youngest among math teachers in the school and I was  

tasked to teach students with learning disabilities. The school principal 

assigned me to handle classroom inclusion in Grades 4 and Grade  

5. I felt ineffective when teaching students with learning disabilities  

mixed with the non-disabled. I did my degree in math, not special  

education. 

A social studies teacher who teaches grade 6 described her experience in an inclusive 

classroom. She mentioned that it was difficult to teach in such an environment:

Social studies could possibly spur student interest. Updated teaching 

and learning materials should have been provided. I think every  

subject needs new teaching and learning materials for special-needs 

students. But our school receives very small budgets each year.  

With those problems, I am reluctant to teach them.

One Thai language teacher of grade 4 argued that teaching students with learning  

disabilities in mainstream classrooms might have a negative effect on his teaching career.  

He stated:

Teaching students with learning disabilities is really messy. If  

the academic achievement in my class is lower than the national 

standard, my annual salary increase may be frozen because 

the mayor and the school principal have adopted academic 

achievement as a major performance indicator for salary increase 

assessment. In the long run, mixed classes will affect my teaching status.

In contrast, when asked the same questions about inclusive education in practice,  

two home economics teachers from grade 1 gave different responses. One (female) explained:

I like teaching them to paint on handkerchiefs. They like brushes  

and color. When painting, they focus on it very well. The picture may 

not be completely beautiful, but painting makes them stay focused.  

It would be good if the school principal and the mayor used home 

economics as a part of key performance indicators.
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The other grade 1 teacher (male) taught students with learning disabilities to make  

silver bowls. He explained that these students knew how to use their physical strength  

to hammer a silver bowl from a bowl mold. He related:

Students with learning disabilities may not be academically strong,  

but they are doing well in my silver bowl class. Unfortunately,  

home economics at the primary level is not considered for academic 

achievement. The National Standardized Test only includes math, 

language, science, and social studies. It would be better if the school 

could construct or at least revise a curriculum to correspond  

to the special-need students.

Both home economics teachers indicated that they enjoyed working with students  

with disabilities in their home economics classes. They thought that their class activities  

helped those students concentrate on the subject at hand longer than in the academic  

classrooms. Responses from other teachers, however, illustrated that they fostered negative  

attitudes toward including students with learning disabilities in mainstream classrooms  

because they did not have the necessary skills for classroom inclusion.

Parental involvement in inclusive education practices

Inclusive education strongly needs the fullest support from family members. However,  

when asked about their involvement in their children’s schooling, the answers from parents  

were in stark contrast to inclusive education concepts. One parent explained:

I am not well-educated and nobody at home knows how to teach  

my child. What should we do? If teachers don’t know how, who does? 

Another parent argued:

A teacher wanted me to bring my child to a hospital for medicine. 

But I don’t have enough money for him to see a doctor. I wish I could.

When asked about teacher-parent meetings held twice in one semester, many parents 

declined to participate in the discussions about their children with disabilities. The most  

common answer was that they had limited time during the day. One parent said:
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I cannot skip work because I am an hourly-paid employee. Absence 

from work can result in unemployment and we don’t want that  

situation. I know teachers are well-intentioned, but life is not easy 

for us and we don’t want to risk losing jobs.

From the responses, parental involvement in inclusive education may be insufficient. 

Low education levels and poverty were the reasons given to avoid discussion with teachers  

about creating a better learning environment for their children. Results suggested that  

parents wanted to put their children with disabilities in school every day, but did not appear  

to have the appropriate awareness concerning their roles in promoting inclusive education.

Discussion

Participants’ responses were generally consistent with international literature  

on inclusive primary education that reflected underlying attitudinal barriers to students with  

disabilities. According to the findings from this research, problems concerning implementation  

of inclusive education at municipal primary schools stem from a number of causes:  

mainly (i) the mistaken impressions toward inclusive education among mayors, (ii) the negative  

attitudes of school principals and teachers, and (iii) little parental involvement. 

The results demonstrate that mayors do not embrace Article 24 of the UNCRPD  

and SDGs, goal 4.3 and suggest that they are ill-informed concerning inclusive education.  

Such lack of information may have resulted from a lack of training or prior hands-on experience 

with inclusive education. This is consistent with earlier international research that revealed  

a lack of training or little experience with students with disabilities could lead to poor school 

inclusion preparation (Avramidis & Norwich, 2002; Ainscow, 2006; Deng & Guo, 2007; Brownell  

et al., 2010; Florian & Linklater, 2010; de Boer et al., 2011; Bentley-Williams & Morgan, 2013). 

Previous research on inclusive education in primary schools also confirms results  

from this article that such poor preparation has given rise to negative mayoral impressions  

toward inclusive education which has, in turn, impacted the availability of learning opportunities  

for students with learning disabilities (Vislie, 2003; Lindsay, 2007; Kavale & Forness, 2000;  

Brownell et al., 2010; Ruijs, 2017). Under the influence of such misapprehension, a number  

of mayors have translated the concept of school ‘inclusion’ into school ‘integration.’  
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It is possible that educational policymakers who are more distant from students with  

disabilities express more positive attitudes to school ‘integration’ than ‘inclusion’. The mayors  

in these findings saw inclusive education only as the placement of students with learning  

disabilities into mainstream schools, regardless of their degree of learning participation while  

they were in the classrooms. Without appropriate learning participation, classroom integration 

can discourage students with disabilities and increase a school drop-out rate. 

Vislie (2003) notes that placing students with disabilities into mainstream schools  

through the integration perspective only is not sufficient and these students will be seen  

as having a different status in the classroom. Eventually, those students may develop social 

alienation which bars them from learning (Ainscow et al., 2000; Kavale & Forness, 2000).  

The findings from this research illuminate the interplay between the role of educational  

policy makers and the failure of school inclusion. Literature on school inclusion strongly  

emphasizes proper understanding of inclusive education in practice among educational  

policy shapers (Florian, 2015; Hardy & Woodcock, 2015; Haug, 2017). It, however, turns out  

that the misunderstanding of mayors concerning inclusive education has aggravated  

inclusiveness at the school level because it causes a number of administrative tensions  

related to classroom inclusion. Ongoing disputes among mayors, school principals and teachers 

regarding funding allocation and technical support at the school level may be provoked. 

The findings indicate that mayors gave inclusive education implementation at  

a school level to the strict control of an unprepared bureaucracy in inclusive school budget  

allocations. Small inclusive school grants from mayors is another major barrier to education  

for students with learning disabilities, because mayors allocated funds on their own authority 

without either clear understanding of school inclusion or active involvement of school principals 

and teachers. Such personnel, therefore, may have concluded that an insufficient funding  

arrangement was one of the major causes impairing the quality of inclusive education.

Another effect stemming from the misapprehension of mayors (discussed above) is  

the classroom inclusion and academic achievement dilemma (Florian, 2014). According  

to the mayors' misunderstanding, student achievement was correlated with satisfactory  

national standardized test scores. Each municipal primary school was required by its mayor  

to improve the annual test scores of students and such improvement was a key performance  

indicator for each teacher. Although international literature on inclusive education  



17
Theeraphong  Bualar

NIDA Development Journal Vol. 60 No. 3-4/2020

emphasizes relationships between teachers’ lack of training and classroom inclusion failures  

(Emam & Farrell, 2009; Brownell et.al., 2010; Forlin & Chamber, 2011; Brentley-Williams & Morgan, 

2013; Florian, 2015). Findings from this research revealed a different theme of argument,  

centering on rigid top-down administrative policy with penalties. Based on findings, teachers 

volunteer to teach students with disabilities, but they may become demoralized because,  

according to administrative policy, the number of students who pass the national standardized 

tests is a major factor influencing their annual salary increases, while a negative outcome  

can lead to a salary cut and jeopardize their teaching career path. Mayors have imposed  

academic achievement policies as the most important goal of education in their constituencies. 

Such a goal contradicts the major aims of education for students with disabilities,  

i.e., independence, a sense of pride and willingness to actively participate in their communities 

(Vaughn et al., 1996; Florian, 2014). In effect, the dilemma of implementing inclusive education 

stems from a number of factors, mainly inappropriate assistance from mayors, teachers’  

lack of training or belief in disability models, and the classroom subjects themselves. 

As noted, because of erroneous impressions concerning inclusive education,  

mayors paid little attention to the learning opportunities of students with disabilities.  

Such misimpressions may also have made mayors oblivious to the interplay between adequate 

financial-technical support and teachers’ attitudes toward inclusive classrooms. From the  

interviews, mayors appeared to have allocated insufficient funds to improve teaching-training 

materials or to sharpen the pedagogical skills of teachers who worked with students with  

learning disabilities and those without in the same classroom environment. Although teachers 

had been tasked to achieve inclusive education results, no further assistance was given  

because, apparently, inclusive education, according to the mayors, did not require any  

additional investment cost to accommodate disability at school levels. 

Subsequently, teachers did not receive the appropriate skill training prior to teaching 

inclusive classrooms, forcing them to use their immediate problem-solving skills. Without  

strong support from management level, the day-to-day problems of an inclusive classroom  

may appear overwhelming and demoralize school teachers as well as discourage the classroom 

inclusion of students with learning disabilities. Gradually, school principals and teachers  

may adopt a negative attitude toward those students and inclusive education (Lindsay, 2007; 

Sharma et al., 2008; Emam & Farrell, 2009; Brownell et al., 2010; Slee, 2011). 
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Another correlation between teachers’ negative attitudes and inclusive classroom  

is their belief in disability models (Miles & Singal, 2010; Hardy & Woodcock, 2015; Haug, 2017). 

Teachers who subscribe to the ‘medical model of disability’ believe that such a model  

centers on a pathological approach requiring interaction between students with disabilities  

and medical staff, while those who support the ‘social model of disability’ perceive  

that those students must be seen in the context of social interaction. Teachers who follow  

the social model of disability strongly believe in heterogeneous classrooms to encourage  

those students with learning disabilities to engage with their classmates (as in the case of  

the home economics teachers above). In contrast, teachers who embraced a pathological  

approach declined inclusive classrooms as in the case of language teachers from this research. 

The inclusive classroom is therefore subject to the teachers’ belief in a medical/social model  

of disability. The findings are generally consistent with previous research that the notion  

was found to be an important factor influencing the attitudes of teachers toward inclusive  

education (Kavale & Forness, 2000; Brownell et al., 2010).

Apart from sufficient support and teachers’ beliefs in different disability models,  

findings have provided evidence that the subject taught was another factor influencing  

teachers’ attitudes. Subjects requiring active class engagement are grouped under social life  

skill improvement, e.g., art and home economics, whereas math, science, language, and social 

studies are considered academic skills. Findings from this research confirmed previous  

research that teachers who have never experienced successfully facilitating classroom activities  

between students with disabilities and those without acquired a negative attitude toward  

inclusive education (Avramidis & Norwich, 2002; Florian & Linklater, 2010; de Boer et al., 2011;  

Forlin & Chambers, 2011). Also, it revealed that teachers who taught academic subjects paid  

very little attention to inclusive classroom interactions between students. Rather, they put  

their emphasis on the individual student’s academic improvement; students with high scores  

on exams or quizzes were perceived as contributing factors to a successful teaching career. 

Because they did not earn a degree in Special Education, nor did they receive  

enough budgetary support for classroom inclusion management training, school principals  

and teachers perceived students with learning disabilities as stressful to handle while they  

were in mainstream classrooms with their classmates. Additionally, academic subject  

teachers perceived these students as threats to their teaching careers and may explain why  
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they were reluctant to welcome students with learning disabilities to their classrooms.  

If teachers had received sufficient skill training in successful classroom engagement and  

embraced a heterogeneous approach to classroom instruction along with sufficient technical 

support from mayors and school principals, they might have gradually developed more  

positive attitudes toward students with disabilities and become more likely to promote  

classroom inclusion (Farrell et al., 2007; Savolainen et al., 2012; Kamenopoulou & Dukpa,  

2017; Vasileiadis & Dojkou-Avlidou, 2018). 

Apart from the challenges discussed above, research has suggested that parental  

involvement is one of the major factors influencing the learning outcomes of students  

with disabilities and lowering their drop-out rates (Fan & Chen, 2001; Christenson, 2003;  

Hornby & Lafaele, 2011). In the interviews, however, parents did not develop relationships  

with teachers or the schools. The limited parental involvement resulted from parents’  

beliefs about inclusive education management and their current life contexts. 

Frequent monitoring and supervision at home are strong mechanisms ensuring that 

students with learning disabilities have wider opportunities to learn more (Clough & Nutbrown, 

2004). In the interviews, parents believed that they were not educated enough to monitor  

and supervise their children while at home. They implicitly argued that this role should be  

performed by school teachers. This belief discouraged parents' participation in teacher-parent  

discussions about their children. Consequently, they avoided taking an active role in school 

engagement for their children’s learning opportunities (Christenson, 2003).

The parental beliefs correlated with their current life contexts. Their responses  

clearly indicated that their household financial restrictions would be an insurmountable  

barrier to their involvement in inclusive schools. Poverty has forcibly imposed financial  

restrictions onto the households of students with learning disabilities. Therefore, household 

expenses always receive first priority over inclusive education. As a result, parents with  

children with disabilities are increasingly reluctant to make a trade-off between their  

employment and inclusive school involvement. With a low socio-economic status, parents  

who have children with disabilities feel economically insecure and such insecurity permeates 

their daily lives. In addition, the schools do not accommodate parents with alternative ways of 

involvement. Eventually, these situations are a source of negativity where parental involvement 

in inclusive education is concerned (Rodriguez et al., 2014).
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On the one hand, the findings discussed above have demonstrated that respondents 

interpreted inclusive education as only integrating children with disabilities into mainstream 

classrooms. On the other, responses have portrayed differing opinions among interviewees  

as to whether inclusive education at municipal primary schools is the end itself or part of  

a process. Mayors, school principals and parents shed light on school attendance, i.e., equal  

educational opportunity by placing those students into mainstream schools and promoting  

their academic achievements. Teachers, however, place greater emphasis on the inclusion  

process, i.e., training in disability-pedagogical teaching skills and appropriate assistance  

from mayors that involve changes in policy formulation, implementation and incentives.  

It is therefore argued that interviewees hold divergent views on inclusive education which  

has resulted in inconsistent practices.

Concluding remarks and recommendations

Based on in-depth interviews, this article identifies the underlying causes of poor  

quality inclusive education at selected municipal schools. Because of false impressions  

toward inclusive education among mayors and negative attitudes of teachers, municipal  

primary schools are barely capable of providing students with learning disabilities with quality 

learning environments in mainstream classrooms. 

Implementing inclusive education at municipal schools does not mean that  

discrimination is alleviated (OECD, 1999; Ainscow et.al., 2000; Slee, 2011; UNICEF, 2016).  

Respondents from this study have negative attitudes toward inclusion and they give scant  

attention to fundamental individual differences among students with learning disabilities  

in mainstream classrooms. Teachers indicate that mayors and school principals should not  

simply put students with learning disabilities into mainstream classrooms without providing  

teachers with appropriate pedagogical teaching skills for children with special needs. 

Furthermore, this research suggests that institutional support, e.g., adequate budget  

allocation, teacher-training materials etc., should have been given before recruiting students  

with learning disabilities. These hurdles have fostered negative teacher attitudes toward  

inclusive education. Without a positive attitude and institutional support from mayors,  

it is a major challenge for school principals and classroom teachers to guarantee the appropriate 

quality of inclusive education for students with learning disabilities. 
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Among recommendations derived from this research, it is proposed that mayors  

undertake a leading role through their capacity-building processes to construct inclusive  

education frameworks or guidelines that support inclusive schools and arrange external resource 

support systems, especially professional support teams, to help teachers who request  

guidance for teaching students in mixed ability classrooms. Another suggested practice is  

the allocation of funds for teacher training, particularly concerning attitudinal changes  

and disability-pedagogical skill training.

In addition, mayors and school principals need to allocate sufficient budget resources  

to support curriculum adaptations, in order to create better learning environments  

for students with learning disabilities to embrace their individual learning needs. In order  

to make these suggestions a reality, the Ministry of Education and municipalities should  

revise their academic achievement policies to create an alternative method of performance 

evaluation and assessment for students with disabilities and their teachers. 

In order to guarantee active parental involvement in inclusive education,  

school principals and teachers must design an Individualized Education Program (IEP)  

that suits each student and parent, since IEP can lead to effective communication between 

parents and teachers. More importantly, mayors and school principals should encourage parents 

to actively engage in inclusive classrooms through informal organizations, e.g., local communities, 

local disability NGOs, and other advocacy groups. In order to encourage parents to become  

involved in inclusive classrooms through informal groups, mayors and school principals need  

to be more persuasive and available for outreach programs. 

These informal groups may also be of help in raising public awareness of students  

with learning disabilities in local communities. Municipalities and schools need to involve those 

organizations in inclusive education policy formulation and implementation to make them  

mindful of the significance of education for children with disabilities. If well-placed,  

those organizations can be a contributory factor to inclusive education. They can be an assisting 

factor to parents who need guidelines for inclusive education involvement. They may also  

be able to help municipalities and schools attain inclusive education goals at local levels. 
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Despite the insights this study offers on causes that weaken inclusive education at  

municipal schools, there are a number of limitations. It discussed only subjective viewpoints  

from mayors, principals, teachers, and parents who were purposively recruited from only  

three local areas in Thailand. As such, it is inappropriate to generalize from these research  

findings concerning inclusive education barriers to other disability classifications and  

higher educational levels. Future research on different aspects of inclusive education using  

a quantitative approach with inclusive classroom observations and different disability  

classifications may provide more varied responses, discussions, and recommendations. 

Inclusive education needs a healthy dialogue to ensure effective inclusive education  

at local schools for students with disabilities. Without sufficient institutional support from  

mayors and positive attitudes from school principals, teachers and parents, attempts to include 

students with learning disabilities into inclusive classrooms at municipal primary schools  

will be very difficult. If students with learning disabilities receive appropriate inclusive  

education in their local communities, they will be able to improve their socio-economic  

situation in the long run and becoming contributing members of their communities. 
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Abstract

In order to know the motivation factors to use Twitter in male population in Thailand, 

this research has been conducted. The research framework, based on a few related theories, 

was proposed. An online questionnaire was sent to 514 men in Thailand, then their  

responses were proceeded using linear regression and structural equation modelling. 

The results of the study, ranked by the mean values, show that the highest  

mean score is Trust, followed by Facilitating Condition, Performance Expectancy,  

Spam and Duplicate, Meeting new people, Online game, Anonymous, Social Influence,  

and Effort Expectancy, respectively. 

When using the Structural Equation Modelling (SEM), the analysis show that  

the most influencing motivation factor is Trust, followed by Social Influence, Performance 

Expectancy, Anonymous, Online game, Facilitating Condition, Spam and Duplicate,  

Meet new people, and Effort Expectancy, respectively.
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With these results in consideration, any Twitter-like business and developers  

could apply to their business and applications for the purposes of increasing the number 

of both users and usages.

Keywords: Twitter, Trust, Motivation, Expectancy, Online Social Media
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แรงจููงใจูต่่อการใช้้งานทวิิต่เต่อร์

ของประช้ากรช้ายในประเทศไทย

เทีียนชััย  พาเทีศ* และ สุุเทีพ  ทีองงาม**

รัับวัันที่่�  26 พฤษภาคม 2566             ส่่งแก้้ไขวัันที่่�  20  ตุุลาคม 2566              ตุอบรัับตุ่พิมพ์วัันที่่� 25 ตุุลาคม 2566 

บทคััดย่อ

งานวิิจััยนี�มีวิัตถุุประสุงค์์เพ่�อศึกษาแรงจัูงใจัในการใช้ังานทีวิิตเตอร์ของประชัากรชัายในประเทีศไทีย 

โดยนำเสุนอกรอบการวิิเค์ราะห์์ตัวิแปรทีี�ได้จัากทีฤษฎีีต่าง ๆ ทีี�เกี�ยวิข้อง มีการใชั้แบบสุำรวิจัออนไลน์  

จัำนวิน 514 ตัวิอย่าง และประมวิลผลแบบสุอบถุามด้วิยการวิิเค์ราะห์์การถุดถุอยเชัิงเสุ้นและแบบสุมการ

โค์รงสุร้าง

เม่�อพิจัารณาค์่าเฉลี�ยทีี�ได้จัากแบบสุอบถุาม พบวิ่า แรงจัูงใจัสูุงทีี�สุุดในการใช้ั Twitter ของ 

ประชัากรชัายไทีย ค์่อ ค์วิามน่าเชั่�อถุ่อ ตามมาด้วิย ค์วิามค์าดห์วิังในการใชั้งาน การไม่เปิดเผยตัวิตน 

เกมออนไลน์ สุภาพสุิ�งอำนวิยค์วิามสุะดวิกของระบบ สุแปมและข้อค์วิามซ้�ำ การได้พบปะผู้ใช้ังานให์ม่ ๆ  

อิทีธิิพลทีางสุังค์ม และค์วิามค์าดห์วิังในค์วิามพยายาม ตามลำดับ 

เม่�อใชั้ตัวิแบบสุมการโค์รงสุร้างเพ่�อวิิเค์ราะห์์ปัจัจััยทีี�มีอิทีธิิพลต่อการใชั้งานทีวิิตเตอร์ พบวิ่า  

ปัจัจััยทีี�มีอิทีธิิพลสุูงทีี�สุุดเรียงตามลำดับจัากมากไปห์าน้อยเป็นดังนี� ค์วิามน่าเช่ั�อถุ่อ ตามมาด้วิย อิทีธิิพล 

ทีางสัุงค์ม สุภาพสุิ�งอำนวิยค์วิามสุะดวิกของระบบ ค์วิามค์าดห์วิังในการใชั้งาน สุแปมและข้อค์วิามซ้�ำ  

การไดพ้บปะผู้ใชั้งานให์ม ่ๆ  เกมออนไลน์ การไม่เปิดเผยตัวิตน และค์วิามค์าดห์วิงัในค์วิามพยายาม ตามลำดบั
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ทีั�งนี� ธิุรกิจัทีี�เห์ม่อนห์ร่อใกล้เค์ียง รวิมทีั�งนักพัฒนาระบบดังกล่าวิ สุามารถุนำผลไปประยุกต์ใชั ้

เพ่�อเพิ�มจัำนวินผู้ใชั้งานและจัำนวินการใชั้งานได้

คัำสำคััญ: ทีวิิตเตอร์ ค์วิามน่าเชั่�อถุ่อ แรงจัูงใจั ค์วิามค์าดห์วิัง สุ่�อสุังค์มออนไลน์
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Introduction

Background and Significance of the Problem

Nowadays, internet has an increasingly important role in people’s daily lives,  

including communication, online trade, sharing of information or stories of users, relaxation  

and recreation, as well as transactions. According to the survey of behavior of internet users  

in Thailand in 2019 by Electronic Transactions Development Agency, it revealed that in 2018, 

there were as high as 47.5 million internet users or 71.5% of the total population in Thailand. 

The Thais also used internet on the average 10 hours and 22 minutes a day which increased  

from 2018. The online activity that was the most popular was social media. Nowadays,  

there are numerous platforms of social media. The grouping of the users of each platform  

creates Online Social Network. The Online Social Network creates online community among  

people with the same interests, common activities, similar background, or friendly relationship.  

Most Online Social Networks function on website by allowing users to be able to create  

personal information and interact with other users (Schneider, 2009). Many platforms can  

also be selected for usage according to appropriateness and satisfaction of usage.

Based on the report of the website www.datareportal.com, it is found that in Thailand 

the growth of the Twitter platform is interesting compared to a similar platform or what is  

called Social Network Site (SNS). The Social Network Site is devised as the platform of  

network communication, of which the user has the following: 1.Profile that provides unique 

identification consisting of the content set by the user and the content set by other users  

or the content determined by the system 2. An ability to connect with others by allowing  

others to come in and survey one’s content 3. An ability to use the service, construct, or  

respond to the stream of the content determined by the user through connection on website  

(Ellison & Boyd, 2013, p. 157). The compared platforms include the following 1. Facebook:  

In 2019, there were 50 million accounts but in 2020 there were only 47 million accounts  

and 2. Instagram: In 2019, there were 13 million accounts but in 2020 there were only  

12 million accounts. On the contrary, Twitter experienced high growth. In 2019, there were  

4.7 million accounts but in 2020 there were 6.55 million accounts. However, the problem with  

Twitter is the difference of gender of male and female users which is very high. There are only 

21.9% of male users but 78.1% of female users compared with 1. Facebook there are 50%  

each of male and female users 2. Instagram there are 36.4% male users and 63.6% female users. 

As a result, Twitter is the Social Network Site with the lowest ratio of male users.
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Research Question

What is the motivation to use Twitter in male population in Thailand?

Research Objective

This study aims to figure out the motivation to use Twitter in male population in  

Thailand by conducting an online survey. The result may be helpful to both businesses  

and application developers to increase both users and usages of their platform. 

Concepts and Theories

Twitter is the service for friends, families, and colleagues to communicate fast  

and frequently. The Twitter includes pictures, video, links, or characters. The messages will  

be posted on the profile of the users and sent to followers and can be searched through the 

searching tool of Twitter by limiting the number to 140 characters per 1 tweet (www.twitter.com).

Trust and Fake news on social media Fake news is news article with the intention  

to be false. Fake news is not a new problem. It changes all the time, from newspaper,  

radio, television, and social media (Shu, Silva, Wang, Tang and Lui, 2017). Twitter is the  

platform that stresses speed in spreading messages. As a result, the screening of messages may  

not be very efficient. Reliability is therefore one of the main parts for the use of online  

platforms (Akar and Mardikyan, 2014). 

Spam and Duplicate Tweets Spam Twitter is easy due to the speed in tweeting  

various contents. The contents that are not requested will appear in personal news page,  

the result of the search, and hot topics. These contents will be disseminated by fake account  

that is clearly constructed by spam senders, who will send a large number of messages or  

repetitive messages (Thomas, Grier, Paxson and Song, 2011).

Gender differences in Social networking The research of Weiser (2000) dealt with  

the differences of the form of internet use between gender. It was found that the students  

of basic psychology and those preparing the questionnaire agreed on the 19 variables in  

the research. The research selected 2 variables to be in line with the use of Twitter and the 

research mentioned earlier as follows: 1. Meet new users because Twitter users do not need  

to reveal real information 2. Online game does not figure in the qualifications of Twitter.
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Unified theory of acceptance and use of technology The unified theory of  

acceptance and use of technology by Venkatesh, et al. (2003) was developed to explain  

the acceptance and use of technology of users through the development of 8 theories as  

follows: 1. Theory of Reasoned Action (TRA) 2. The Technology Acceptance Model (TAM)  

3. Motivational Model (MM) 4. Theory of Planned Behavior (TPB) 5. Model of PC Utilization 

(MPCU) 6. Combined theories between TAM and TPB 7. Theory of social foundation, diversities of  

factors used to explain innovation and use of tools relevant to innovation in organization  

(Innovation Diffusion Theory: IDT or Diffusion of Innovations: DOI) 8.Theory of changes in  

human behavior from environmental influence, personal factors, and qualifications of personal 

behavior (Social Cognitive Theory: SCT). 

Research Framework 

In consideration with the characteristics of Twitter itself and a few theories earlier  

explained, a research framework is proposed as seen in Figure 1. There are 9 independent  

variables, one mediator, and a dependent variable within 9 hypotheses.

Performance Expectancy
H1

H2

H3
H4

H5

H6

H7

H8

H9

Behavioral Intention
Use Behavior

Effort Expectancy

Social Influence

Facilitating Condition

Anonymous

Trust

Spam and Duplicate

Meet new people

Online game

Figure 1: Research Framework
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Methodology

This research used the online questionnaire to survey the use of Twitter in the Thai 

male population. The questions were relevant to the use of Twitter with the rating scale of 1,  

which means the least and 5, which means the highest. The questionnaire used to measure  

the variables of the study with three questions each, using the formula to calculate the sample  

size of Krejcie & Morgan that determined the confidence level of 95%, the ratio of the  

interesting features of the population of 0.5, and the consideration of 5% degree of error  

which would acquire the sample size of at least 384, using the SPSS for the analysis of  

the questionnaire. However, in this survey, 514 questionnaires were received and proceeded.

Research Results

The analysis of the motivation to use Twitter in male population in Thailand used  

the SPSS to process 514 copies of questionnaire from the sample who were male with or  

without experience of using Twitter in Thailand. The researchers determined the statistical  

significance at the level of 0.05 for the data analysis. The details of the analysis were as follows:

Results of Data Analysis relevant to Motivation to use Twitter

As shown in Table 1, the most influencing motivation factor is “Trust of  

the information”, followed by “Facilitating Condition”, “Performance Expectancy”,  

“Spam and Duplicate”, “Meeting new people”, “Online game”, “Anonymous”,  

and “Effort Expectancy”, respectively.
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Table 1: Mean, and Standard Deviation of motivation level to use Twitter

(n=514)

Motivation to use 
Twitter

Motivation levels

Least Low Moderate High Highest � S.D.

1. Performance Expectancy (PE)

1.1 Use of Twitter is useful 
in daily life

1 3 0 172 338 4.46 0.538

1.2 Use of Twitter enables faster 
work 

3 2 102 175 232 4.23 0.817

1.3 Use of Twitter enables faster 
reception of news and information

3 1 94 178 238 4.26 0.8

Total 4.375 0.494

2. Effort Expectancy (EE)

2.1 Usage in the system menu is 
clear and easy to understand

3 1 105 155 250 4.26 0.827

2.2 Can easily learn to use 3 2 98 173 283 4.25 0.814

2.3 Can easily achieve skill in usage 3 1 118 173 219 4.18 0.829

Total 4.228 0.584

3. Social Influence (SI)

3.1 You will use according to your 
friend’s usage

2 3 105 168 236 4.23 0.818

3.2 You will use according to 
widely known fame

2 2 99 175 236 4.25 0.802

3.3 You will use according to 
the person whom you admire

4 2 92 188 228 4.23 0.809

Total 4.237 0.575

4. Facilitating Condition (FC)

4.1 You think you can gain access 
to Twitter conveniently

2 2 83 175 252 4.31 0.78

4.2 Your smartphone supports 
Twitter

1 2 103 164 244 4.26 0.801



37
Thianchai  Phatet and Sutep  Tongngam

NIDA Development Journal Vol. 60 No. 3-4/2020

Motivation to use 
Twitter

Motivation levels

Least Low Moderate High Highest � S.D.

4.3 Suggestion within Twitter is easy 
to understand

3 2 0 181 244 4.61 0.576

Total 4.394 0.491

5. Anonymous (A)

5.1 You expect that your followers 
will use real information

1 114 0 141 258 4.28 0.81

5.2 You expect that the persons 
you follow will use real information

3 3 102 168 238 4.24 0.827

5.3 You expect that other users 
will use real information

0 6 109 156 243 4.24 0.822

Total 4.25 0.584

6. Trust (T)

6.1 Feel afraid in advance for usage 2 3 0 158 351 4.66 0.554

6.2 Feel that will receive inaccurate 
information

2 2 0 175 335 4.63 0.551

6.3 Feel that the information is 
not safe

1 3 0 145 365 4.69 0.521

Total 4.66 0.366

7. Spam and Duplicate (SD)

7.1 Feel that tweeting is too fast 2 4 103 156 249 4.26 0.828

7.2 Feel that there is too much 
tweeting

1 4 114 165 230 4.2 0.823

7.3 Feel that tweeting is annoying 1 5 0 164 344 4.64 0.558

Total 4.368 0.502

8. Meet new people (MN)

8.1 You expect to meet new friends 1 3 103 172 235 4.24 0.802

8.2 You expect to get acquainted 
with new friends

2 2 0 167 343 4.65 0.547

Table 1: Mean, and Standard Deviation of motivation level to use Twitter (Continue)

(n=514)
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Motivation to use 
Twitter

Motivation levels

Least Low Moderate High Highest � S.D.

8.3 You expect to meet users 
with the same interests

0 2 117 162 233 4.22 0.806

Total 4.368 0.47

9. Online game (OG)

9.1 You expect to have game 
to play

2 2 108 175 227 4.21 0.812

9.2 You want to play game 
with your friends

2 1 0 187 324 4.61 0.544

9.3 You want Twitter to have 
game to play

4 2 99 165 244 4.25 0.831

Total 4.359 0.476

10. Behavioral Intention (BI)

10.1  You intend to use Twitter 
for watching news

0 1 5 256 252 4.48 0.53

10.2  You intend to use Twitter 
for following others

3 2 1 235 273 4.50 0.59

10.3  You intend to use Twitter 
for expressing opinions on 
interested issues

2 1 3 267 241 4.45 0.564

Total 4.476 0.368

11. Use Behavior (UB)

11.1  You intend to use Twitter 
the following month

1 1 0 245 267 4.51 0.534

11.2  You hope to use Twitter 
the following month

3 1 0 248 262 4.49 0.576

11.3  You plan to use Twitter 
the following month

2 1 0 250 261 4.49 0.556

Total 4.497 0.342

Table 1: Mean, and Standard Deviation of motivation level to use Twitter (Continue)

(n=514)
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Table 2: Regression Coefficient of forecasting equation among variables

Variables B Std. Error Beta t p-value

Constant 1.865 0.206 9.042 0.000

PE 0.049 0.206 0.065 1.372 0.171

EE -0.02 0.035 -0.032 -0.63 0.529

SI 0.058 0.032 0.09 1.795 0.073

A -0.016 0.031 -0.026 -0.537 0.592

T 0.285 0.043 0.283 6.604 0.000**

SD 0.138 0.037 0.189 3.73 0.000**

MN 0.054 0.037 0.069 1.47 0.142

OG 0.032 0.037 0.042 0.86 0.39

Variables B Std. Error Beta t p-value

Constant 2.994 0.191 15.665 0.000

FC 0.061 0.03 0.087 1.986 0.048*

BI 0.276 0.041 0.297 6.798 0.000**

Linear Regression Analysis

Based on Table 2, it was found that Trust, Spam and Duplicate had influence on  

Behavioral Intention with the statistical significance at the level of 0.05 which could be used  

as a forecast to estimate the level of Behavioral Intention with the Path Coefficient of 0.283  

and 0.189 and could be explained that when Trust, and Spam and Duplicate increased 1 unit, 

Behavioral Intention would increase 0.285 and 0.138 unit, respectively.

Table 3: Regression Coefficient of forecasting equation between Facilitating Condition,  

  Behavioral Intention, and Use Behavior

In Table 3, it was found that Facilitating Condition, and Behavioral Intention influenced 

Use Behavior with the statistical significance at the level of 0.05 which could be used as a forecast 

to estimate the level of Use Behavior with the Path Coefficient of 0.087 and 0.297 and could  

be explained that when Facilitating Condition, and Behavioral Intention increased 1 unit,  

the Use Behavior would increase 0.061 and 0.276 unit, respectively.
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Results of the assessment of congruence with empirical data of the model

Table 4 show the assessment of congruence of the evidence-based data and the model.  

Compared to each criterian, the results were met and the congruence was validated.

Table 4: Results of the assessment of congruence with empirical data of the model 

Goodness of Fit Indices Criteria Statistics Results

Chi-square ≤3.00 (Hair et al., 2010) 1.634 Met the criteria

RMSEA ≤0.05 (Sanchez et al.,2020) 0.035 Met the criteria

GFI [0,1] (Sanchez et al.,2020) 0.917 Met the criteria

CFI [0,1] (Sanchez et al.,2020) 0.89 Met the criteria

TLI [0,1] (Sanchez et al.,2020) 0.87 Met the criteria

NFI [0,1] (Sanchez et al.,2020) 0.765 Met the criteria
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Figure 2: Path Coefficient
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Table 5: Path Coefficient with direct, indirect, and combined effects of Independent Variables  

  on Dependent Variables

Independent Variables Effects Dependent Variables

Behavioral Intention Use Behavior

Performance Expectancy SDE 0.193 -

SIE - 0.199

STE 0.193 0.199

Effort Expectancy SDE -0.715 -

SIE - -0.737

STE -0.715 -0.737

Social Influence SDE 0.546 -

SIE - 0.563

STE 0.546 0.563

Facilitating Condition SDE - -0.046

SIE - -

STE - -0.046

Anonymous SDE 0.152 -

SIE - 0.156

STE 0.152 0.156

Trust SDE 0.955 -

SIE - 0.985

STE 0.955 0.985

Spam and Duplicate SDE -0.109 -

SIE - -0.112

STE -0.109 -0.112

Meet new people SDE -0.179 -

SIE - -0.185

STE -0.179 -0.185
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Table 5: Path Coefficient with direct, indirect, and combined effects of Independent Variables  

  on Dependent Variables (Continue)

Independent Variables Effects Dependent Variables

Behavioral Intention Use Behavior

Online game SDE 0.145 -

SIE - 0.150

STE 0.145 0.150

Hypotheses Path 
Coefficient P-value Results

Hypothesis H1: Performance Expectancy 
influenced Behavioral Intention

0.085 <0.05 Accepted the 
hypothesis

Hypothesis H2: Effort Expectancy influenced 
Behavioral Intention

-0.295 <0.05 Accepted the 
hypothesis

Hypothesis H3: Social Influence influenced 
Behavioral Intention

0.231 <0.05 Accepted the 
hypothesis

Hypothesis H4: Facilitating Condition influenced 
Use Behavior

-0.008 <0.05 Accepted the 
hypothesis

Hypothesis H5: Anonymous influenced 
Behavioral Intention

0.059 <0.05 Accepted the 
hypothesis

Hypothesis H6: Trust influenced Behavioral 
Intention

0.568 <0.05 Accepted the 
hypothesis

Hypothesis H7: Spam and Duplicate influenced 
Behavioral Intention

-0.091 <0.05 Accepted the 
hypothesis

Hypothesis H8: Meet new people influenced 
Behavioral Intention

-0.092 <0.05 Accepted the 
hypothesis

Hypothesis H9: Online game influenced 
Behavioral Intention

0.066 <0.05 Accepted the 
hypothesis

Remark: Standardized Direct Effect (SDE), Standardized Indirect Effect (SIE), Standardized  

Total Effect (STE)

Table 6: Summary of the Results of the Research Hypothesis Testing 
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Result of Hypothesis testing

The data analysis was conducted with the SPSS using the descriptive statistics  

to analyze Frequency, Percentage, Mean, and Standard Deviation, as well as the analysis  

of Inferential Statistics with the Structural Equation Modeling (SEM) for hypothesis testing  

from the analysis of the congruence of the Structural Equation Modeling and the analysis  

of the direct and indirect standard Path Coefficient with the statistical significance at  

the level of 0.005. The hypothesis testing results are as followed:

Hypothesis H1: Performance Expectancy influenced Behavioral Intention with  

the Path Coefficient of 0.085, the Effect Size of 0.193, and the statistical significance at  

the level less than 0.05. The result could be summarized as acceptance of the hypothesis. 

Hypothesis H2: Effort Expectancy influenced Behavioral Intention with the Path  

Coefficient of -0.295, the effect size of -0.715, and the statistical significance at the level  

less than 0.05. It could be summarized as acceptance of the hypothesis.

Hypothesis H3: Social Influence influenced Behavioral Intention, with the Path  

Coefficient of 0.231, the Effect Size of 0.546, and the statistical significance at the level less  

than 0.05. It could be summarized as acceptance of the hypothesis.

Hypothesis H4: Facilitating Condition influenced Use Behavior with the Path Coefficient 

of -0.08, the Effect Size of -0.046, and the statistical significance at the level less than 0.05.  

It could be summarized as acceptance of the hypothesis.

Hypothesis H5: Anonymous influenced Behavioral Intention with the Path Coefficient  

of 0.059, the Effect Size of 0.152, and the statistical significance at the level less than 0.05.  

It could be summarized as acceptance of the hypothesis.

Hypothesis H6: Trust influenced Behavioral Intention with the Path Coefficient  

of 0.568, the Effect Size of 0.955, and the statistical significance at the level less than 0.05. 

Hypothesis H7: Spam and Duplicate influenced Behavioral Intention with the Path  

Coefficient of -0.091, the Effect Size of -0.109, and the statistical significance at the level  

less than 0.05.

Hypothesis H8: Meet new people influenced Behavioral Intention with the Path  

Coefficient of -0.092, the Effect Size of -0.179, and the statistical significance at the level less  

than 0.05. It could be summarized as acceptance of the hypothesis.
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Hypothesis H9: Online game influenced Behavioral Intention with the Path Coefficient 

of 0.066, the Effect Size of 0.145, and the statistical significance at the level less than 0.05.  

It could be summarized as acceptance of the hypothesis.

Note here that, the detail results are shown in Figure 2, Table 5, and Table 6.

Conclusions and Recommendations

Conclusions

The ranking of the influences toward the Behavioral Intention from the highest to  

the least was as follows: 1. Trust 2. Social Influence 3. Performance Expectancy 4. Anonymous  

5. Online game 6. Facilitating Condition 7. Spam and Duplicate 8. Meet new people 9. Effort 

Expectancy. 

The ranking of the motivation to use Twitter order by their means from the highest  

to the least revealed the following: 1. Trust 2. Facilitating Condition 3. Performance Expectancy 

4. Spam and Duplicate 4. Meet new people (tied with Spam and Duplicate) 6. Online game  

7. Anonymous 8. Social Influence 9. Effort Expectancy, respectively.

With these results in consideration, any Twitter-like business and developers could  

apply to their business and applications for the purposes of increasing the number of  

both users and usages. For example, Trust is the highest influencing factor, related businesses 

and developers should implement the secured system and also protect information accordingly.

Recommendations

In Thailand, Twitter experiences continuous growth but the rate of twitter usage  

in male population remains the same. The future research may increase the variables of  

the characteristics of the male population that are different from those of the female  

population which will enable the twitter usage to have different rates of usage.



45
Thianchai  Phatet and Sutep  Tongngam

NIDA Development Journal Vol. 60 No. 3-4/2020

References

Akar, Mardikyan (2014). Analyzing Factors Affecting Users’ Behavior Intention to Use Social  

Media: Twitter Case. Management Information Systems Department Bogazici University 

Hisar Campus Istanbul.

Electronic Transactions Development Agency. (2019). Report on the survey of internet user  

behavior in Thailand in 2019. Office of Digital Economy and Society, Ministry of Digital  

Economy and Society.

Ellison, N.B. and Boyd, D. (2013). Sociality through Social Network Sites. The Oxford Handbook 

of Internet Studies. Oxford: Oxford University Press.

Hair, J. F., Black, W. C., Babin, B. J. et al. (2010). Multivariate Data Analysis (7th ed.). Upper Saddle 

River, NJ: Pearson Prentice Hall.

Sanchez, T. et al (2020). Confirmatory Factor Analysis of the Assessment Instrument Teacher  

of the Escuela Politecnica National. 18th LACCEI International Multi-Conference  

for Engineering, Education, and Technology.

Schneider, S. (2009). Identity Theory. Internet Encyclopedia of Philosophy. http://www.iep.utm.

edu/identity.

Shu, S., W,. T., & L. (2017). Fake News Detection on Social Media: A Data Mining Perspective. 

Computers in Human Behavior The university of Edinburgh.

Suki, S. (2017). Determining students’ behavioural intention to use animation and storytelling 

applying the UTAUT model: The moderating roles of gender and experience level. 

Faculty of Computing and Informatics, Universiti Malaysia Sabah, Malaysia.

Thomas, G., P., & S. (2011). Suspended Accounts in Retrospect: An Analysis of Twitter Spam.

Toll (2019). The Uses and Gratifications of Facebook Among Swedish University Students.  

Department of Information Systems and Technology.

Venkatesh, V. et al. (2003). User Acceptance of Information Technology: Toward a Unified  

View, MIS Quarterly. 2003 (September): 425.

Wang (2010). Do not follow me: Spam detection in twitter. College of Information Sciences  

and Technology, The Pennsylvania State University.

Weiser, M.Sc. (2000). Gender Differences in Internet Use Patterns and Internet Application  

Preferences: A Two-Sample Comparison. Department of Psychology, Texas Tech  

University.



46

International Principles and Obligations Concerning The Right to Access and Use Contracts for The Use of Vehicles in  
International Traffic under The International Rail Transport Legal System

วารสารพัฒันบริหารศาสตร์ ปีีทีี่� 60 ฉบบัทีี่� 3-4/2563

International Principles and Obligations Concerning 
The Right to Access and Use Contracts for The 

Use of Vehicles in International Traffic under
The International Rail Transport Legal System

Kiarttiphorn  Umpai*

Received: December 24, 2022                    Revised: June 6, 2023                    Accepted: June 16, 2023

* Assistant Professor, Faculty of Law, National Institute of Development Administration

 148 Serithai Road, Khlong-Chan, Bangkapi, Bangkok 10240, THAILAND.

 E-mail: popylaw@hotmail.com

Abstract

Thailand promotes the development of a rail transport system for the carriage  

of goods and passengers by rail both domestic and international traffic. The rail transport  

operators in Thailand must be licensed by the Department of Rail Transport of Thailand  

for the use of infrastructure systems and railway vehicles as means of transport  

for goods and passenger carriages. The findings indicated that the International Agreement 

on Rail Transport of the Intergovernmental Organization for International Carriage by  

Rail (OTIF) and the Organization for Cooperation of Railways (OSJD), defines the principles  

of rights, duties, and responsibilities of the contractual carrier, Infrastructure Manager and  

business operators related to the utilization of the railway infrastructure. These principles  

must be transformed into Thailand's rail law development for the implementation of  
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international technic and standards on rail transport operation. Even though Thailand is  

not yet a member state of either OTIF or OSJD, however, such legal principles will be able  

to apply as a model law for development concerning law for the promotion and control  

of the utility infrastructure and the vehicles both domestic and international rail traffic.  

Based on the major findings, the results suggest that as follows: (1) Thailand must enact  

rail transport law of the Department of Rail Transport of Thailand; (2) the Department  

of Rail Transport must enact sui generis law as the regulation to specify the access  

and utilization of infrastructure and vehicle contracts; (3) and to specify the rights, duties,  

liabilities, dispute resolution, and limitation of actions of the contractual carrier, infrastructure  

manager and business operators to support sustainable economic development. 

Keywords: International Railway Law, Railway Contract Law, COTIF, OSJD
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หลัักการแลัะพัันธกรณีีระหว่่างประเทศเกี�ยว่กับสิิทธิในการเข้้าถึึง

แลัะการใช้้ประโยช้น์จากการทำสิัญญาการใช้้งานข้องยานพัาหนะ

ในการจราจรระหว่่างประเทศภายใต้้ระบบกฎหมาย

ระหว่่างประเทศว่่าด้้ว่ยการข้นสิ่งทางราง

เกีียรติิพร อำไพ*

บทคััด้ย่อ

ประเทศไทยส่่งเส่ริมกีารพัฒนาระบบกีารขนส่่งส่ินค้้าและค้นโดยส่ารทางรางทั�งภายในประเทศ 

และระหว่่างประเทศ ผู้้้ประกีอบกีิจกีารขนส่่งทางรางติ้องได้รับใบอนุญาติประกีอบกีิจกีารจากีกีรมกีารขนส่่ง 

ทางรางในกีารใช้ป้ระโยช้นจ์ากีระบบโค้รงส่รา้งพ้�นฐานและกีารเดนิรถ เพ้�อกีารขนส่ง่ส่นิค้า้และค้นโดยส่ารทางราง  

จากีกีารศกึีษาพบว่า่ ค้ว่ามติกีลงระหว่า่งประเทศว่า่ดว้่ยกีารขนส่ง่ทางรางขององค้ก์ีารระหว่า่งรฐัเพ้�อกีารขนส่ง่ 

ทางรางระหว่่างประเทศ และองค้์กีารเพ้�อค้ว่ามร่ว่มม้อในกีารขนส่่งทางราง กีำหนดหลักีเกีณฑ์์เกีี�ยว่กีับส่ิทธิิ 

หน้าที� และค้ว่ามรับผู้ิดติามส่ัญญาของผู้้้รับขนส่่ง ผู้้้จัดกีารโค้รงส่ร้างพ้�นฐานและผู้้้ประกีอบธิุรกีิจอันเกีี�ยว่กีับ 

กีารใช้้ประโยช้น์จากีระบบโค้รงส่ร้างพ้�นฐานทางราง หลักีกีารดังกีล่าว่ค้ว่รนำมาปรับใช้้เป็นหลักีส่ำหรับ

กีารพัฒนาหลักีกีฎหมายขนส่่งทางรางของประเทศไทย ไม่ว่่าจะเป็นกีารกีำหนดมาติรฐานระหว่่างประเทศ 

ทางเทค้นิค้หร้อแม้แต่ิมาติรฐานในกีารประกีอบกีิจกีารขนส่่งทางรางกี็ติาม ถึงแม้ว่่าประเทศไทยจะยังมิได้ 

เข้าเป็นภาค้ีส่มาช้ิกีไม่ว่่าจะเป็นองค์้กีารขนส่่งทางรางระหว่่างประเทศใด ๆ เลยกี็ติาม แติ่หลักีกีารดังกีล่าว่ 

ส่ามารถนำมาปรับใช้้ในฐานะที� เป็นติ้นแบบกีารพัฒนาเกีี�ยว่กีับกีารส่่งเส่ริมและกีารค้ว่บคุ้มกีำกีับ 

กีารใช้้ประโยช้น์จากียานพาหนะและโค้รงส่ร้างพ้�นฐานทางราง ไม่ว่่าจะเป็นในกีารเดินรถภายในประเทศ 

* ผู้้้ช้่ว่ยศาส่ติราจารย์ ค้ณะนิติิศาส่ติร์ ส่ถาบันบัณฑ์ิติพัฒนบริหารศาส่ติร์ 

 เลขที� 148 ถนนเส่รีไทย แขว่งค้ลองจั�น เขติบางกีะปิ กีรุงเทพฯ 10240

 อีเมล: popylaw@hotmail.com

รัับวัันที่่� 24 ธัันวัาคม 2565                 ส่่งแก้้ไขวัันที่่� 6 มิถุุนายน 2566           ตอบรัับต่พิิมพิ์วัันที่่� 16 มิถุุนายน 2566 
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หรอ้ระหว่า่งประเทศกีต็ิาม กีารศกึีษาค้รั�งนี�เส่นอแนะว่า่ (1) ประเทศไทยติอ้งประกีาศใช้ก้ีฎหมายขนส่ง่ทางราง 

ของกีรมกีารขนส่่งทางราง (2) กีรมกีารขนส่่งทางรางต้ิองประกีาศใช้้กีฎหมายเฉพาะในร้ปแบบกีฎหมาย 

ลำดับรองในกีารกีำหนดสิ่ทธิิในกีารเข้าถึงและกีารใช้้ประโยช้น์จากีสั่ญญากีารใช้้ประโยช้น์จากียานพาหนะ 

และโค้รงส่ร้างพ้�นฐานทางราง และ (3) ติ้องกีำหนดกีฎหมายเฉพาะเกีี�ยว่กีับกีารกีำหนดสิ่ทธิิ หน้าที�และ 

ค้ว่ามรับผู้ิดของผู้้้รับขน ผู้้้จัดกีารโค้รงส่ร้างพ้�นฐานและผู้้้ประกีอบธิุรกีิจขนส่่งทางรางเพ้�อส่่งเส่ริมกีารพัฒนา 

เศรษฐกีิจที�ยั�งย้น

คัำสิำคััญ: กีฎหมายขนส่่งทางรางระหว่่างประเทศ กีฎหมายส่ัญญาขนส่่งทางราง องค้์กีารขนส่่งทางราง 

  ระหว่่างประเทศ 
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Introduction

The rail transport system development is Thailand’s concept and strategy for 

economic growth for supporting foreign investment and international trade through domestic 

and international rail transportation whereas the geography of Thailand is linked with Laos, 

Myanmar, Cambodia, and Malaysia. (Exim, 2013) 

The development concept complies with Sustainable Development Goal 8,  

which aims to promote sustainable and inclusive economic growth through improving  

labor productivity and developing technology and innovation for production. To achieve  

these goals, emphasis must be placed on strengthening entrepreneurship, creating jobs,  

and implementing policies to combat illegal labor, slavery, and human trafficking.  

(Office of the National Economic and Social Development Council, 2019) This will lead to  

full and productive employment and decent work in compliance with Goal 9 by promoting 

continually introducing innovations to society such as the development of energy-saving  

technologies, the invention of innovations, Industrial technology development that is  

environmentally friendly, development of digital technology including the perfect  

transportation and infrastructure system that facilitate the crossing of frontiers for people,  

goods and services carried by rail, which are key factors of the improvement of the quality  

of life and economic growth of Thailand. (Faculty of Science, Mahidol University, 2019)

In the present day, Thailand has increasingly progressive development concerning  

its transport infrastructure network, which is reflected in the World Competitiveness  

Ranking conducted by the International Institute for Management Development [IMD],  

which reports that Thailand's competitiveness in terms of infrastructure to support freight  

and logistics is improving by multimodal transportation networks. (Office of the National  

Economic and Social Development Council, 2019) 

However, Thailand's legal mechanisms and systems have not yet developed in  

compliance with the international rail transport standards and legal system, whether it is  

the development of a draft law on rail transport business and the Transit-Oriented Development  

[TOD] draft laws that support the development of areas surrounding stations. In addition,  

Thailand has not yet entered into any member state of an international rail transport agreement. 
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Thus, the research questions are as follows: Should Thailand be a member state  

of the international agreement of OTIF or OSJD organization?, and Should Thailand promptly 

enact sui generis law to promote the regulator of state to regulate the utilization of the vehicle 

in internal and international rail traffic? 

This paper will examine specific international rail law related to Principles concerning 

the Contract of Use of Vehicles and Infrastructure in International Rail Traffic of OTIF  

and the concept of the International Rail Transport Law development, OSJD’s Draft Convention 

on International Through Railway Traffic [Draft OSJD Convention] as it plays a major role to set  

common rules and legal systems in managing the international rail transport system among 

member states. (Calme, 2016 ; Interreg Central Europe, 2019) Then, analyze legal problems  

and obstacles related to the development of legal systems in compliance with international  

rail transport in Thailand, and lastly, propose policy recommendations for the development  

of rail transport law and regulation.

Research Methodology

This research used documentary research by comparative analysis of the International 

Agreement on Rail Transport of the Intergovernmental Organization for International Carriage  

by Rail (OTIF) and the Organization for Cooperation of Railways (OSJD) and collecting and  

studying information gleaning from various sources such as papers, official websites, and relevant 

articles. This research adopted a qualitative approach. The information will be thoroughly  

analyzed especially the provisions of the International Agreement of OTIF and OSJD concerning  

the analysis of problems and obstacles, the role of Thailand in enacting specific laws to promote 

the regulator of state to regulate the utilization of the vehicle in international rail traffic.  

Finally, the proposals will also be considered focusing on drawing a sui generis law, and policy 

recommendations will also be made for the Thai Government if it decides to be a member  

state of an international agreement. 
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Research Findings and Discussion 

A Comparative Principles and Obligations of the Contracts of Use of Vehicles in 

International Rail Traffic and the Contracts of Use of Infrastructure in International 

Rail Traffic

This part will be analyzed and compared by the principle and obligation concerning  

the Contracts of Use of Vehicles and the Contracts of Use of Infrastructure in International  

Rail Traffic between 2006 the Convention concerning International Carriage by Rail [COTIF]  

and the 2015 Draft OSJD Convention of OSJD (BGBl. III, 2006) and it will be discussed  

on the concept of the contracts of use of vehicles and the contracts of use of infrastructure  

in international rail traffic. Moreover, it will be also discussed the principles and obligations  

concerning the right, duty, and liability of the use of vehicles and the infrastructure. 

Principle, Obligation, and Liability concerning the Contracts of Use of Vehicles  

in International Rail Traffic on Appendix D of COTIF and Annex 5, Annex 6, and Annex 7 

of OSJD

Principle, obligation, and liability concerning contracts of use of vehicles in  

International Rail Traffic Agreements and the General Provision on the Standard of Use of  

Vehicles in International Rail Traffic on use of freight wagons and passenger coaches in  

International Rail Traffic Agreements.

1) The Concept of the Contracts of Use of Vehicles in International Rail  

Traffic Agreements

 The study found that the international agreements of both the OSJD and COTIF 

stipulate the same criteria, service standards, and liability for damage arising from the rail  

transport service. It can be seen that the concept of the Appendix D Uniform Rules concerning 

Contracts of Use of Vehicles in International Rail Traffic (CUV) [Appendix D of COTIF]  

in Article 1 and Article 2 of Appendix D of COTIF (OTIF, 2019), which this agreement aims  

to set standards for the operation of rail transport in the territory of OSJD member states, 

whether it is operated by the state enterprise or private sector. (International Rail Transport  

Committee CIT, 2015) 
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 Meanwhile, Annex 5 General Provision on Railway Rolling Stock in International  

Traffic [Annex 5 of Draft OSJD Convention] specify concept and idea to sets standards for  

providing safety services to passengers and using infrastructure or international rail transport 

operation among member states (Calme, 2016) such as Paragraph 1 of Annex 5 of Draft  

OSJD Convention specifies the scope of application and interpretation to all railway rolling stock 

in international traffic, which covers all locomotives, freight wagons, passenger coaches,  

including passenger coaches, including Paragraph 2 of Annex 5 of Draft OSJD Convention do  

not be permitted to operate in international through railway traffic in case of rolling stock which 

does not meet the safety standard regulation that requirements for rail operation specify  

by domestic legislation or international agreements amongst OSJD members states.

2) The General Provision on the Standard of Use of Vehicles in International  

Rail Traffic on Use of Freight Wagons and Passenger Coaches in International Rail Traffic  

Agreements

 The study found that principles of the use of freight wagons and passenger  

coaches are set in Annex 5, Annex 6 General Provisions on Use of Freight Wagons in  

International Traffic [Annex 6 of Draft OSJD Convention] and Annex 7 General Provisions on  

Use of Passenger Coaches in International Traffic [Annex 7 of Draft OSJD Convention] However, 

these liability principles on the use of freight wagons and passenger coaches do not specify  

in Appendix D of COTIF.

 2.1) The Principles on Duty, and Liability on the Use of Freight Wagons  

in International Traffic in Annex 5 and Annex 6 of OSJD 

  The study found that the concept of the Provision on the Use of Freight  

Wagons in International Traffic of Annex 6 of the Draft OSJD Convention has specified  

stakeholder relationships either amongst railway companies or between wagon processors  

and railway business operators on the use of freight wagons for performing carriage obligation. 

Moreover, this Annex also set the scope and interpretation of railway companies, wagons,  

wagon keepers, railway companies using a wagon, railway infrastructure, home stations,  

etc. (Calme, 2016)
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  Moreover, paragraphs 3.1 of Annex 5 of the Draft OSJD Convention specify  

the requirements for OSJD member states, which must lay down national provision for  

an application to all rolling stock concerning the markings and inscriptions stuck to wagon  

or coach bodies of rolling stock, the signals which mark the head end of a train, the equipment 

for the use of hand brakes for freight wagons in case of emergency incidents, the materials  

used in the production of either parts or components of rolling stock, and the rolling stock  

gauge on OSJD members’ railway infrastructure. 

  Meanwhile, paragraphs 3.3 of Annex 5 of the Draft OSJD Convention specify  

the requirements to OSJD member states, which also enacts the requirements applicable  

to traction rolling stock concerning the devices for communications between the driver  

and the control center, electricity on elements of the railway infrastructure and the production 

of compressed air, and the driving of trains following the tonnage rating using in the railway  

infrastructure system of OSJD Members, etc.

  In addition, the principles of Annex 6 of the Draft OSJD Convention also  

set several standards for the use of freight containers. First, Wagons were designed to be  

used for the carriage of goods on Article 6 of Annex 6 of the Draft OSJD Convention. Second,  

the container's signs, the number of the wagon, the wagon keeper, and an indication of  

the home station must be displayed on the wagon, which is specified by Article 3 of  

Annex 6 of the Draft OSJD Convention. Third, the wagon delivery must conclude between  

the railway company and another railway company and must also be recorded in documents 

concerning names of railway companies as contracting parties, the numbers of the wagons,  

and the date and time of wagon delivery, which is specified by Article 4 Annex 6 of Draft  

OSJD Convention. Forth, the wagons are suitable and stable whilst in use, which is specified  

by Article 5 Annex 6 of the Draft OSJD Convention. Fifth, company liability for compensation  

of all repairing and maintenance costs. in connection with Article 5 Annex 6 of the Draft  

OSJD Convention (Economic and Social Commission for Asia and the Pacific [ESCAP], n.d.)

  It is worth noting that OTIF’s international agreements do not prescribe  

the principles concerning details of the wagon utilization contracts as those set out in  

the international agreements in Annex 6 of the Draft OSJD Convention, which provides  

the principles, duties, and responsibilities in several provisions, whether the display of signs, 

handover of wagon duties of the company, duty to maintenance and repair wagons, etc. 
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  In addition, the international agreement provides the liability that results  

from the fault of the railway operator from damage to or loss of a wagon, the operator must  

be liable for such damage or loss. This principle is provided by Article 7 of Appendix D of COTIF,  

in line with the principles outlined in Article 7 of Annex 6 of the Draft OSJD Convention.  

However, in case of the operator will be able to prove that such loss or damage was not a failure 

on its part, the operator shall not be liable for any damage or loss in Article 4, Part 1 of  

Appendix D of COTIF, which corresponds to the principles outlined in Article 7 of Annex 6 of  

the Draft OSJD Convention. (Organization for Co-Operation between Railway [OSJD], 2018)

  Notwithstanding, these liability and exclusion principles, the parties may  

otherwise conclude into an agreement for excluding or limiting their liability following  

the principles outlined in Article 4 and Section 5 of Appendix D of COTIF and Article 7 and  

Paragraph 5 of Annex 6 of Draft OSJD Convention only in case of the damage is caused  

by the operator's negligence, However, this exceptional clause may not apply in case of  

it is proved that the loss or damage from failure by intention, recklessness, and operator  

foreseeable that such loss or damage would probably occur. (Working Party on Rail Transport, 

Group of Experts on Unified Railway Law, 2010).

  However, the COTIF’s International Agreement provides in Article 9 of 

the Appendix D of COTIF for the liability of the company from servants and other persons,  

which are acting within the scope of their functions and the right of recourse and subrogation  

of action in Article 8 of Appendix D of COTIF (OTIF, 2018), including the prescription  

period for exercising limitation of claims within 3 years from the day of loss of or damage was  

discovered or damage occurred that specify by Article 12 of Appendix D of COTIF  

(OTIF, 2011). Meanwhile, Annex 6 of the OSJD international agreement does not specifically 

prescribe such a principle.

  On the other hand, the OSJD’s International Agreement defines liability  

in detail more than COTIF’s International Agreements such as dispute resolution by the court, 

judicial jurisdiction which is outlined in Article 10 of Annex 6 of the Draft OSJD Convention,  

and the exercise of the right to such claims must act within 3 years from the day on which  

the circumstances giving rise to the claim have occurred, which specified by Article 11 of Annex 

6 of the Draft OSJD Convention. Meanwhile, Appendix D of COTIF does not provide  

for the specific dispute resolution and limitation for claim periods as those set out in Annex 6  

of  the Draft OSJD Convention. 
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 2.2) The Principles, Duty, and Liability on Use of Passenger Coaches in International 

Traffic only specified by Annex 5 and Annex 7 of OSJD 

  The study found that paragraph 3.2 of Annex 5 of the Draft OSJD Convention 

specifies the general principles on technical standards to be applied to passenger rolling stock 

concerning public health, safety on vehicles, especially for disabled people, a communication 

system between passengers and train crew, emergency brake system Electrical systems  

in passenger coaches, etc.

  Meanwhile, Annex 7 General Provisions on Use of Passenger Coaches in  

International Traffic [Annex 7 of Draft OSJD Convention] set the fourth standard criteria concept  

related to the use of passenger coaches in Article 1 of Annex 7 of Draft OSJD Convention.  

It establishes the rights and duties among the railway companies that operate the rail transport  

business and coach keepers based on ownership or another legal basis of the passenger  

coaches. (Calme, 2016). 

  Besides, Article 2 of Annex 7 of the Draft OSJD Convention specifies  

the scope of application and interpretation to apply to railway companies, coaches, coach  

keepers, and Railway companies using a coach, maintenance, and lost coach. (ESCAP, n.d.). 

Meanwhile, the COTIF’s International Agreement does not specifically provide the technical 

standards related to the use of passenger coaches by rail.

  In addition, Annex 7 of the Draft OSJD Convention also prescribes principles  

and standards for the use of international rail passenger coaches regarding the Signs and  

inscriptions on passenger coaches on the numbers of coach, the sign of the coach keeper  

that may be made through electronic mark which specifies by Article 3 of Annex 7 of the Draft  

OSJD Convention, passenger coaches delivery that must be concluded by agreement between  

the railway companies and recorded in documents, which must specify details as follows the  

names of the company parties, the numbers of the passenger coaches, and the date and time  

of passenger coach delivery as defined by Article 4 of Annex 7 of the Draft OSJD Convention. 

  Moreover, the maintenance and repair of passenger coaches in Article 5  

of Annex 7 of the Draft OSJD Convention stipulate that the passenger coach keeper must  

ensure that the passenger coaches are suitable and stable while operating safely and that  

the coaches must be in good technical operations. However, the parties may otherwise agree  

on other conditions. (Organization for Co-Operation between Railway [OSJD], 2018)
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  Meanwhile, the liability for the use of passenger coaches is not specified  

by the COTIF’s Agreement as the OSJD’s International Agreement, it can be seen that the OSJD 

International Agreement does set forth liability principles in several matters as follows:

  First, in case of damage to or loss of the coaches, the railway company must 

be fault liability for such incidents, however, in case of the company will be able to prove  

that such loss or damage was not caused by fault on its part, the company do not liable  

for any damages occur as provided by Article 6 of Annex 7 of the Draft OSJD Convention. 

  However, Article 6 of Annex 7 of the Draft OSJD Convention also specifies  

the limited liability of compensation for damages in 2 cases as follows: In the first case, 

the railway company shall be liable for not more than the value of the passenger carriage 

available in the market at the time of the loss. In the second case, if the passenger coaches  

are damaged, Article 6 of Annex 7 of the Draft OSJD Convention also provides that the remedies 

shall be limited to the cost of the repair of the passenger coaches, however, to compensate  

for this damage, the rail transport company and the owner of the passenger carriage may  

otherwise conclude into an agreement that provided for in Article 6 of Annex 7 of  

the Draft OSJD Convention.

  Second, in case of liability for loss or damage arising from passenger coaches,  

Article 7 of Annex 7 of the Draft OSJD Convention also stipulates fault liability of coach keeper 

for loss and damage arising from coaches, however, in case of the company will be able  

to prove that such loss and damage was not caused by the keeper, the company do not liable  

for any damages occurred.

  Third, in the case of liability for the consequences of the actions of  

employees and other persons outlined by Article 8 of Annex 7 of the Draft OSJD Convention, 

the rail transport companies and the coach keepers are responsible for the consequences  

of the actions of employees whose are performing their duties in the official employment  

When it appears that such person has performed the duty as assigned Railway companies  

and coach keepers shall be responsible for persons in their employment and other persons.
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  Fourth, regarding dispute resolution and judicial jurisdiction on Article 9 of  

Annex 7 of the Draft OSJD Convention, the dispute shall be resolved by a court where  

the defendant is domiciled, unless otherwise agreed by the parties. In addition, the exercising 

period for actions is stipulated by Article 10 of Annex 7 of the Draft OSJD Convention  

and action must be made within 3 years from the date of the circumstances giving rise  

to the claim occurred. 

  It is worth noting that Appendix D of COTIF Principles does not provide  

for the specific dispute resolution and limitation claim periods as those set out in  

Annex 7 of the Draft OSJD Convention.

  The Principle, Obligation, and Liability concerning Contracts of Use of  

Infrastructure in International Rail Traffic on Appendix E of COTIF and Annex 4 of OSJD 

  The study found that COTIF’s international agreements contain contractual 

requirements for the utilization of infrastructures such as the content and form of the contract, 

and the binding and termination of the contract, while the OSJD’s international agreements,  

do not specify such provisions.

  Appendix E Uniform Rules concerning Contracts of Use of Infrastructure  

in International Rail Traffic (CUI) [Appendix E of COTIF] has aim to specify the same  

standards for the use of transport infrastructure contracts in OTIF’s Member states, which  

outlined in Article 1 of Appendix E of COTIF to support the application of the provisions in  

the Uniform Rules concerning the Contract of International Carriage of Passengers by Rail  

(CIV-Appendix A to the Convention) and the Uniform Rules Concerning the Contract of  

International Carriage of Goods by Rail (CIM-Appendix B to the Convention) (United Kingdom, 

2003). Article 3 of Appendix E of COTIF defines the scope of enforcement of the use of  

rail infrastructure, which means the railway lines and fixed installations. It is also addressed  

to managers, carriers, employees, or other persons who provide transportation services in  

the performance of the contract, the license granted by a State, and safety certificate, etc.

  It is worth noting that the principles specify by Article 4 of Appendix E of COTIF 

are of public order and Bono mores provisions. No State Party may enact domestic legislation 

which, directly or indirectly, renders the principles outlined in this Appendix E of COTIF ineffective 

in that State Party territory. Such domestic law which is contrary to such public order and Bono 

mores provisions are void. (The association of European Rail Infrastructure Managers [EIM], 2014).
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  However, States Parties may, in certain instances, enact exceptional  

principles for non-applicability of the principles, which is specified by the Uniform Rules in  

Article 2 of Appendix E of COTIF and it is without prejudice to the principles of public order  

and Bono mores provisions specified by Article 4 of Appendix E of COTIF. Although damages  

are life, body or sanitary, or mental health, in case of it appears that such damage meets  

two criteria: firstly, the victim has the nationality of the State in question; and secondly,  

the victim has a regular residence in the State in which such damage occurred.

  Whereas the concept of Annex 4 General Provisions on Railway Infrastructure 

in International Traffic [Annex 4 of Draft OSJD Convention] is to set the technical standards  

and safe operation provisions related to passenger coach and freight trains in international  

traffic which specify by Paragraph 1 and 2 of Annex 4 of OSJD (Calme, 2016). In addition,  

this principle also set forth technical measures to ensure unrestricted safety and must  

be always available for passenger and rail transport services, speed rating requirements,  

tonnage rating, and train headways laid down including railway infrastructure services  

for the different track gauges. In addition, Annex 4 of the Draft OSJD Convention also defines  

the scope of application of the railway infrastructure included as follows: railway tracks,  

bridges, tunnels, signaling devices and communications, energy supply, equipment ensuring  

the safe operation of coaches and rolling stock, and railway stations such as platforms  

passenger terminals and surrounding areas, etc. 

  Meanwhile, paragraph 3 of Annex 4 of the Draft OSJD Convention stipulates 

that the duty of the infrastructure manager must ensure that the equipment operating  

is maintained in good working condition and suitable for using together with paragraph  

4 of Annex 4 of Draft OSJD Convention, also stipulates the duty of infrastructure manager  

to provide and prepare equipment and facilities for use at railway stations. Platforms shall also  

be equally available to the public whether it is for providing services to vulnerable groups  

or persons with physical and intellectual disabilities to receive convenient and equal services.
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  1) Domestic legislation to enforce the content and form of contracts  

for the utilization of rail transport infrastructure.

   The study found that Annex 4 of the Draft OSJD Convention does not  

prescribe the principles of contracting for the utilization of infrastructure in the rail transport 

operation. On the other hand, Appendix E of COTIF specifies the content, details, and form  

of the contract including contractual obligations, contract termination, non-applicable laws,  

duties of carriers and infrastructure managers, contract termination, etc.

   As a preliminary observation, Article 5 of Appendix E of COTIF requires 

member states to enact domestic legislation governing the legal relationship between  

the infrastructure manager and carrier or any other person who transports passengers or cargo. 

Such contracts must be made in writing, and contain necessary details about the terms of  

utilization, both in terms of compliance with the measures of the management's technical  

terms and financial terms. 

   Article 5 bis of Appendix E of COTIF also requires member states to  

enact domestic legislation to apply to the rights, obligations, and liabilities relating to rail  

operators, who are licensed to operate, and it also includes the infrastructure manager  

(OTIF, 2017). In addition, Article 6 of Appendix E of COTIF also establishes the specific  

duty of carriers to managers. Managers are empowered to require operators to show valid  

licenses and safety certificates for rail. (OTIF, 2018). 

   Meanwhile, the Termination of the contract in Article 7 of Appendix E  

of COTIF provides for the power of infrastructure managers to terminate an operation  

contract when it appears that first, the carrier does not authorize to carry by rail, second,  

the service personnel and vehicles do not meet safety standards requirements. On the other 

hand, the principle in Article 7 of Appendix E of COTIF also provides that the transport  

operator may use the right to revoke the contract in case of the manager is no longer right  

and responsible for managing the railway infrastructure.

   However, the principles in Article 7 of Appendix E of COTIF also provide  

that each party may terminate the contract in case it appears that the contract in force  

has materially breached the terms relating to the safety of passengers or goods. The party  

causing such termination shall be liable to the other party for any damage or loss resulting  
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from such activity unless it will be able to prove that such loss and damage were not  

the fault liability of the party who failed to comply with the provisions of the contract.  

(The association of European Rail Infrastructure Managers [EIM], 2014).

  2) Liability from the utilization of railway infrastructure in rail transport  

operation

   The study found the COTIF’s International Agreement specifically provides  

for liability arising from the use of railway infrastructure as follows: liability of infrastructure  

managers and carriers for damage to life and bodily injury, claims, and limitation of actions,  

form, amount of damages and interest, nuclear incidents, dispute resolution, etc. Meanwhile,  

the OSJD’s international agreement does not specifically provide the liability arising from  

the utilization of the rail infrastructure.

   2.1) Liability of Infrastructure Managers and Liability of Carriers

    Appendix E of COTIF has stipulated the liability of infrastructure  

managers and carriers in Article 8 Section 1 of Appendix E of COTIF (OTIF, 2011), which has 

specified the liability for all damage to life, body, mental, or property while using the  

infrastructure by the Uniform Rules on Carriage of Passengers and Luggage (CIV) and the Uniform 

Rules on Carriage of Goods (CIM).

    However, Article 8 of Appendix E of COTIF provides for an exception 

clause that infrastructure managers are not liable for damages in three cases as follows:  

(OTIF, 2011).

    First, the damages caused are not the fault liability of the infrastructure 

manager in which results from damages by the carrier, rise to the loss or damage caused by 

circumstances not connected with the management of the infrastructure manager, including  

it could not avoid and be unable to prevent, which is outlined in Section 2 a) of Article 8  

of Appendix E of COTIF.

    Second, the damages caused by the carrier's actions and not the fault  

liability of the infrastructure manager as outlined in Section 2 b) of Article of Appendix E of  

COTIF, in which the infrastructure manager has exercised due care in the nature and circumstances  

of the case, which cannot be avoided or is the result of which prevention cannot be taken. 
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    Third, regarding the damages caused by nuclear incidents under  

Article 17 of Appendix E of COTIF, the infrastructure manager must not be liable for damages 

arising under the Uniform Rules and Appendix E of COTIF when it appears that any other person 

is legally liable and respond which is provided by sui generis domestic law.

    Meanwhile, the liability of the carrier in Section 1 of Article 9 of  

Appendix E of COTIF also provides for liability for damage to life, body, metal, or property  

which is caused by the carrier during the use of the infrastructure. (The association of  

European Rail Infrastructure Managers [EIM], 2014). However, Section 2 a) of Article 9 of  

Appendix E of COTIF specifies for the following three exemptional clauses that the carrier  

will not be liable for damage that occurred (OTIF, 2011).

    First, it is not the fault liability of the carrier under Section 2  

a) of Article 9 of Appendix E of COTIF, which has exercised caution by the nature and  

circumstances, which is a situation that cannot be avoided or cannot be prevented,  

or which is the fault of the victim or a third party.

    Second, in case of fault liability of infrastructure manager or by  

the order given by the manager and it is not the fault of the carrier, especially, the carrier  

cannot be avoided or where prevention cannot be taken according to Section 2 b) of Article 9 

of Appendix E of COTIF. 

   Third, regarding the damages caused by nuclear incidents under  

Article 17 of Appendix E of COTIF, the carrier must not be liable for damages arising under  

the Uniform Rules and Appendix E of COTIF when it appears that any other person is legally  

liable and respond which is provided by sui generis domestic law.

   2.2) Characteristic of liability for damage to life and bodily injury

    The study found that Article 11 of Appendix E of COTIF sets forth 

the liability for damages of life in line with general tort law principles. The liability includes  

any expenses resulting from the death. The cost of transporting the body and the funeral  

expenses but in case of damages in case of personal injury such as non-immediate death  

or case of bodily or mental injury, Article 12 of Appendix E of COTIF is defined the compensation 

for damages as follows: any necessary expenses for the treatment and transport of the patient  

including any damages about the financial loss, total or partial loss of ability to work or necessary 

expenses occurred (OTIF, 2011). 
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    In addition, in filing a lawsuit under Article 25 of Appendix E of COTIF  

specify that the period of limitation for actions in case of death is not more than 3 years  

from the day after the day the death occurred, but it is not more than 5 years from the day 

after the day of the accident. However, in case of bodily injury or loss of property, Article 25  

of Appendix E of COTIF provides that the right of claim shall not exceed three years from  

the date on which the loss or damage occurred.

    It is worth noting that a remedy measures for body damage,  

Article 13 of Appendix E of COTIF does not only limit the indemnity as provided by principles  

of Article 13 of Appendix E of COTIF but also allows other remedy manners that can be  

considered under the Domestic laws of the member states in which the damage has occurred. 

Legal Issues OTIF Rules OSJD Rules Notice

1. Contracts of 

Use of Vehicles 

1. the concept of the 

Appendix D Uniform Rules 

concerning Contracts of Use 

of Vehicles in International 

Rail Traffic 

2. The scope of application 

and interpretation to all 

railway rolling stock of 

Appendix D

1. The concept of 

General Provision on 

Railway Rolling Stock 

in Annex 5 of Draft 

OSJD

2. List of requirements 

applicable to all rolling 

stock

OTIF and OSJD 

provide the same 

general provision 

and concept to 

enforce among 

member states

1.1 Freight Wagons 

and Passenger 

Coaches

No specific and general 

provision

1. The concept of 

General Provision on 

the Use of Freight 

Wagons in International 

Traffic of Annex 6

2. Scope and interpreta-

tion in Annex 6

- COTIF do not 

specify legal measure

and technical 

standard 

- OSJD provide in 

detail the Use of 

Freight Wagons, 

signs and mark,

Table 1:  Summarized the International Legal Principles, Obligations, and Liability concerning  

 the Contracts of Use of Vehicles and Infrastructure in International Rail Traffic 
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Legal Issues OTIF Rules OSJD Rules Notice

3. The provision for an 

application to Use of 

Freight Wagons

1) Signs and inscriptions 

on wagons

2) Handover of wagons

3) Upkeep and repair

of wagons   

4) Conditions governing 

the use of wagons

delivery of wagon 

and container, 

maintenance, and 

repair of wagons. 

These principles 

will be implemented 

in domestic law as 

a model law for 

development.

1.2 Liability for 

using Freight 

Wagons and 

Passenger Coaches

1. Liability in case of loss 

of or damage to a vehicle 

caused by a vehicle.

2. Liability for servants 

and other persons

3. Subrogation right

4.  Limitation of actions

1. Liability in case of 

damage to or loss in

Appendix 6

1) Liability in case of 

damage to or loss of 

a wagon

2) Liability for loss or 

damage caused by 

a wagon

2. Dispute resolution

3. Limitation period

- OTIF specifies 

general fault liability

from using a wagon 

in line with the 

liability in OSJD. 

-  OTIF also set 

forth the liability 

of the operator 

and also specifies 

case of loss of or 

damage to a vehicle

and from the vehicle, 

etc. These provisions

may be used for 

implementation 

as sui generis law; 

however, OSJD does

not specify the 

specific provision. 

Table 1:  Summarized the International Legal Principles, Obligations, and Liability concerning  

 the Contracts of Use of Vehicles and Infrastructure in International Rail Traffic (Continue)
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Legal Issues OTIF Rules OSJD Rules Notice

- On the other hand, 

OSJD specifies in

detail more than 

the principle of 

OTIF such as liability

and responsibility 

from wagon and 

vehicle, dispute 

resolution, etc.

- OTIF principle also

provides a limitation

period in line with

of OSJD principle.

1.3 The use 

of passenger 

coaches in 

international 

traffic

No specific provision 1. The concept of 

the General Provisions 

relating to the use 

of passenger coaches 

in international traffic.

2.  Scope and inter-

pretation in Annex 7

3. The provision for 

an application to Use 

of passenger coaches

1) Signs and inscriptions 

on coaches

2) Handover of coaches

3) Maintenance and 

repair of coaches

- OTIF does not 

specify in detail the 

use of passenger

coaches in interna-

tional traffic, however,

OSJD set forth 

principles on using 

passenger coaches 

such as Signs on 

coaches, coach 

delivery, duty to 

repair and mainte-

nance, etc.

Table 1:  Summarized the International Legal Principles, Obligations, and Liability concerning  

 the Contracts of Use of Vehicles and Infrastructure in International Rail Traffic (Continue)
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Table 1:  Summarized the International Legal Principles, Obligations, and Liability concerning  

 the Contracts of Use of Vehicles and Infrastructure in International Rail Traffic (Continue)

Legal Issues OTIF Rules OSJD Rules Notice

1.4 Liability on the 

use of passenger  

coaches in inter-

national traffic

No specific provision 1. Liability in Annex 7

 1) Liability in case 

of damage to or loss 

of a coach

    2) Liability for loss 

or damage caused by 

a coach

 3)  Responsibility for 

employees and other 

persons

2. Dispute resolution 

by the Judiciary system

3. Limitation period

- OTIF does not 

specify in detail the 

use of passenger

coaches in inter-

national traffic 

in line with OSJD.

-  OSJD set forth 

the principle on 

Liability in case of 

damage to or loss 

of a coach or damage

caused by a coach, 

liability of employees

and other persons, 

etc. These principles

may be used as 

a model law for 

implementation 

and development 

as sui generis law.

2. Contracts of Use

of Infrastructure

in International 

Rail Traffic

1. The concept of Appendix E 

2.  The scope and inter-

pretation in Appendix E

1. The concept of 

General Provisions on 

Railway Infrastructure 

in International Rail 

Traffic in Annex 4

2. The requirements of 

the technical standard 

of Infrastructure in

international rail traffic

OTIF and OSJD 

provide the same 

general provision 

and concept to 

enforce among 

member states
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Table 1:  Summarized the International Legal Principles, Obligations, and Liability concerning  

 the Contracts of Use of Vehicles and Infrastructure in International Rail Traffic (Continue)

Legal Issues OTIF Rules OSJD Rules Notice

2.1 Provision of 
Contracts of Use 
of Infrastructure 
in International 
Rail Traffic

1. The technical standards 
and safe operation provisions
2. the scope of  enforcement 
of the use of rail infrastructure
3. Termination of the 
contract

No specific provision - OTIF set forth 
principles to con-
clude the contract 
on the use of rail-
way Infrastructure, 
however, OSJD does
not specify in detail 
these responsibilities 
and liabilities.
- OTIF provides the 
term, form, content, 
obligation and legal 
binging, termination
of the contract.
These principles also 
use as a model law 
for implementation 
as sui generis law.

2.2 Liability from 
Contracts of Use 
of Infrastructure 
in International 
Rail Traffic

1. Liability of Use of Infra-
structure in International 
Rail Traffic
2. liability in case of bodily 
loss or damage
3. Liability of the infrastruc-
ture manager and carrier
1) Liability of the infrastruc-
ture manager
2) Liability of the carrier 
and employee
4. Form and amount of 
damages

No specific provision - OTIF provides 
the principles on 
responsibility and 
liability of using 
rail infrastructure, 
however, OSJD 
has no specific 
provision.
-  OTIF also set forth
the content of 
the contract such 
as the liability of 
the infrastructure 
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Table 1:  Summarized the International Legal Principles, Obligations, and Liability concerning  

 the Contracts of Use of Vehicles and Infrastructure in International Rail Traffic (Continue)

Legal Issues OTIF Rules OSJD Rules Notice

5. Limitation of actions manager and 

carrier on damages 

to life, body, and 

mental health, and 

also provide principle

on claiming damages 

and limitation of 

action. These 

principles also use 

as a model law for 

implementation as 

sui generis law. 

Problems and Obstacles, the Role of Thailand in Enacting Specific Laws to Promote 

the Regulator of State to Regulate the Utilization of the vehicle in International Rail  

Traffic.

The study found Thailand does not yet stipulate a mechanism and a specific legal  

system that set forth rules and procedures for the use of rail transport vehicles  

and the utilization of railway infrastructure. 

Thailand's rail transport system is still governed by the State Railway of Thailand law, 

which has been in force for at least 60 years. The State Railway of Thailand Act, B.E. 2494,  

and its amendments is a law aimed to establish the State Railway of Thailand under  

the supervision of the Ministry of Transport of Thailand. This law has four main objectives  

as follows: first, rail transport operations and properties were transferred by the Department  

of Railways to the State Railway of Thailand as a state enterprise, which was specified by Section 

6 of the State Railway of Thailand Act B.E. 2494 under the supervision of the Ministry of Transport 

of Thailand. Second, the growth of the rail transport operations by transporting passengers  

and rail freight as well as conducting other businesses, which are beneficial to the state  
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and the people, which is specified by Section 9 of the State Railway of Thailand Act,  

B.E. 2494, amended by Act (No. 6), B.E. 2535. Third, determine the service fee rates in the rail 

transport operations, providing services and conveniences for using various services of  

the railway business, including organizing the method of payment for such services.  

Fourth, organizing the provision of safe services and using rail transport services in terms of  

various conveniences of the rail transport operations.

Although the State Railway of Thailand Act B.E. 2494 and its amendments will  

be no specific legal measures directly and comply with the standards outlined in international  

agreements of OTIF and OSJD, however, the construction of a new railway line must be  

approved by the State Railway of Thailand and the Cabinet before proceeding, which is  

specified by Section 39, amended by Act (No. 7), B.E. 2543. It may be said that this provision 

complies with international law concerning railway infrastructure investment and must  

be approved and authorized by the regulations of the state. 

Meanwhile, the State Railway of Thailand Act B.E. 2494 and its amendments do not 

stipulate other principles related to rail transport investment and operation promotions  

and related to rights, duties, and liabilities arising from the utilization of the railway  

infrastructure and vehicle services. Section 25 of this Act stipulates that the committee of  

the State Railway of Thailand has the power and authority to lay down the policy and control 

the operation and business of the State Railway of Thailand as follows: first, power to lay  

down regulations concerning the provision under Section 9, second, the power to lay down 

regulations on the recruitment, appointment, and removal of employees of the state enterprise,  

third, power to lay down regulations on the operational regulations of the State Railway  

of Thailand and regulations on disciplinary action and punishment of employees of  

the state enterprise, fourth, the determination of standard rates for service fees, use of services, 

and various conveniences of the railway business and operations. 

Even though, Thailand is attempted to develop the rail transport system in compliance 

with international technic standards for supporting the economic development of  

international and internal trade and investment that supports the movement of goods  

and services both around the territory and among neighboring countries. Thailand passed  

the law for establishing the Department of Rail Transport of Thailand in 1997, however,  
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the development of the rail transport legal system also remains in form of a drafting law,  

but it has not yet been passed and enforced for supporting and promoting the infrastructure 

system investments as well as stipulated legal liability arising from using the rail transport  

operations following international carriage by rail.

The study found that the Department of Rail Transport is the responsible authority  

for controlling, supervising, and setting service standards such as train operators, sky trains, 

driver licenses, and fare rates. This draft law specified the role and powers of the Department  

of Rail Transport as a regulating organization for rail transport operations. It also determines  

the use of power by law enforcement and imposes administrative measures and specifies  

administrative and criminal penalties. Meanwhile, the draft law also has established  

mechanisms and legal measures to promote, control and regulate the utilization of vehicle 

contracts in railway traffic in many matters. 

This draft law authorizes the Minister of Transport to exercise the power to regulate 

ministerial regulations in several issues on Section 4 of the Rail Transport Act B.E. .... as follows:

First, the determination of criteria, methods, and conditions for the use of railroad  

and necessary assets for the rail transport business. Second, determination of methods  

and conditions for connecting multimodal transport either rail, air, water, land transportation, 

bus station, distribution centers, cargo accommodation, land ports, industrial estates, and  

other related parts. Third, determination of the standardization of rail transport, duties,  

and powers of the Department of Rail Transport.

In addition, the draft law under Section 13 (8) of the Rail Transport Act B.E. .... also  

prescribes safe service in several technic standards, such as technical operation standards, 

safety standards, rail transport standards, specification standards testing, standards Inspection 

and assessment standards, railroad maintenance standards, personnel standards, rail transport 

business operations, other standard services required. 

Moreover, It also stipulates the powers of the ministers to coordinate rail transport 

cooperation with relevant domestic and international agencies as well as setting the power to 

formulate policies to promote and support the rail transport operation. This principle  

complies with the principles in Appendix E of COTIF regarding the utilization of the infrastructure 

in rail transport operations. Although the OSJD’s international agreement does not prescribe  

such principles. 
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However, these principles in the Draft Rail Transport Act B.E. .... does not yet specify  

the details of the legal principles applicable to the contract consistent with the principles  

outlined in Appendix E of COTIF, whether it is the content and form of the contract,  

the binding and termination of the contract, etc. 

It is worth noting that The Draft Rail Transport Act B.E. .... concept is the promotion  

of the utilization of rail transport business following the principles in Appendix E of COTIF,  

but this draft law has not yet stipulated the legal principles and measures relating to contracts 

and legal liability of service providers or providers of liability of infrastructure manager  

those are specifically based on the principles of Appendix E of COTIF. Because its necessary  

to further develop the legal regimes regarding contracting and the liability of infrastructure  

managers and rail service operators.

The study found that this Draft Law only specifies the criteria that operators must  

be complied by law and regulation in case they would like to operate a rail transport  

business, it must be permitted and obtained a license to operate a rail transport business by  

the Minister under Section 38 of the Draft Rail Transport Act B.E. .... and specify types of  

licenses for rail transport operators under Section 39 of the Draft Rail Transport Act B.E.  

.... that there are 4 types as follows: type 1, specific rail transport operation license, type 2,  

specific railway transport license, type 3 license for rail transport operation and railway  

transport license, and type 4 license for other related railway businesses as announced  

by the rail committee. The classification of such license complies with the promotion of  

contracts for the utilization of rail and infrastructure as specified in Appendix E of COTIF. 

However, technical service standards such as technical measures to ensure the safety 

of passenger transport and rail freight operations, speed rating requirements, loading rate,  

the train headways laid down, the differences in track gauges, tracks, bridges, tunnels,  

communications equipment, electric power distribution systems, railway stations, and platforms  

terminal and surrounding area that outlined in paragraph 2 of Annex 4 of the Draft OSJD  

Convention, (Calme, 2016) 

The study found that It is necessary to regulate the rules for controlling and supervising 

with legal measures and the liability for rail utilization of infrastructure manager and carrier in  

the Ministerial Regulation, however, they have not yet appeared such legal measures and  

principles in Draft Law, which is consistent with international agreements of OTIF and OSJD,  

The question is how and why it will be defined?
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Although, the Draft Rail Transport Act BE .... under Section 51, will legislate for the rail 

transport business and operator that are specified by international agreements on many matters, 

whether the duty of the licensee must operate the business following the types and conditions 

specified in the license, the determining that the operation of the rail transport business  

shall be following the rail transport standards, assignment of duty to provide services to service 

users with equality, the right to collect fees, fares, transportation costs, and costs for utilization 

of the rail and infrastructure systems in Annex 4 of the Draft OSJD Convention. 

 However, the draft law has no specific legislation on the role, duties, and responsibilities 

of the rail transport operator, service providers, infrastructure managers, and employees  

of the operator, especially remedy measures for damages arising from the operations  

of rail transport following international principles and standards, which defined in Annex 7  

of the Draft OSJD Convention.

Conclusion

International agreements of OTIF include the principles outlined in Appendix  

D-Uniform Rule concerning contracts of use of vehicles and Appendix E-Uniform Rule  

concerning contracts of use of Infrastructure. These principles aim to protect the civil rights  

of the consumers from damages occurred from the use of rail transport vehicles and  

infrastructure. It can be said that these principles specified by the Uniform Rules of OTIF  

are more focused on the protection of consumer rights than the rail transport operators’  

rights in both Appendix D and Appendix E. 

Meanwhile, international agreements of OSJD outlined in the General Provisions on 

Railway Infrastructure of Annex 4 on rolling stock and Annex 5, as well as the use of freight  

wagons of Annex 6 and Annex 7, which aim to harmonization on the international technical 

service standards among member states and must implement to domestic law on contracting 

the use of vehicles in international traffic in compliance with the international agreements  

on utilization rail infrastructure concerning safety and service standards. The study found  

that these international principles focus on the harmonization of legal measures and principles  

for solving problems in a “practical service” rather than defining the “right to access”  

the rail infrastructure of the operators on how to proceed or how to enter the rail transport  

business commercially. 
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The OSJD’s International Agreement does not focus on recognizing the “right of  

the private entity” in commercial rail transport, Annex 4, 5, 6, 7 and “rights of access”  

to the rail transport industry, and “contracts for the use of vehicles in international traffic”.  

Thus, these rights must be considered domestic legal basis based on authorizing or approving  

businesses rather than on the principles of international agreements.

Nevertheless, no matter what the principles of international law prescribe, Member 

States, given the benefits expected from their accession to such international agreements,  

It is necessary to implement principles of international law to domestic law that can be used  

as tools for promoting, controlling, and regulating rail transport operations of entrepreneurs  

who are interested in the rail transport industry and the related service industry involved  

either the management of commercial interests of stations and infrastructure in the rail transport  

sectors in member states concerned. 

Although Thailand has set policies and strategies for the development of international 

rail transport as well as the establishment and determination of the role of the Department  

of Rail Transport of Thailand as a regulatory organization for the operation and service of  

the rail infrastructure and transport system. However, such strategies and policies are still  

unable to produce concrete results for success because there is still a lack of measures  

and legal mechanisms to promote, control, and supervise the internal and international  

rail transport business and operator to support the development of an efficient foreign trade, 

economic and investment system in line with the international rail transportation standards. 

According to the development concept of sui generis law to promote the controlling 

and supervising measures the rail transport business and the operator will challenge  

how the success of the government’s goal concerning strategy and social and economic  

development policy, and decent work in compliance with the principles of sustainable  

development goal that will lead the nation to success and to create economic growth and  

job security. Especially investment and business operations both rail infrastructure system  

and transport operation, that is resulting from the rail transport business and investment  

to support the economic development of Thailand in compliance with the legal principles  

and technical standards of OTIF and OSJD’s international agreements, and Thailand should be  

a member state of the international agreement of OTIF or OSJD organization to ensure that the 

right of investors, business operators, and consumers must be protected by sui generis railway law.
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Recommendation

This paper proposes policy recommendations and the solution to problems  

and obstacles to the utilization and rail transport operations in Thailand in compliance  

with the technical service standards and international railway law as follows:

First, Thailand must accelerate the Draft Rail Transport Act B.E. .... to enter into  

force urgently.

Especially, it must be defined as a core strategy of the Ministry of Transport that  

is important to support economic development, international trade, and investment.

Second, Thailand should regulate sui generis law as Ministerial Regulation regarding  

the determination of technical service standards that are consistent with concluding contracts 

with government and private sectors for the utilization of railway infrastructure including  

the right, obligations, and responsibilities of operators, employees of the operator, and  

Infrastructure managers from the damages occurred by passenger and freight carriage  

contracts following the principles of international agreements of both OTIF and OSJD. 

Third, Thailand should regulate sui generis law as Ministerial Regulation regarding  

that corresponds to the use of vehicles for rail transport, whether it is a passenger coach,  

or container, setting technical service standards that are consistent with safety, coaches,  

and container identification sign, including stipulating the rights, duties, responsibilities  

and exemptional clauses of liability of the infrastructure manager and operators in providing  

passenger and freight transport services by rail, determination of recourse and subrogation  

rights, determining of the judicial jurisdiction, and lastly, also determining of the limitations  

for the exercise of claims, which are consistent with the principles of international agreements 

of both OTIF and OSJD. 

Lastly, Thailand should be a member state of the international agreement of  

OTIF or OSJD organization to ensure that the right of investors, business operators, and  

consumers in the usage of vehicles in international rail traffic.
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Abstract

There is a growing culture of using marketing experimentation to understand  

the effectiveness of digital marketing strategies on target demographics. The objective  

of this research is to examine how digital marketing infographics can influence consumer 

responses on selected social media platforms i.e., Instagram and Facebook. As a case study, 

products from Queen Crab Box were used to create infographics. A split testing (A/B testing) 

approach was used on a sample group of consumers using Instagram and Facebook.  

The sample group was shown three types of infographics, including static, gifographics  

(semi-animated) and motion infographics. The study found that consumers on Facebook  

were more responsive to static infographics whereas consumers on Instagram were more 

responsive to gifographics. The study also found that infographics are highly effective  

in stimulating consumer curiosity, grabbing consumer attention, and influencing the target 

groups to make decisions to purchase. 
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The results of this research will help marketing designers, digital content creators  

and business owners use infographics to promote their products. The information obtained 

can also be used as a guideline for businesses when creating advertising media.

Keyword: Infographic, Content Marketing, Advertising Design, Facebook, Instagram
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บที่คัด้ย่อ

งานวจิั่ยัุน่�มว่ตั์ถิปุระสังคเ์พ่�อศกึษาอทิธิพิลของการต์ลาดเชงิเน่�อหาบันสั่�อสัังคมดจิั่ทิลัต์อ่การออกแบับั

โฆษณาผู้ลิต์ภััณฑ์ิด�วยุอินโฟกราฟิกท่�ม่ผู้ลต่์อการต์อบัสันองของผู้้�บัริโภัค ผู้ลการวิจั่ัยุจั่ะช่วยุให�นักออกแบับั

โฆษณา ผู้้�คดิเน่�อหาประชาสัมัพนัธิผ์ู้า่นสั่�อดจิั่ทิลั นกัการต์ลาด รวมไปถิงึผู้้�ท่�สันใจั่เก่�ยุวกบััการนำอนิโฟกราฟกิ

มาใช�ในการโฆษณาประชาสััมพันธิ์ สัามารถินำข�อม้ลท่�ได�ไปเป็นแนวทางในการสัร�างสัรรค์สั่�อโฆษณาต์่อไปได� 

งานวจิั่ยัุน่�ดำเนนิการโดยุการทำ A/B Testing เก่�ยุวกบััการออกแบับัโฆษณาผู้ลติ์ภัณัฑิด์�วยุอนิโฟกราฟกิ 3 แบับั  

ค่อ แบับัภัาพนิ�ง แบับัภัาพกึ�งเคล่�อนไหวและแบับัภัาพเคล่�อนไหว เพ่�อให�เกิดประโยุชน์สั้งสัุดต์่อการออกแบับั

โฆษณาผู้ลิต์ภััณฑิ์ท่�ต์รงกับัความสันใจั่ของผู้้�บัริโภัค กลุ่มต์ัวอยุ่างค่อผู้้�บัริโภัคในประเทศไทยุ โดยุดำเนินการ 

บันสั่�อสังัคมดจิั่ทิลั คอ่ เฟซบัุ�กและอินสัต์าแกรม ผู้ลการศกึษาพบัว่า อนิโฟกราฟิกแบับัภัาพนิ�ง เกิดการต์อบัสันอง 

ต์่อผู้้�บัริโภัคมากท่�สัุดบันเฟซบัุ�ก และอินโฟกราฟิกแบับัภัาพกึ�งเคล่�อนไหว เกิดการต์อบัสันองต์่อผู้้�บัริโภัคมาก

รัับวัันที่่� 26 พฤษภาคม 2566             ส่่งแก้้ไขวัันที่่� 24 ตุุลาคม 2566             ตุอบรัับตุ่พิมพ์วัันที่่� 1 พฤศจิิก้ายน 2566 
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ท่�สัุดบันอินสัต์าแกรม อยุ่างไรก็ต์าม การออกแบับัโฆษณาผู้ลิต์ภััณฑิ์ด�วยุอินโฟกราฟิกทั�ง 3 แบับัม่อิทธิิพล 

ต์่อการต์อบัสันองของผู้้�บัริโภัคเก่�ยุวกับัการดึงด้ดกลุ่มเป้าหมายุ, การสัร�างความสันใจั่ให�เกิดยุังกลุ่มเป้าหมายุ

และการสัร�างความปรารถินาให�เกิดขึ�นจั่นกระทั�งซ่�อสัินค�า

คำสำคัญ: อินโฟกราฟิก การต์ลาดเชิงเน่�อหา การออกแบับัโฆษณา เฟซบัุ�ก อินสัต์าแกรม
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Introduction and Objectives

The technological advancement gives rise to social media that changes people’s daily 

lives, including convenient and speedy reception of news, business competition, as well as  

the trend of higher growth of online business, resulting in clearly higher marketing competition.  

Therefore, marketing experts see the good opportunity of communication and access  

to customers through digital advertising. One of the marketing strategies currently popular  

in the digital age is the Content Marketing. It is the marketing process which constructs  

and disseminates valuable content to clearly attract interest and seek interaction with  

the target group. The aim is to drive consumers to generate profit for business. Therefore,  

various businesses such as VIU, service provider of VDO streaming of Korean series and  

varieties on the internet via mobile application platform with iOS and Android systems or  

Over-The-Top media service or OTT in short is the media service that is directly presented to  

the service recipients via internet (Wikipedia, 2021). Although the competition of the OTT  

market is relatively fierce, VIU manages to construct a different content with focus on  

Asian type content, accommodated in five languages, with online and offline views.  

As a result, VIU experiences the statistics of viewers who increase by 42% by measuring  

from the popular contents in Asia, survey by AMPD Research Center under Media Group  

(MGR Online, 2020).

It can be said that the key content marketing is to create value of the existing 

information to the target group, resulting in seeking tools to help communicate products  

and services for convenient, speedy, and useful understanding such as infographics  

and can easily share to other consumers via social media. Businesses increasingly turn to  

the content marketing with the infographics by applying the infographics in the advertising  

design of products, producing VDO clips, website design, etc. Therefore, it is interesting to  

study the influences of the content marketing through social media and how the infographic  

advertising design influences the consumer responses in Thailand. It will serve as the guideline  

for the development of the infographic advertising design which will be interesting  

and attractive for consumers through social media with the highest effectiveness. 
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Objectives

This research aimed to examine three types of infographic advertising design,  

namely Static Infographics, Gifographic Infographics, and Motion Infographics, by using Queen  

Crab Box as a test case. It also examined which type had the most influence to the consumer 

responses on social media in Thailand.

Research Scope 

This research aimed to examine the types of the infographic advertising design  

of Queen Crab Box with the most influence on the consumer responses in Thailand via  

selected social media platforms i.e., Instagram and Facebook. The data was collected  

during May 2021 from customers, divided in four groups i.e., Gen X male, Gen X female,  

Gen Y male, and Gen Y female, of Queen Crab Box.

Definition of Terms

Infographics is the display of the information or knowledge through images  

that are easily read and understood (Supaluk, 2018). This type of graphic is popularly used  

for complex information such as board, and map. The research by infographics is also  

popularly used in the fields of computer, arithmetic, statistics to simplify complicated  

information (Wikipedia, 2021). 

Static infographics. This type of infographic will not change or update the content, 

for examples, brochures, posters, books, images or being part of articles in magazines  

or newspapers, images, graphics accompanying news, television, etc. They are ready to be  

easily forwarded in digital media such as sending emails or using them to accompany articles on  

websites (Supha Lak, 2018) forwarding on social media such as LINE, Facebook, Instagram, etc. 

Gifographics (or semi-animated infographics). This type of infographics are  

animated infographics further developed from static infographics and formatted as GIF  

(Graphics Interchange Format). It can be used to display on electronic device screens. Makes it  

suitable for use in web pages. Graphics include illustrations, graphs, statistics that are necessary  

for presentation (Natthapong, 2017).
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Motion infographics (or animated infographics). This format is an infographic  

that has the power to communicate using animations and graphics to create a story  

with short messages and audio narration, and background music (Killer, 2017)

Content Marketing is the marketing technique to create and distribute the “valuable”  

content to the target group. The aim is for the target group to generate income for advertisers 

(Bhanond, 2015). 

Advertising Design is to create and arrange artwork images used in advertising.  

The aim is to give information and news on products or services as well as concepts to  

consumers according to the set goal. The design components consist of fancy letters, edge 

line, cartoon, accompanying illustrations and photographs. This research designs infographic  

advertising in three types namely Static, Gifographic, and Motion Infographics (Wikipedia, 2021). 

Facebook Ads is the advertising on Facebook platform to test and compare  

the three types of infographic advertising design which can determine the target group of  

the consumers as desired, as well as the advertising budget.

Instagram Ads is advertising on Instagram platform to test and compare the three  

types of infographic advertising design which can determine the target group of the consumers 

as desired, as well as the advertising budget.

Consumer response is what consumers express in the form of the number of  

pressing Likes (Results), the number of different viewers of the advertising (Reach), the number 

of advertising displays (Impression), the average rate of pressing Likes (Cost per Results), pressing 

Follows, and Engagement via social media called Facebook, Instagram, and Twitter platforms. 

Number of pressing Likes (Results) is the number of Likes that the consumers  

respond to the format of product advertising. 

Number of different viewers of the advertising (Reach) is the number of views  

of all infographic advertising designs that are posted.  

Average rate of pressing Likes (Cost per Results) is the costs per result indicating  

if the goal set in the advertising campaign is efficient or not 
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Literature Review

In order to study the influences of the content marketing via social media on  

the infographic advertising design with impact on consumer response, the researchers  

conducted the literature review from the relevant concepts and research works as follows: 

The role of technology results in great social changes through fast progress and 

development, generating activities and operations to compete and adapt for business survival  

in the new global age without frontier. Consumers can communicate and travel across borders 

quickly due to the widespread and increasingly popular digital social media (Nattakan, 2019).

Based on the study of the digital social media, it is the technology with the role  

in the current society which speeds development. What result from the use of various  

platforms of digital social media services is invaluable big data and serves as channels to  

generate profit for businesses. However, there is an increasing competition (Utterberg, 2016)  

in terms of business and marketing. It is undeniable that internet is crucial for marketing  

specialists because it can gain access to a large number of consumers at the same time.  

Most Thai consumers spend most time on social media compared to other types of online  

activities (Utterberg, 2016) especially in marketing where they want their products to be 

more attractive than their competitors. Advertising on various platforms has become a major  

component in the marketing plan of each business. Due to continuously fierce competition, 

marketing experts turn to focus on the content marketing which is crucial to advertising design 

as it is mutually supportive. If the advertising design consists of interesting content, there will  

be more viewers (Pulizzi, 2013). This strategy spreads to social media such as Facebook,  

YouTube, Instagram, and Twitter, etc. 

Infographics is an efficient tool for content marketing as it can attract interest  

from the message recipients based on the creativity of images and design with the appropriate 

composition of colors (Stojanović, Tasić, & Šehović, 2014). The appropriate message that is 

consistent with the presentation objective can be easily understood and memorized  

(Mark, 2012). There are three types of infographics as follows:
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1) Static Infographic is the type that is ready to easily share to digital media  

  (Supalak, 2018) or share to social media such as LINE, Facebook, Instagram, etc. 

2) Gifographic is semi moving and developed from the static image (Nattapong, 2018).  

  It is a kind of album and moving album.

3) Motion Infographic is an animated image with the power of communicating with  

  moving images and accompanying graphic sound to create a story with short  

  message, as well as audio description, and accompanying music (Killer, 2017).  

  At present, there is no research that indicates which type of infographics has  

  the most appropriate influence on the advertising design via the social media.

Based on the study of the responsive process of marketing activity such as AIDA Model 

of St Elmo Lewis (corporatefinanceinstitute, n.d.), there are four processes as follows:

1) Attention is to attract interest by using motivations to attract customers’ interest

2) Interest is to create interest by using motivations to attract customers’ interest 

3) Desire is to motivate or make customers desire (to purchase) 

4) Action is to make customers act or decide to buy (sales closing)

These factors demonstrate the decision of consumers to purchase products  

and services. The adverting design is a major part and directly related to products in terms of  

image or the word of mouth of the value of the products, resulting from all marketing activities.  

Large companies put enormous budget specifically on advertising design. The advertising  

design that is direct to the point will allow consumers to respond to products more easily than 

before, according to the responsive process. It corresponds to processes through the perception  

process based on the attraction which results in the intention to receive the media first.  

Once the media consumption is continuous, consumers start to take interest, probably  

by searching for more information themselves. Afterwards, once there is interest, then it will  

turn into the wish to purchase, and finally the decision to purchase.

Queen Crab Box, an online seafood restaurant, was selected to be an informant  

of this research because it had a lot of customers. It also had a variety of customers,  

and their locations were able to define. In addition, it was convenient for this research  

due to the owner’s support. 
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Methodology

Conceptual Framework

Based on the relevant concepts and theories as mentioned above, the research  

framework could be determined in order to study the influences of the content marketing via 

social media on the infographic advertising design with impact on consumer response as shown 

in Figure 1.

Figure 1: Conceptual Framework

Independent Variables Dependent Variables

Advertising design with Static

Infographics (AS)

Advertising design with

Geographic Infographics (AG)

Advertising design with Motion

Infographics (AM)

Decision Outcome
	 	Attention
	 	Interest
	 	Desire
	 	Action

The research conceptual framework applied the responsive process from the marketing 

activity such as AIDA Model of St. Elmo Lewis (E. St Elmo Lewis, 1908).

Research Hypothesis

The research hypotheses based on the previously shown framework are as follows:

Hypothesis H1: The static infographic advertising design influences the decision to  

perceive products, the interest in products, the desire for products, and the purchase of products.

Hypothesis H2: The gifographic infographic advertising design influences the decision to 

perceive products, the interest in products, the desire for products, and the purchase of products.

Hypothesis H3: The motion infographic advertising design influences the decision to 

perceive products, the interest in products, the desire for products, and the purchase of products.
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Research methodology

The study of the influences of the content marketing via social media on  

the infographic advertising design with impact on consumer response was Experimental  

Research Method. The data collection consisted of the A/B Testing relevant to the three  

types of adverting design for the maximum benefit of the infographic advertising design that  

corresponds to consumers’ interest.

The A/B Testing or the Split Testing is the methodology with the experiment  

of two or more variables such as A and B by applying the statistical hypothesis testing or  

“Two-sample hypothesis testing” used in the statistics to compare the single variable and  

consider which variable of the two is more efficient (Wikipedia, 2021).

In terms of research tools, this research used the Experimental Research Method  

in the form of A/B Testing by advertising through Facebook and Instagram for the total of  

one week. The testing consisted of comparison among the three types of infographic  

advertising design namely Static Infographics, Geographic Infographics, and Motion Infographics  

using the same content as shown in Figure 2.

source: https://drive.google.com/drive/u/1/folders/1VZF-xTvxJ9OaK3g_GbhIUL-vkyQKcLsc

Figure 2: Picture of Infographic Advertising Design
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The sample group used in the experiment was collected from statistics of service  

users through social media during the past 3 years (2018-2020). From the statistics, data was  

collected in generations with 2 generation groups with the highest statistics in the past 3 years 

(according to https://www.weforum.org). The targets were divided into four groups as follows:

Group 1: Generation X, male, aged between 41-55 years old

Group 2: Generation Y, male, aged between 26-40 years old

Group 3: Generation X, female, aged between 41-55 years old

Group 4: Generation Y, female, aged between 26-40 years old

The comparison testing was divided into two platforms namely Facebook Ads  

and Instagram Ads. Each platform was divided into one Campaign, four Ad sets, and 12 Ads  

as shown in Figure 3.

Figure 3: Format of setting the testing campaign

Campaign

Ads Set

Male 41-55

years (Gen X)

AS AS AS ASAG AG AG AGAM AM AM AM

Male 41-55

years (Gen X)

Male 26-40

years (Gen Y)
Male 26-40

years (Gen Y)

In this research, after collecting data, each dimension of measurement was summarized 

based on AIDA Model as shown in Table 1. 
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Results

Based on the A/B Testing of the purchase of advertising by classifying the different 

target groups into four target groups which differed in terms of gender (male and female)  

and generations (X and Y), the similarities consisted of the control of other factors to have  

the same images and the determination of the amount of advertising money that was equal  

for each ad but with different outcomes as follows:

Dimensions of measurement 
of AIDA Model on advertising 

Measurement methods from 
Facebook

Measurement methods from 
Instagram

Attention Number of different viewers 
of the advertising (Reach)

Number of different viewers 
of the advertising (Reach)

Interest Number of clicking of Links Engagement with the posts

Desire Chatbot with the set words 
“Order goods”

Chatbot with the set words 
“Order goods”

Action Number of purchases of goods 
from the advertising

Number of purchases of goods 
from the advertising

Table 1: Measurement of various dimensions with the testing tools via Facebook and  

  Instagram Ads

Table 2: Outcomes of advertising campaign on Facebook platform by using the highest value  

  in each dimension

Sexual Reach=Attention Click Link=Interest Chatbot=Desire Action=Orders

Male Gen X 2,295 (AG) 35 (AS) 32 (AS) 15 (AS)

Male Gen Y 2,060 (AS) 41 (AS) 38 (AS) 20 (AS)

Female Gen X 1,704 (AS) 34 (AS) 31 (AS) 25 (AS)

Female Gen Y 1,545 (AM) 31 (AS) 29 (AS) 23 (AS)

Remark: AS =  Advertising design with Static Infographics
 AG  =  Advertising design with Gifographics
 AM =  Advertising design with Motion Infographics
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Results of the data analysis of A/B Testing on Facebook platform

The Facebook platform determines the advertising budget with impact on the access  

to the target groups. On this issue, the researchers determined budget per post ad  

at 100 baht. The access to the four target groups was determined according to the budget 

or the access to the target groups of 777-2,000 persons. The four processes of consumer  

responses (AIDA Model) underwent the analysis with the following results: The Static Infographic  

advertising design was the most efficient and with the most responsive among the four  

groups of consumers in each dimension as well. The dimension of attracting interest of  

consumers constituted 34%, the dimension of creating interest of the target groups 46%,  

the dimension of creating desire of the target groups 47%, and finally the dimension of action  

by ordering goods 51%, followed by the Gifographic Infographic advertising design which impacted  

the responses of the target groups in the dimension of attracting the interest 33%,  

the dimension of creating interest of the target groups 31%, the dimension of creating desire  

of the target groups 31%, and finally the dimension of action by ordering goods 32%.  

The Motion Infographic advertising design constituted the least consumer response on  

Facebook platform with the responses of the target groups in the dimension of attracting  

interest 33%, the dimension of creating interest of the target groups 23%, the dimension  

of creating desire of the target groups 22%, and finally the dimension of action by ordering  

goods 17%. The Static Infographics attracted the male target group of generation X  

the most but the dimensions of creating interest and desire of the male in generation Y  

were higher. The other target groups had the similar statistical data. The last dimension which  

was ordering goods, the female of generation X constituted the most responsive target group. 

The summary is in Table 2.

Sexual and Gen Reach=Attention Click Link=Interest Chatbot=Desire Action=Orders

Male Gen X 1,636 (AG) 106 (AG) 1 (AG) -

Male Gen Y 1,819 (AM) 196 (AS) 5 (AS) 5 (AG)

Female Gen X 1,648 (AM) 174 (AM) 15 (AM) 7 (AM)

Female Gen Y 1,593 (AG) 218 (AG) 16 (AG) 9 (AG)

Table 3:  Outcomes of advertising campaign on Instagram platform by using the highest value  

 of each dimension
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Results of the data analysis of A/B Testing on Instagram platform

The Instagram platform determines the advertising budget with impact on  

the access to the target groups. On this issue, the researchers determined the budget  

per post ad at 100 baht. The access to the four target groups was determined according to  

the budget or the access to the target groups of 974-2,800 persons. The four processes of  

consumer responses underwent the analysis with the following results: The Gifographic  

advertising design was the most efficient with the most responsive among the four groups  

of consumers in each dimension. The dimension of attracting interest of consumers  

constituted 47%, the dimension of creating interest of consumers 45%, the dimension of creating  

desire of consumers 46%, and finally the dimension of action or ordering of goods 45%,  

followed by the Motion Infographic advertising design which impacted the responses of  

the target groups in the dimension of attracting interest 43%, the dimension of creating  

interest of the target groups 40%, the dimension of creating desire of the target groups 32%,  

and finally the dimension of action or ordering of goods 36%, and the Static Infographic  

advertising design experienced the least consumer responses on Instagram platform.  

The response of the target groups in the dimension of attracting interest constituted only 10%,  

the dimension of creating interest of the target groups 15%, the dimension of creating desire  

of the target groups 22%, and finally the dimension of action or ordering of goods 19%.  

The Gifographics attracted the female in generation Y the most but created interest of the male  

in generation Y more. In the dimension of creating desire, the female in generation Y were  

the most responsive. Other target groups had the similar statistical data. For the last dimension,  

ordering of goods, the female in generation Y remained the target group with the most responsive. 

The summary is in Table 3.

Discussions

The results of the experimental research on the “Types of Infographic Advertising 

Design with Influence on Consumers, Case Study: Queen Crab Box” through the two types  

of online advertising platforms namely Facebook and Instagram yielded different results. 

The different viewers of advertising (Reach), the number of clicks of the Links or the number  

of engagements with the post, the clicks of chatbot with the words “Order of goods”  

established by the researchers in each post ad and the order of goods in each post  

ad would be used as indicators of consumer responses. It was consistent with the theory of  

consumer responses (AIDA Model) of St. Elmo Lewis. Therefore, all types of Infographic  

advertising design influenced the consumer responses. The discussion is as follows: 
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Hypothesis H1 The Static Infographic advertising design influenced the decision of  

the perception of products, the interest of products, the desire of products, and the purchase  

of products the most on Facebook platform. The male target group was responsive to  

attraction and creation of interest the most but the female target group especially generation Y  

were responsive to the desire of products and leading to order of goods the most. On the contrary,  

the Static Infographic advertising design on Instagram platform was the least popular type.

Hypothesis H2 The Gifographic advertising design influenced the decision of  

the perception of products, interest of products, the desire of products, and the order  

of products the most on Instagram platform. The female and male target groups of generation Y  

were responsive to the attraction and the creation of interest the most. But the female  

target group especially of generation Y were responsive to the desire of products leading to  

the purchase of the products the most. On the contrary, the Gifographic advertising design  

was ranked second in the results of the consumer responses on Facebook platform.

Hypothesis H3 The Motion Infographic advertising design influenced the decision  

of the perception of products, interest of products, desire of products, and purchase  

of products the least on Facebook platform. The female target group of generation X  

were responsive to the attraction, the interest, the desire, leading to the purchase of products  

the most. On the contrary, the Gifographic advertising design was ranked second in the consumer  

responses on Instagram platform. 

Platform Online Static Infographics Gifographics Motion Infographics

Facebook 1 2 3

Instagram 3 1 2

Table 4: Ranking of types of Infographic advertising via online platforms

In Table 4, the test results revealed that in terms of advertising via the Facebook  

and Instagram platforms using the three different types of Infographic advertising, the Static 

Infographic received the responses in the 4 dimensions the most on Facebook platform.  

It contradicted the Social Media Marketing Survey 2016 of Clutch (thumbsup, 2016) which 
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conducted the test by comparing the advertising with VDO and image on YouTube platform. 

It revealed that VDO was the most popular and gave the opinion that VDO was a more  

efficient tool to communicate clearly and understandably to consumers than the static one did.  

However, this reason was not confirmed because the survey of Clutch was conducted via  

YouTube platform, which highly focused on the view of VDO. At the same time, the test with 

images did not use the infographic to summarize the information but the image or article 

that consumers must understand through reading by themselves. It was probably why VDO  

was more popular as consumers could understand more than static image which was  

different from the use of infographics to summarize information for consumers to understand  

within an image. According to the test results with Instagram platform, the Gifographics received  

the best feedback from the target group. The researchers assumed that the Gifographics  

communicated emotion and feeling for the target group on order to see the image more clearly.  

This was consistent with the article of Marketeer which stated that the good Gifographics  

would allow the message recipient to be able to understand some message within seconds  

or communicate emotion or feeling at the particular time for others to view the image  

more clearly (marketeer, 2017). Although Instagram platform was popular mostly for  

photography, the Gifographic advertiing might attract more consumers as it created emotion  

and feeling of the advertising better. But the importance of the use of the test results of  

Infographic advertising design was that the first thing that marketing expert must decide  

was to select the AD Objective which was equally important as the determination of  

the objectives (AdsMatters, 2020). If one wanted the target group to see or perceive 

the advertising of products and services, one should consider the results of the advertising  

based on perception or access (Reach) to create motivation for the target group. Or if  

one wanted the advertising to focus on the interaction of the target groups, one should take 

the advertising results in the dimension of creating interest and consider the test results  

from engagement, etc. If the marketing expert or advertising designer or public relation  

people used the objectives properly, the advertising would be sent directly to the target groups 

and could also save more advertising costs. 
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Problems and Constraints

The data collection of the target groups in the responsive process of the creation of  

the desire established the chatbot with the word, “Order goods”. Therefore, advertising  

required different timeframes and more time to avoid repetitive data collection. Moreover,  

the responsive process of the target groups in terms of purchasing goods facing a problem  

as Queen Crab Box sold its products in pre-defined and exact periods of time for delivery.  

So, the customers, who wanted the products at their self-defined time, probably cancelled  

their orders. It was the loss of opportunity to sell more products although there were a lot  

“Click Chatbots” of incoming orders.

Recommendations for Utilization

The research results are useful for the Infographic advertising design in various  

businesses and serve as good source of information for those who want to study  

the Infographic design, advertising designers and marketing experts as well as interested  

people to apply it or use it as a guideline of the Infographic design in the future. As the research  

results show that the good Infographic advertising design will clearly impact the consumer  

responses. The research results can clearly divide the consumer groups in terms of gender,  

generation, and advertising via diverse platforms which will help those who study to  

understand and analyze the response and the demand of consumers in more detail.  

The benefit of the research results can be used and enhanced such as Instagram platform  

has features of Instagram Stories & Highlight Stories with the display duration of only 24 hours. 

 The Gifographic advertising design can be used to create the interesting, modern, readily  

memorable content or the use of Static Infographics for the review of the instruction of  

the use of products for easy understanding in one image on Facebook platform with focus  

on the target groups of the particular product of generations, for example, the compilation  

of information of lady handbag by dividing the information based on the content  

“which is the color of the handbag that corresponds to the birthday and that is great for use” 

with the female target groups of generations X and Y, etc.

Limitations in the Utilization of the Study Results

A limitation of this research is the Infographic advertising design of only one  

product of food. The advertising found in daily life is numerous for consumer products.  

Thus, for other products, the test results may change.
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Guideline of Future Research

1) A/B Testing should be conducted in other features as appeared on various  

  platforms as this research tested the advertising campaign via promotion of post  

  of which at present there are features such as stories or even other social media  

  platforms which are experiencing the growth in leaps and bound such as Tiktok  

  mainly for consumers of the generations Y and Z. It can be done as well which  

  will have more results in various dimensions and can serve as the guideline  

  for creativity of various advertising designs.

2) In terms of creativity in design, as the research is relevant to the advertising  

  design especially for seafood, therefore the advertising design of other products  

  may entail more specificity. For example, for the advertising design of electronic  

  devices, it is probably more responsive to male consumers than female counterparts  

  or the use of colorful Infographics which is soft may attract more female  

  consumers, etc.

3) The determination of more specific target group is another choice to properly  

  gain access to consumers. For example, for Infographic advertising design of durians,  

  the target group may be determined as durian lovers or for advertising design of  

  tools for joint use with ipad, the target group may be determined as consumers  

  at school age or working age, etc.

4) At present, the AIDA Model is increasingly applied to measure the marketing results.  

  Therefore, for the process of consumer responses, additional results are measured  

  in numerous dimensions such as AIDMA Model that adds the dimension of motive  

  to make consumers take interest in a product in order to increase sale, etc. 

  The application of other theories will ensure more detailed measurement of 

  the consumer responses.

5) Determination of budget in advertising and period used in additional advertising  

  is a factor that can change the advertising result and can enhance on other  

  future research such as changes of budget and period used in the advertising  

  which impact sales, etc.

6) The reason that makes different generations behave differently in response to various  

  digital advertising on social media platforms.
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Abstract

		 The	objective	of	the	study	 is	to	understand	the	 influence	of	advertisement	format	 

and	platform	engagement	on	purchase	intention	for	products	endorsed	by	Korean	boy	bands	

on	YouTube.	The	study	was	conducted	in	a	quantitative	approach	from	408	respondents	

exposed	 to	 YouTube	 ads	 in	 2022.	 The	 results	 show	 that	 advertising	 format,	 namely	 

product	 placement	 (B	 =	 0.267)	 has	 a	 positive	 influence	 on	 the	 purchase	 intention	 of	 

the	 Thai	 audience	 alongside	 the	 action	 of	 clicking	 ‘Like’	 (B	 =	 0.108).	 Analysis	 through	 

multiple	 regression	 shows	 a	 positive	 influence	 from	 the	 product	 placement	 variable	 

on	purchase	intention	over	other	advertisement	formats	available	on	YouTube.	The	results	

suggest	 the	 significance	 of	 in	 content	 product	 placement	method	 aiming	 for	 more	 

aiming	the	‘Like’	metric	of	engagement	for	effective	targeting	for	low	involvement	products.	

Keywords:		K-Pop,	YouTube	ads	format,	YouTube	Online	Engagement,	Product	Involvement,	 

	 	 Purchase	Intention	
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ปััจจัยที่่�มี่ผลต่่อความีต่ั�งใจซ้ื��อผลิต่ภััณฑ์์

ที่่�ได้้รัับการัรัับรัองจากบอยแบนด้์เกาหล่

บนยูทีู่ปัของผู้บรัิโภัค*

วรรณธิิดา		ตีีวารี**	และ	วรวรรณ	องค์์ค์รุฑรักษา***

บที่คัด้ย่อ

การศึึกษาวิจััยค์รัังนีั้ีมีีจัุดมุี�งหมีายเพื่่�อทำค์วามีเข้้าใจัอิทธิิพื่ลข้องรูปแบบโฆษณาและการมีีส่�วน้ีร�วมี 

ข้องแพื่ลตีฟอร์มีตี�อค์วามีตีัังใจัซื้่ัอส่ิน้ีค์้าท�ีใช้้บอยแบน้ีด์เกาหลีบน้ียูทูป	 โดยการวิจััยค์รัังน้ีัีเป็น้ีการวิจััย 

เช้ิงปริมีาณที�เก็บข้้อมีูลจัากผูู้้ตีอบแบบส่อบถามี	จัำน้ีวน้ี	408	ค์น้ี	ที�เค์ยรับช้มีโฆษณาบน้ียูทูปใน้ีปี	พื่.ศึ.	2565	 

ผู้ลการวิจััยพื่บว�า	 รูปแบบการโฆษณา	 ได้แก�	การจััดวางผู้ลิตีภััณฑ์	 (B	=	0.267)	มีีผู้ลเช้ิงบวกตี�อค์วามีตีัังใจั 

ซื้่ัอส่ิน้ีค์้าข้องผูู้้ช้มีช้าวไทยค์วบค์ู�ไปกับการกระทำข้องการกด	‘ถูกใจั’	(B	=	0.108)	ผู้�าน้ีการวิเค์ราะห์ตีัวแปร 

แบบถดถอยพื่หุค์ูณซึื้�งแส่ดงให้เห็น้ีว�า	 ตัีวแปรการจััดวางตีำแหน้ี�งสิ่น้ีค์้ามีีผู้ลตี�อค์วามีตีัังใจัซั่ื้อส่ิน้ีค์้า 

มีากกว�ารูปแบบโฆษณาอ่�น้ี	 ๆ	 ที�มีีอยู�บน้ียูทูป	 ผู้ลการวิจััยช้ีัให้เห็น้ีถึงค์วามีส่ำคั์ญข้องวิธิีการจััดวางตีำแหน้ี�ง

เน้ี่ัอหาข้องสิ่น้ีค้์าโดยมีุ�งเป้าไปที�ตีัวช้ีัวัดการมีีส่�วน้ีร�วมี	 ‘ถูกใจั’	 เพื่่�อการกำหน้ีดเป้าหมีายที�มีีประสิ่ทธิิภัาพื่

ส่ำหรับส่ิน้ีค์้าเกี�ยวพื่ัน้ีตี�ำ

คำสำคัญ:  เค์-ปอ๊ป	แพื่ลตีฟอรม์ีข้องโฆษณาบน้ียทูปู	การมีสี่�วน้ีร�วมีทางออน้ีไลน้ีข์้องยทููป	การมีสี่�วน้ีร�วมีข้องส่นิ้ีค้์า	 
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Introduction 

Significance of the Study 

With	 the	 increasing	 importance	 of	 social	 media	 in	 consumers’	 lives,	 marketing	 

approaches	 can	 no	 longer	 limiting	 themselves	 to	 traditional	 communication	 methods	 

such	as	 television	and	 radio	or	print.	Users	are	now	 increasingly	spending	more	 time	online,	 

especially	when	it	comes	to	finding	information	and	making	a	purchase	(Cai	et	al.,	2004).	

The	 ephemeral	 nature	 of	 social	 media	 platforms	 has	 left	 communicators	 ever	 

evolving	 in	 their	marketing	 approaches.	With	 over	 4.62	 billion	 global	 social	media	 users	 in	 

the	 first	 month	 of	 2022,	 it	 averages	 13	 new	 users	 per	 second	 in	 annualized	 growth	 

(Kemp,	 2022).	 In	 this	 evolutionary	 era	 of	 communication	methods,	 some	media	 platforms	 

have	remained	constant	for	over	a	decade,	YouTube	being	one	major	platform.	

Its	 social	 features,	 like	most	popular	platforms,	allow	 registered	users	 to	 like,	 share,	 

comment,	 and	 upload	 videos.	 This	 not	 only	 lets	 them	 engage	 but	 also	 provides	 a	 sense	 

of	community	to	the	users	by	giving	them	a	sense	of	control	over	their	activities	on	the	site.	 

With	 such	 a	huge	 repository	of	 content,	 YouTube	 is	 transforming	 the	 consumption	of	 video	 

media	in	this	high-speed	internet	age.	

Given	 its	 prominence	 in	 users’	 lives,	 it's	 functionality	 cannot	 be	 limited	 to	 just	 

publishing	videos	online.	The	advancing	user	interfaces	of	YouTube	also	include	live-streaming	

and	premium	channels	for	paying	subscribers.	Though	some	may	perceive	it	to	be	a	platform	 

for	 just	 publishing	 videos,	 some	 see	 it	 as	 competition	 for	 broadcast	 television	 (Kim,	 2012).	 

Wesch	(2008)	reported	that	the	users	create	more	content	in	six	months	than	sixty	continuous	

years	of	broadcasting	by	the	three	largest	networks	in	the	United	States	of	America	has	done	

combined.	 Moving	 on	 from	 the	 traditional	 broadcasting	methods,	 YouTube	 distinguished	 

itself	from	an	archive	of	videos	by	providing	a	user-to-user	social	experience	which	categorizes	

it	as	a	social	media	and	gained	high	popularity	(Susarla	et	al.,	2012).	

Korean boy bands and YouTube Endorsement 

YouTube	 is	 the	 new	 age	 technological	 replacement	 for	 older	 media	 tech,	 

such	as	the	radios,	MP3s,	CDs/DVDs,	and	music	channels	on	television.	Renowned	labels	like	

SONY	music,	 EMI,	 and	Columbia	Records,	 among	many,	have	all	moved	online	 to	YouTube.	

Though	 the	 American	 population	 consider	 iTunes	 (a	music	 streaming	 platform	 by	 Apple)	 

as	the	main	outlet	for	purchasing	music,	global	K-Pop	fans	believe	in	YouTube	as	a	free	source	

to	stream	music.
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A	fan	is	someone	who	spends	their	time,	money,	and	energy	on	supporting	their	subject	

of	adoration,	usually	celebrities,	through	buying	albums,	concert/	movie	tickets,	and	merchandise	

and	 helping	 in	 the	 process	 of	winning	 competitions	 and	 awards	 through	 votes	 and	 creating	 

awareness	for	their	admired	celebrity	(Jenol,	2020).	Jenkins	(1992)	defined	a	fan	as	an	individual	

harboring	positive	affection	for	a	celebrity	or	of	interest.	A	K-Pop	fan	is	typically	a	member	of	 

a	Korean	fandom-collective	participation	in	a	subculture	based	on	a	shared	interest,	in	this	case,	

Korean	music	artists,	and	Korean	boy	bands.	

One	of	the	most	famous	Korean	boy	bands	is	BTS.	BTS,	the	famous	abbreviation	for	 

global	K-Pop	sensations	Bangtan	Sonyeondan	or	Bulletproof	boy	scout,	depicts	the	challenges	 

of	modern-day	 youth	 in	 their	music	 and	 other	media	 content.	 Other	 than	 quality	 content	 

from	 the	 seven-member	 band,	 their	 fan	 engagement,	 and	 social	media	 interaction	 where	 

they	share	their	collective	and	personal	lives	and	works	and	commentaries	on	various	topics	 

and	 showcase	 their	 interest	 to	 their	 fans	 have	 led	 to	 them	having	 one	 of	 the	 biggest	 fans	 

following	online.	HYBE,	formerly	known	as	BigHit,	has	over	64.	Million	subscribers	on	YouTube.	

BTS’	 collaboration	 with	 American	musician	 Halsey,	 Boy	With	 Luv,	 has	 been	 viewed	 over	 

a	billion	times	since	its	release	in	2019.	Their	latest	music	video	‘Butter’	holds	the	record	of	the	

most	viewed	K-Pop	video	with	108.2	million	views	in	the	first	24	hours	of	release	(Statista,	2022).	

Their	success	can	be	credited	to	their	fandom,	ARMY.	The	fandom	is	infamous	for	its	support	 

for	the	group.	ARMY	have	been	reported	spending	a	fortune	to	keep	BTS’	new	release	‘Butter’	 

at	 the	 top	 of	 the	 Billboards	 charts	 for	 weeks	 in	 a	 row	 by	 buying	 4-6	 albums	 every	week	 

(McIntyre,	2021).	BTS	alone	contributes	to	88%	of	HYBE’s	sales	in	2020	(Dooley	&	Lee,	2020).	

Other	 than	 BTS,	 Korean	 boy	 bands	 like	 NCT,	 under	 SM	 Entertainment,	 and	 Got7,	 

under	JYP	entertainment,	also	have	a	massive	fan	base	in	Thailand.	An	example	of	endorsement	

by	members	of	the	boy	bands	is:	

NCT	member	Jaemin	 is	known	for	his	photography	skills	other	than	being	an	 idol	 in	

another	very	popular	Korean	boyband.	Adobe	took	this	opportunity	and	endorsed	his	personal	

hobby	 and	 sponsored	 his	 segment	 of	 the	 NCT	 vlog	 on	 NCT’s	 official	 YouTube	 channel.	 

Na	Jaemin	doesn't	only	plug	in	Adobe	Photoshop	anywhere	he	can,	he	also	created	a	personal	

vlog	 segment	 on	 the	 how	 to	 of	 photoshop.	 The	 thirteen-and-a-half-minute	 video	 on	NCT’s	 

official	 channel	 has	 received	 over	 500	 thousand	 views.	 Another	 of	 these	 endorsed	 videos	 

receives	over	5	million	views	where	he	simply	edits	the	boy	band’s	concert	video	on	Adobe	

Premiere	Pro	during	his	segment	of	the	‘NCT	Relay	Cam’	vlog.	
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Companies	 often	 use	 advertisements	 as	 a	media	 strategy	 to	 introduce	 their	 brand	 

or	 products	 on	 a	 global	 scale,	 according	 to	 Rojo	 et	 al.	 (2022).	 Advertisements	 not	 only	 

entertain	 audiences	 but	 also	 influence	 their	 purchasing	 decisions.	 In	 the	 case	 of	 Kpop,	 

advertisements	 collaborate	 with	 well-known	 personalities	 to	 endorse	 products	 and	 

persuade	audiences	 to	purchase	 them.	This	 creates	 a	 living	“Seal	of	Approval”	 that	 assures	 

fans	and	others	of	the	product's	quality	(Rojo	et	al.,	2022).

YouTube	 is	 the	 preferred	 platform	 for	 sharing	 Kpop-related	 content	 and	 has	 been	 

the	 standard	 for	 viewing	 videos	 on	 the	 internet.	 Xu	 et	 al.	 (2017)	 suggested	 that	 YouTube	 

played	 a	 significant	 role	 in	 the	 growth	 of	 Kpop	 globally,	 known	 as	 the	 Hallyu	 wave.	 

Kpop	 entertainment	 uses	 video-sharing	 platforms	 like	 YouTube	 to	 reach	 fans	worldwide	 by	 

uploading	 teasers,	 music	 videos,	 advertisements,	 and	 other	 activities.	 These	 platforms	 

showcase	 Kpop	 idols’	 visuals,	 fashions,	 dance,	 and	 concepts,	 which	 significantly	 contribute	 

to	gaining	more	audiences.	This	approach	brings	 international	fans	closer	to	their	Kpop	idols,	

helping	them	to	top	music	charts	(Doré	&	Pugsley,	2019).

Recently,	 Bu	 &	 Kim	 (2021)	 conducted	 research	 to	 examine	 the	 effects	 of	 celebrity	 

endorsement	 in	 advertisements	 involving	 the	 personal	 social	media	 use	 of	 the	 celebrities,	 

in	this	study	its	BTS.	They	hypothesized	that	the	shared	stories	online	by	the	celebrities	and	 

their	fans	would	affect	the	online	response	of	the	fans	(Likes,	dislikes,	shares,	and	comments).	 

They	 analyzed	 audience	 responses	 on	 12	 BTS	 endorsed	 advertisements	 on	 social	 platforms	 

like	 YouTube.	 They	 concluded	with	 higher	 ration	 of	 acceptance	 through	 likes	 and	 even	 

higher	participation	like	commenting,	1800	comments	were	analyzed	(Bu	&	Kim,	2021).	

Research Objective 

To	study	the	influence	of	YouTube	advertising	format	and	online	engagement

Research Question 

What	 is	the	influence	of	YouTube	advertising	format	and	online	engagement	of	Thai	

consumers	on	the	products	endorsed	by	Korean	boy	bands	on	YouTube?	
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Literature Review 

YouTube Advertising format 

YouTube	marketing	allows	a	brand	to	quickly	target	a	controlled	ad	in	a	sustainable	 

and	cost-effective	way,	especially	in	the	case	of	topical	video	content.	As	studies	have	shown,	

younger	 consumers	 tend	 to	 find	 YouTube	 ads	more	 intrusive,	 especially	 in	 developing	 

countries	where	 streaming	 commercials	 are	 hindered	 by	 pricey	 and	 slow-paced	 bandwidth	 

(Duffet,	2020).	Other	than	the	frequently	observed	ads	on	the	platform	like	standard	display	ads,	

in-search	 (discovery),	 and	 sponsored	 cards,	 video	 bumper	 commercials	 and	 overlay	 ads,	 

brands	have	been	known	to	use	 influencers	 for	product	placement	 in	either	paid	or	owned	

content	 in	form	of	testimonials,	promotions,	or	collaborations.	Such	investment	 in	 influencer	

marketing	on	YouTube	has	driven	online	traffic	and	exposure	to	the	brands’	marketing	efforts	 

(Westenberg,	 2016;	 Horakova,	 2018;	 Vingilsa,	 2018).	 Product	 placement	 has	 become	 one	 

of	 the	most	 common	marketing	 strategies	 for	marketing	 and	 promotion	without	 the	 use	 of	 

obvious	commercials	(BoixRomero	et	al.,	2021;	Fong	Yee	Chan	&	Lowe,	2018).	

YouTube Online engagement 

Online	 engagement	 can	 be	 explained	 as	 a	 ‘user-initiated	 action’	 (Gluck,	 2012)	 

which	may	lead	to	co	creation	of	value	(Brodie	et	al.,	2013).	Other	researchers	have	explained	 

engagement	 on	 the	 platform	 as	 a	multidimensional	 concept	 that	 brings	 in	 cognitive	 and	 

emotional	 aspects	 along	 with	 behavioural	 aspects	 in	 engagement,	 i.e.,	 the	 inclusion	 of	 

thoughts	 and	 feelings	 alongside	 actions	 when	 engaging	 online	 (Hollebeek,	 2011).	 YouTube	 

engagement	can	be	understood	through	an	individual’s	use	of	media.

Khan	 (2017)	 studied	 YouTube	 audience	 engagement	 in	 two	 behavioural	 aspects- 

participation	 and	 consumption,	 i.e.,	 click	 based	 interaction	 and	 simple	 viewing.	 Khan	 (2017)	 

assessed	participation	through	likes,	dislikes,	comments,	shares,	and	uploads.	Likes	to	represent 

the	viewers	appreciation	of	the	content.	The	higher	the	likes,	the	higher	the	popularity	of	the	tent.	 

Dislikes	 are	 the	 thumbs	 down	 button	 that	 lets	 the	 viewers	 express	 their	 disapproval	 of	 

the	media.	 Comments	 vary	 from	 length,	 but	 the	 text-based	 descriptions	 are	 often	 opinions	 

or	commentary	on	the	video	content.	Shares	are	the	conscious	decisions	that	the	viewer	makes	

to	make	the	content	be	available	to	their	friends	and	families.	Lastly,	uploads	are	considered	

high	level	participation	where	the	viewer	shares	the	content	they	publish	to	a	wider	audience.	
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Consumption	 has	 been	 assessed	 through	 view	 counts	 and	 passive	 reading	 of	 

comments.	YouTube	provides	the	features	the	ability	to	collect	views,	i.e.,	the	number	of	times	

a	video	is	viewed.	Similar	to	likes,	the	higher	the	view	count,	the	more	popular	the	video	is.	

Consumer Involvement (high and low)

The	origin	lies	in	social	psychology	where	“ego	involvement”	relates	to	an	individual’s	 

relationship	 with	 an	 issue	 or	 an	 object.	 This	 concept	 became	 the	 base	 for	 involvement	 

in	 consumer	 behaviour.	 Consumer	 involvement	 has	 been	 defined	 by	many	 researchers	 

in	various	ways.	Goldsmith	&	Emmert	 (1991)	defined	consumer	 involvement	as	the	fondness	 

and	 interest	 shown	 by	 a	 consumer	 for	 a	 specific	 product	 category.	 It	 revolves	 around	 

a	consumer’s	behavioural	and	emotional	 (thoughts	and	feelings)	towards	a	product	category	

(Miller	&	Marks,	1996;	Gordon	et	al.,	1998).	Laaksonen	(1997)	classified	consumer	involvement	 

in	the	individual	state	approach	category.	In	layman's	terms,	it	is	the	interaction	between	the	

characteristics	 of	 both	 the	 consumer	 and	 the	 product.	 The	 level	 of	 product	 involvement	 

varies	 with	 individual	 consumers	 rather	 than	 being	 constricted	 to	 its	 product	 category.	 

To	illustrate,	household	products	like	detergent	can	be	deemed	as	high	involvement	to	some	

consumers	 as	 it	 involves	 personal	 health	 and	 environmental	 consequences	 whereas	 the	 

same	thing	wouldn't	take	up	much	time	and	effort	to	some	who	already	either	have	a	preferred	

brand	or	go	to	a	laundromat	(Laaksonen,	1999).	

A	 peripheral	 route	 of	 persuasion	 is	 taken	 for	 a	 product	 that	 requires	 lower	 cognitive	 

efforts (low	 involvement)	 whereas	 a	 central	 route	 is	 taken	 for	 a	 logical	 analysis	 of	 a	 high	 

involvement	purchase	decision	(Roser,	1990;	Vaidyanathan	&	Aggarval,	2001;	Wand	et	al.,	2019).	

Involvement	 has	 been	 understood	 as	 the	 level	 of	 an	 individual	 consumer’s	 personal	 

relationship	 with	 a	 product/service	 comprising	 perceived	 value,	 risk,	 and	 importance.	 

The	significance	is	based	on	the	recognition	of	antecedents	(causes)	and	consequences	(effects)	 

(Antonides	&	Van	Raaij	(1998).	

Celebrity endorsement 

A	 celebrity	 endorser	 is	 a	 public	 figure	 loved	 and	 recognized	 by	 the	 community	 or	 

the	 target	market	of	a	brand	where	 the	celebrity	makes	use	of	 their	 reputation	and	attracts	 

consumers	 (McCracken,	 1989).	 Various	 companies	 worldwide	 invest	 in	 famous,	 credible,	 

and	 attractive	 celebrities	 to	 endorse	 their	 products	 (Pornpitakpan,	 2003;	 Amos	 et	 al.,	 2008).	 

Such	celebrities	or	online	influencers	are	individuals,	in	an	online	spectrum,	with	a	large	social	following	 

and,	are	perceived	as	influential	and	trustworthy	in	niche	markets	(Sudha&	Sheena,	2017).	
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Endorsements	 provide	 brands	 with	 a	 fast	 track	 to	 their	 specific	 target	 audience.	 

Not	 only	 is	 it	 cost-efficient,	 but	 it	 also	 helps	 cultivate	 goodwill	 in	 the	 community	 

(Taleverna,	2015;	Harrison,	2017;	Awobamise	&	Jarrar,	2018).	Through	market	research,	marketers	

can	optimize	audience	reach	by	understanding	the	target	audience	of	these	online	influencers.	

These	 celebrities	 hold	 the	 power	 to	 influence	 consumer	 opinion	 and	 brands	 

can	 harness	 it	 by	 endorsing	 them,	 through	 sponsorship	 or	 collaboration	 or	 simply	 paid	 

partnership	(Booth	&	Matic,	2011).	Many	brands	cooperate	with	such	celebrities	and	showcase	

their	products	in	their	videos.	

Purchase intention 

In	consumer	behaviour,	an	individual	goes	through	six	steps	before	making	a	purchase:	 

awareness,	 knowledge,	 interest,	 preference,	 persuasion	 and	 then	 finally	 purchase	 

(Kotler	&	Armstrong,	2010).	The	purchase	intention	of	a	consumer	is	also	said	to	be	influenced	

by	other	factors	such	as	brand	names,	product	quality	and	advertisement	efforts	by	the	brand	

(Kawa	et	al.,	2013;	Mirabi	et	al.,	2015).	

YouTube	 advertisements	 and	 product	 placement	 in	 the	 videos	 have	 been	 

discovered	to	have	a	huge	positive	impact	on	a	consumer’s	attitude	regarding	the	correlation	

between	 the	 advertisements	 and	 purchase	 and	 intention	 (Lai	 et	 al.,	 2015).	 Yuksel	 (2016)	 

identified	 elements	 of	 the	 platform	 that	 is	 unique	 and	 has	 shown	 positive	 effects	 on	 

the	purchase	intention	of	the	viewer.	The	perceives	usefulness,	attitude	towards	the	purchase,	

perceived	 credibility	 and	 purchase	 intention	were	 concluded	 to	 have	 shown	 an	 effect	 on	 

the	perceived	credibility	of	the	video.	

Research Methodology 

This	 study	 has	 taken	 a	 quantitative	 approach	 by	 using	 online	 questionnaires	 of	 

400	male	and	female	participants	that	have	been	exposed	to	YouTube	videos	of	Korean	boy	

bands	 endorsing	 products	 in	 the	 game,	 luxury	 apparel,	 food	 and	 beverages	 and	 skin	 care	 

categories.	

The	period	of	the	research	spans	a	month	in	the	year	2022.	The	respondents	are	given	

the	choice	to	select	an	answer	which	matches	their	attitude	on	a	5-point	Likert	scale	chart.	
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Population and Sample

The	 data	 were	 collected	 from	 400	 respondents,	 irrespective	 of	 their	 gender.	 

Social	 media	 including	 YouTube	 has	 emerged	 as	 an	 interactive	 tool	 for	 young	 adults	 

(Berryman	 et	 al.,	 2018)	 with	 a	 considerable	 number	 of	 users	 falling	 in	 the	 age	 group	 of	 

18	 -	 34	 years	 (Talwar	 et	 al.,	 2020a;	 YouTube,	 2020).	 YouTube	 has	 42.80	million	 users	 

in	 Thailand	 in	 the	 first	 quarter	 of	 the	 year	 2022	 and	 YouTube	 ads	 have	 reached	 78.5%	 

of	 the	 total	 internet	 users	 in	 January	 2022	 (Kemp,	 2022).	 The	 highest	 number	 of	 social	 

media	 users	 fall	 between	 the	 ages	 of	 25	 -	 34	 and	 closely	 followed	 by	 ages	 between	 

18	-	24	in	Thailand	(Kemp,	2021).	Thus,	the	ages	of	18	-	35	were	used	in	this	study.	

Due	to	time	constraints,	the	study	is	conducted	only	in	the	Bangkok	Metropolitan	area.	

During	 the	month	 of	 survey	 data	 collection,	 the	 number	 of	 sample	 suitable	 for	 the	 use	 of	 

multivariate	 regression	 analysis	 statistics	 should	 be	 5-10	 times	 the	 index	 (Hair,	 et	 al.,	 2010).	 

The	 study	 consists	 of	 25	 questions,	 hence	 the	 approximate	 sample	 size	 250.	 The	 number	 

of	samples	does	not	interfere	with	the	calculation	of	the	statistics,	therefore,	408	respondents	

as	the	total	sample	size	is	used	(Henseler	et,al.,	2016).	

Research Instrument

The	questionnaire	 is	categorized	 into	6	sections,	 starting	 from	preliminary	questions,	

demographic,	source	characteristics,	fan	engagement	and	purchase	intention.	The	25	questions	

survey	 is	 distributed	 in	 two	 languages,	 English	 and	 Thai.	 The	 valid	 respondents	 are	 given	 

the	choice	to	select	an	answer	which	matches	their	attitude	on	a	5-point	Likert	scale	chart.

Preliminary questions

To	 collect	 valid	 responses,	 two	 questions	were	 asked	 to	 establish	 that	 they	 have	 

been	exposed	to	a	YouTube	with	a	Korean	boy	band	endorsement	in	the	specified	categories	 

and	 that	 they	 fall	 under	 the	 age	 range	 of	 18	 -	 35.	Only	 those	 that	meet	 the	 requirements	 

can	answer	further.

Demographics

The	 respondents	 answer	 general	 demographic	 questions	 such	 as	 specific	 age	 

category	 between	 18	 -	 35,	 gender,	 education	 level,	 occupation	 and	 over	 all	 time	 spent	 on	 

YouTube	daily.
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YouTube Ad Format

To	 study	 the	 influence	 of	 different	 ads	 formats	 on	 the	 platform,	 the	 current	 

advertisement	 options	 are	 adapted	 to	 frame	 5	 questions	 understanding	 the	 consumers’	 

preferences.	 The	 five	main	 advertising	 formats	 being	 skippable	 ads,	 non-skippable	 ads,	 

bumper	ads,	overlay	ads	and	product	placements.

Online Engagement

This	section	comprises	five	questions	which	measure	the	likability	of	the	respondents	

to	 engage	 in	 the	 social	 features	 provided	 by	 YouTube	 on	 the	 platform	 such	 as	 viewing,	 

clicking	like,	reading	comments,	commenting,	sharing	content	(Khan,	2017).	

Product Type

This	 section	 has	 two	 questions	measuring	 the	 cognitive	 involvement	 that	 goes	 

into	purchasing	decisions	of	a	consumer.	The	two	types	of	involvement	are	high	involvement	

that	 requires	more	 time	 and	 effort	 from	 a	 consumer	 before	 deciding	 and	 low	 involvement	 

where	not	much	effort	or	thinking	is	involved	(Kahle	et	al.,	1980).	

Purchase intention

The	last	section	has	five	questions	intending	to	understand	the	purchase	intention	of	

the	viewers	after	being	exposed	 to	 the	endorsed	video	content	on	YouTube.	Adapted	 from	

Yuksel	(2016),	they	measure	the	intention	of	the	respondents	to	purchase	the	endorsed	products	

based	on	willingness,	opportunity,	trial,	consideration,	and	likelihood.

Check for Reliability and Validity

It	 is	 imperative	 for	 any	 research	 to	 check	 for	 reliability	 and	 the	 validity	 of	 the	 in 

struments	used	to	assess	the	variables.	Reliability	is	understood	as	the	stability	of	the	findings	

through	 the	measurement,	 the	 consistency	 whereas	 validity	 determines	 the	 accuracy	 of	 

the	measure,	the	truthfulness	of	the	results	(Carmines,	1979;	Altheide	&	Johnson,	1994).	

Cronbach’s	Alpha	 is	applied	to	establish	validity	and	reliability	of	 the	online	survey.	 

A	pre-test	with	30	samples	is	conducted	with	the	acceptance	level	of	0.7	for	all	the	variables	 

is	to	be	considered	correlated.
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Variable Cronbach 

Alpha reliability 

YouTube	Engagement	 0.914

Product	involvement	type 0.766

YouTube	ads	format 0.813

Purchase	intention 0.822

Level of Agreement Score

Strongly	Agree

Agree

Somewhat	Agree

Disagree

Strongly	Disagree

5.00

4.00

3.00

2.00

1.00	

Data Collection and Data Analysis

The	data	is	collected	in	the	months	of	April	to	June	2022	using	an	online	questionnaire	

as	 the	 instrument.	 SPSS	 (Statistical	 Package	 for	 the	 Social	 Sciences)	 program	 is	 used	 to	 

assess	and	analyze	the	gathered	data.

The	 analysis	 of	 the	 results	 was	 described	 through	 descriptive	 statistics,	 which	 

includes	 the	 means,	 standard	 deviation,	 and	 frequency.	 Pearson’s	 Product	 Moment	 

Correlation	 is	 used	 to	 assess	 the	 correlation	between	 the	 variables.	 The	 finding	will	 include	 

the	 use	 of	multiple	 regression	 analysis	 to	 test	 the	 influence	 of	 the	 independent	 variable	 

(source	characteristics	and	 fan	engagement)	on	 the	dependent	variable	 (purchase	 intention).	 

The	results	of	this	study	are	reported	in	the	next	chapter.

Table 1: Conbach	Alpha	Beliability

Pearson’s	 Product	 Moment	 Correlation	 is	 used	 to	 explore	 the	 correlation	 of	 

the	variables,	based	on	the	model	by	Okveja	and	Ongkrutraksa	(2017).

Table 2:	Likert	Scale	Calculation
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Range Correlation Strength 

0

0	-	0.25

0.025	-	0.50

0.50	-	0.75

0.75	-	1

1

No	positive	association

Very	weak	positive	association	Weak

positive	association

Moderate	positive	association

Very	strong	positive	association

Perfect	positive	association

Results 

Table 4: Demographic	Characteristics	of	the	sample

Baseline Characteristics n %

Sex

male 110 26.96

female 289 70.83

other 9 2.21

Age

18	-	29 347 85.05

30	-	35 61 14.96

Education

secondary	school	or	equivalent 58 14.22

bachelor's	degree 231 56.62

master's	degree 115 28.19

Doctor	of	Philosophy 4 0.94

Occupation  

employee 117 28.68

student 151 37.01

civil	service 23 5.64

private	employee 67 16.42

business	owner 20 4.90

unemployed 23 5.64

other 7 1.72

Note. n = 408, n is the sample

Table 3: Pearson’s	Product	Moment	Correlation
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Table	 1	 shows	 the	 demographic	 characteristics	 of	 the	 samples.	When	 classified	 by	 

gender	 It	 was	 found	 that	 the	 samples	were	more	 females	 than	males.	 of	which	 289	were	 

female,	 accounting	 for	 70.83%,	while	 110	were	male,	 accounting	 for	 26.96%,	 and	 9	 others,	 

accounting	for	2.21%.

When	classified	by	age,	 it	was	 found	 that	most	of	 the	samples	were	aged	between	 

18	-	29	years,	347	people,	representing	85.05%,	and	in	the	age	group	30-35	years,	61	people,	

representing	14.96%.

The	majority	of	 the	 sample	group	held	231	bachelor's	degrees	or	56.62%,	 followed	 

by	115	people	who	graduated	with	a	master's	degree,	accounting	for	28.19	percent,	58	people	 

accounting	 for	 secondary	 school	 or	 equivalent,	 14.22%,	 and	 Doctor	 of	 Philosophy	 level,	 

4	people,	representing	0.98%

The	majority	 of	 the	 sample	 consisted	 of	 151	 students,	 accounting	 for	 37.01%,	 

followed	 by	 occupational	 employees	 of	 117	 people,	 accounting	 for	 28.68	 percent,	 private	 

employees	of	67	people,	making	up	 for	16.42	percent,	 civil	 service	and	unemployed	equal,	 

or	 23	 people,	 accounted	 5.64%,	 business	 owners	 amounted	 to	 20	 persons,	 or	 4.91%,	 

and	7	individuals	responded	as	other,	or	1.72%.

YouTube advertising format 

YouTube	 advertisement	 format	 refers	 to	 the	 categorization	 of	 product	 promotion	 

content	on	YouTube’s	expanded	advertising	methods.	The	five	formats	studied	in	the	research	

are	skippable,	non-skippable,	bumper,	overlay	and	product	placement.	With	the	overall	mean	

score	 of	 2.998,	 it	 is	 concluded	 that	 the	 respondents	 have	 a	moderate	 level	 of	 attitude	 

towards	these	advertisement	formats,	scoring	as	skippable	M	=	3.66,	SD	=1.28,	non-skippable	 

M	=	2.85,	SD	=	1.31,	bumper	M	=	2.75,	SD	=	1.22,	overlay	M	=	2.92,	SD	=	1.14	and	product	 

placement	M	=2.81,	SD	=	1.22.	
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Table 5:	Frequency,	Means,	and	Standard	Deviation	of	Attitude	towards	advertising	format.

Attitude 

towards   

Level of advertising M/

(SD)

Response

Strongly 

Disagree 

(%)

Disagree 

(%)

Un

decided 

(%) 

Agree 

(%)

Strongly 

agree (%)

Skippable	ads	 30	

(7.35)

	59

(14.46)

		70

(17.16)

108

(26.47)

141

(34.56)

3.66/	

(1.28)

high

Non	skippable	

ads 

97	

(23.77)

52

(12.75)

119

(29.17)

97

(23.77)

43

(10.54)

2.85/

(1.31)

moderate

Bumper	ads	 86	

(21.08)

81

(19.85)

115

(28.19)

99

(24.26)

27

(6.62)

2.75/

(1.22)	

moderate

Overlay	ads	 58

(14.22)	

80

(19.61)

133

(32.60)

109

(26.72)

28

(6.86)

2.92/

(1.14)

moderate

Product	

placement	

81	

(19.85)

68	

(16.67)

142	

(34.80)

81

(19.85)

36

(8.82)

2.81/	

(1.22)

moderate

            Average of Response Level 2.99 moderate 

Firstly,	the	study	showed	that	product	placement	within	the	video	content	 is	 found	 

to	 be	 more	 influential	 for	 the	 purchasing	 intention	 of	 the	 audience	 (Beta	 =	 0.267).	 

Yuksal	 (2016)	 and	 Schwemmer	 &	 Ziewiecki	 (2018)	 studied	 and	 are	 supported	 through	 

the	 findings	 of	 this	 research,	 the	 rising	 trend	 of	 product	 promotion	 through	 placement	 

in	the	YouTube	content	videos	and	its	positive	effectiveness	on	purchase	intention.	

Online Engagement 

Online	 engagement	 refers	 to	 the	 process	 of	 engagement	 available	 on	 YouTube	 as	 

a	 platform,	 such	 as	 viewing	 the	 video,	 clicking	 like,	 reading	 comments,	 commenting,	 

and	 sharing	 content.	 The	 results	 show	 that	 the	 sample	 group	 were	more	 engaging	 to	 

consumption-based	 actions	 rather	 than	 participatory	 behaviour	 on	 YouTube.	 Viewing	 

((M	 =	 3.62,	 SD	 =	 1.26)	 and	 clicking	 (M	 =	 3.61,	 SD	 =	 1.23)	 had	 the	 highest	mean	 score	 in	 

comparison	to	other	actions-reading	comments	 (M	=	3.15,	SD	=	01.29)	where	they	will	have	 

to	scroll	all	the	way	down,	commenting	(M	=	2.64,	SD	=	1.33)	or	sharing	(M	=	2.82,	SD =	1.43).	

Note. Cronbach's Alpha = 0.813
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Engagement 

type

     Level of engagement M/

(SD)

Response

Strongly

Disagree

(%) 

Disagree

(%) 

Un 

decided

(%)

Agree

(%) 

Strongly 

agree

(%)

View	 38	

(9.31)

40

(9.80)

85

(20.83)

123

(30.15)

122

(29.90)

3.62

(1.26)

high

Click	like	 41

(10.05)	

27

(6.62)

97

(23.77)

130

(31.86)

113

(27.70)

3.61/	

(1.23)

high

Read	comment	 63	

(15.44)

58

(14.22)

110

(26.96)

110

(26.96)

67

(16.42)

3.15/	

(1.29)

moderate

Comment	 117	

(28.68)

78

(19.12)

83

(20.34)

96

(23.53)

34

(8.33)

2.64/	

(1.33)

moderate

Share	 121	

(29.66)

42

(10.29)

92

(22.55)

97

(23.77)

56

(13.73)

2.82/	

(1.43)

moderate

Average of Response Level 3.16 moderate 

Note. Cronbach's Alpha = 0.914

Table 6: Frequency,	Means,	and	Standard	Deviation	of	Online	engagement.	

Attitude 

towards 

advertisement 

for product type

     Level of engagement M/

(SD)

Response

Strongly

Disagree

(%) 

Disagree

(%) 

Un 

decided

(%)

Agree

(%) 

Strongly 

agree

(%)

High	involvement 16	

(3.92)

48

(11.76)

105

(25.74)

164

(40.20)

75

(18.38)

.57/

(1.04)

high

Low	involvement 25

(6.13)

68

(16.67)

89

(21.81)

156

(38.24)

70

(17.16)

3.44/

(1.14)

high

Average of Response Level 3.50 high

Note. Cronbach's Alpha = 0.766

Table 7: Frequency,	 Means,	 and	 Standard	 Deviation	 of	 Attitude	 towards	 advertisement	 

	 for	product	type.
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Table	5	shows	a	high	response	level.	It	was	found	that	the	sample	group	had	the	mean	

of	the	response	level	at	a	high	level	with	both	sub	variables	ranking	at	a	high	level.

When	 considering	 each	 item,	 it	 was	 found	 that	 of	 the	 variables	with	 the	 response	 

level	 score,	 the	 highest	 was	 High	 involvement	 with	 the	mean	 of	 3.57,	 followed	 by	 Low	 

involvement,	the	mean	of	3.44,	respectively.

Purchase 

intention

Levels M/

(SD)

Level of 

ResponseStrongly 

Disagree

(%)

Disagree

(%)

Undecided 

(%)

Agree

(%)

Strongly 

agree

(%)

Consider	

purchasing

14

(3.43)

73

(17.89)

161

(39.46)

22

(29.90)

38

(9.31)

.24/

(0.97)

moderate

Shall	purchase 38

(9.31)

96

(23.53)

132

(32.35)

117

(28.68)

25

(6.13)

2.99/

(1.07)

moderate

Intend to purchase 15

(3.68)

83

(20.34)

182

(44.61)

114

(27.94)

14

(3.43)

3.07/

(0.874)

moderate

Try	the	consider 6

(1.47)

82

(20.10)

157

(38.48)

149

(36.52)

14

(3.43)

3.20/

(0.85)

moderate

Intend to consider 13

(3.19)

60

(14.71)

157

(38.48)

156

(38.24)

22

(5.39)

3.28/

(0.89)

moderate

Average of Response Level 3.15 moderate

Note. Cronbach's Alpha = 0.822

Table	 6	 shows	 a	moderate	 level	 of	 response.	 It	 was	 found	 that	 the	 sample	 group	 

had	 the	mean	 of	 the	 response	 level	moderate	 in	 for	 which	 all	 5	 sub	 variables	 received	 

moderate	level	of	response.

When	 considering	 each	 item,	 it	 was	 found	 that	 the	 variable	 with	 the	 response	 

level	score,	the	highest	was	Intend	to	consider,	with	an	average	of	3.28,	followed	by	Consider	 

purchasing,	with	an	average	of	3.24,	Try	the	Consider,	with	an	average	of	3.20,	Intend	to	purchase	

with	an	average	of	3.07,	and	shall	actually	purchase,	with	an	average	of	2.99,	respectively.

Table 8: Frequency,	Means,	and	Standard	Deviation	of	Purchase	intention.
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Variable B SE 95% CI p

  LL UL 

constant 1.757	 0.124	 1.514	 2.000	 0.000*	

Fan Engagement 

Click	like	 0.108	 0.026 0.056 0.160 0.000*

Read	comment	 -.015	 -	 -	 -	 0.796	

Comment	 0.007	 -	 -	 -	 0.878	

Share	 0.055	 -	 -	 -	 0.286	

YouTube ads format      

Skippable	ads	 0.031 - - - 0.467

Non	skippable	ads	 0.054	 -	 -	 -	 0.247	

Bumper	ads	 -0.025	 -	 -	 -	 0.605	

Overlay	ads	 -0.089	 -	 -	 -	 0.084	

Product	placement	 0.267	 0.026	 0.216	 0.319	 0.000*	

Product involvement level

High	involvement 0.045 - - - 0.307

Low	involvement 0.074 0.028 0.019 0.130 0.009*

Note.	F	(3,403)	=	61.896,	R2	=	0.315,	*	p	<	0.05	

Table 9:	Regression	Coefficients	of	Predictors	for	Responsive	Behaviour

Table	 7	 shows	 the	 multiple	 regression	 analysis	 by	 stepwise	 method	 which	 is	 

the	most	suitable	forecasting	method.	It	was	found	that	the	variables	of	exposure	and	attitude	

(View,	 Click	 like,	 Read	 comment,	 Comment,	 Share,	 Skippable	 ads,	 Non	 skippable	 ads,	 

Bumper	ads,	Overlay	ads,	and,	Product	placement,	High	 involvement	and	Low	 involvement)	

total	 14	 variables,	 three	 of	 these	 sub	 variables	 had	 an	 influence	 on	 consumers’	 purchase	 

intention,	 namely	 Click	 like	 (Beta	 =	 0.108),	 Low	 involvement	 (Beta	 =	 0.074),	 and	 Product	 

placement	 (Beta	=	0.267),	with	the	significance	of	up	to	31%	at	 the	0.05	 level.	Even	though	

product	involvement	variable	didn’t	show	any	significance,	its	sub	variable	showed	a	positive	

influence	over	the	dependent	variable	(Low	involvement	Beta	=	0.074).	
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Conclusion 

The	 results	 of	 the	 survey	 found	 a	 clear	 support	 for	 strong	 influence	 of	 YouTube	 

engagement	on	the	purchase	intention	of	consumers	on	products	endorsed	by	Korean	boy	bands.	 

namely,	the	action	of	clicking	like.	This	shows	that	the	consumers	have	a	higher	tendency	to	

purchase	intention	when	they	engage	in	passive	participatory	actions	like	clicking	on	the	video.	

This	 data	 supports	 the	 finding	 presented	 by	 Bu	 &	 Kim	 (2021)	 where	 they	 presented	 

the	participation	of	the	fans,	or	in	this	case,	the	audience,	through	likes	and	comments	on	BTS’	

personal	account	received	higher	acceptance	of	messages	and	advertisements.	

Firstly,	the	study	showed	that	product	placement	within	the	video	content	 is	 found	 

to	be	more	influential	for	the	purchasing	intention	of	the	audience	(Beta	=	0.267).	Yuksal	(2016)	

and	 Schwemmer	 &	 Ziewiecki	 (2018)	 studied	 and	 are	 supported	 through	 the	 findings	 of	 

this	 research,	 the	 rising	 trend	 of	 product	 promotion	 through	 placement	 in	 the	 YouTube	 

content	videos	and	its	positive	effectiveness	on	purchase	intention.	

Secondly,	results	also	show	the	influence	of	YouTube	advertising	formats.	With	the	five	

common	 formats	 provided	 on	 the	 platform,	 the	 analysis	 showed	 that	 skippable	 ads	were	 

better	received	by	the	respondents	than	any	other	format	of	advertisement	on	the	platform,	 

supporting	 the	 findings	 previously	 studied	 by	Ongkrutraksa	 (2020)	 which	was	 that	 the	 Thai	 

viewers	 skip	 the	 YouTube	 advertisements.	 Similar	 to	 the	 study	 by	 Sebastian	 et	 al.,	 (2021)	 

where	 it	was	concluded	that	consumers	tend	to	wait	for	the	skip	button	to	appear	and	skip	 

the	 advertisement,	 and	 that	 they	 generally	 pay	 less	 attention	 to	 skippable	 advertisements	 

unless	 the	 advertisement	 is	 unique	 or	 attractive.	 This	 shows	 that	 the	 audience	 is	more	 

likely	 to	 disregard	 the	 advertising	 as	 they	 actively	 seek	 to	 skip	 it,	 supporting	 the	 findings	 

by	Verma,	(2016)	and	Sabuncuoğlu-Inanç	et	al.,	(2020).	

Lastly	 the	 involvement	 level	 of	 the	 audience	 in	 the	 product	 purchase	 intention 

resulted	 in	high	 consideration	especially	 for	 low	 involvement	products	 like	 games	 and	 food	 

and	drinks	and	cosmetics	(B=	0.074).	Supporting	the	results	by	Arora	et	al.,	(2019)	that	portrays	 

that	though	high	involvement	forms	a	stronger	attitude	towards	brands,	celebrity	endorsement	 

has	 a	 stronger	 influence	 towards	 low	 involvement	 products	 and	 are	more	 likely	 to	 lead	 

to	higher	purchase	 intention.	 Building	upon	 this,	 this	 research	 found	 that	Korean	boy	bands	 
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have	 a	 higher	 influence	 on	 the	 purchasing	 intention	 of	 low	 involvement	 products.	 

The	 audience	 are	more	 likely	 to	 intend	 to	 consider	 purchasing	 the	 product	 that	 is	 low	 

involvement.	The	 results	demonstrated	 that	 the	 level	of	 involvement	 is	an	 important	 factor	 

in	 the	audiences’	decision-making	process	and	 low	 involvement	products	are	more	 likely	 to	 

be	influenced	using	a	third-party	endorser	such	as	Korean	boy	bands.	

Recommendations 

Product	placement	as	 a	medium	of	 advertisement	on	 the	platform	 is	 an	 important	

implication	 that	 can	be	 taken	 for	 the	 research.	With	 the	 introduction	of	 YouTube	Premium,	 

this	way	of	product	promotion	would	be	more	effective	as	other	 forms	of	original	YouTube	 

ads	 are	 no	 longer	 exposed	 to	 those	 who	 subscribed	 to	 the	 Premium	 feature.	 Product	 

placement	 in	 the	 content	 itself	 is	 suggested	 for	 adequate	 strategic	media	 plan.	 YouTube	 

advertisements	 are	more	 likely	 to	 yield	 higher	 participation	 from	 the	 audience	 if	 they	 

aim	to	engage	and	promote	 liking	 the	video	content.	The	metrics	 to	understand	and	 follow	 

up	 the	 effectiveness	 of	 the	 campaign	 can	 be	 measured	 through	 the	 likes	 received	 

by	 the	 content	 as	 the	 data	 has	 shown	 a	 positive	 influence	 of	 this	 type	 of	 engagement	 

on	the	platform	with	the	purchasing	intention	of	the	audience.	

Directions for Future Research 

This	study	has	potential	to	be	developed	further	by	going	deeper	into	the	relevance	 

of	 the	 independent	 variables	with	 the	dependent	 variable.	 Since	 the	 research	only	 focused	 

on	 the	 celebrity	 power	 of	 the	 Korean	boy	bands,	 the	 influence	of	 girl	 groups	 on	 the	 same	 

or	 similar	 audience.	 Considering	 the	 social	media	 platform,	 YouTube,	 future	 researchers	 can	 

dive	 into	 the	advertisements	on	other	 social	media	platforms	 such	as	 Instagram	and	TikTok	 

which	are	popular	with	 the	audiences	of	 the	 range	 in	 the	study.	Going	 further,	 the	variables	 

can	 be	 studied	 in	 context	 to	 non-mainstream	 celebrities	 such	 as	 popular	 youtubers	 for	 

the	same	product	category	and	find	their	influence.	This	research	can	also	be	the	foundation	 

of	 future	 studies	 on	 the	 influence	 of	 Korean	 celebrities	 in	 South	 Korea	 and	 compared	 

to	Thailand	or	other	nations	outside	their	native	country.	
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Limitations 

This	 study	was	 limited	 to	 those	who	 do	 not	 subscribe	 to	 the	 service	 or	 recalled	 

the	 various	 ads	 purely	 from	 memory	 ever	 since	 the	 launch	 of	 YouTube	 Premium,	 

subscription-based	service	allows	YouTube	viewers	an	ad-free	viewing	experience.	Information	

overload	and	media	saturation	of	similar	content	on	various	social	media	platforms	may	have	

been	 an	 unstudied	 factor	 in	 this	 research.	 The	 respondents	may	 have	 been	 exposed	 to	 

advertisements	outside	of	YouTube	alone	and	answered	the	survey	with	slight	information	bias.	
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Abstract

Nowadays, with the development of electronic information and digital devices, 

e-commerce is growing rapidly. Covid-19 has also made people rely more and more on 

online shopping (Shaw et al., 2022). Online store competition is also becoming more  

and more stimulating. In order to attract more consumers and stand out in the fierce  

competition, it is an important topic for sellers in the online marketplace to attract  

consumers’ purchase intention. Exploring the impact on customers' purchase intention  

from the perspective of online store attributes is the subject of this study. Online store  

attributes are analyzed from five perspectives, including appearance design, product  

information, promotion campaign, store services, and consumer review. This study  

collected 304 online questionnaires through a convenience sampling method and used  

Ordinary Least Squares regression to verify the hypotheses. The result shows that only  

the appearance design and consumer review of the online store have a significant  

and positive impact on the purchase intention of customers. Product information,  

promotion campaigns, and store services have a positive effect but are not supported.  
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Besides, the findings of the control variables found that older consumers have more  

purchase intention than younger consumers, and freelancers tend to have the lowest  

purchase intention among other occupational groups. In conclusion, the findings suggest  

that sellers should pay more attention to appearance design and consumer review.  

Particular attention should be paid to the appearance design.

Keywords: Online Store Attributes, Consumers’ Purchase Intention, Online Marketplace 

  Sellers
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อิิทธิิพลขอิงลักษณะร้้านค้้าอิอินไลน์ต่่อิค้วามต่ั�งใจ

ซื้้�อิจากผู้้้ค้้าขายในต่ลาดอิอินไลน์ขอิงผู้้้บร้ิโภค้

บทค้ัดย่อิ

ในปัจัจบุันัการพัฒันาของขอ้มูลูอเิลก็ทรอนกิส์์และเคร่�องมูอ่ดิจิติัลันั�นส่์งผลให้ก้ารพัาณิชิย์อ์เิลก็ทรอนกิส์์

เปั็นไปัอย่์างรวดิเร็ว โควิดิ 19 ทำให้้ผู้คนพ่ั�งพัาการใช้จ่าย์ออนไลน์มูากข่�นเร่�อย์ ๆ (Shaw et al., 2022)  

การแข่งขันของร้านออนไลน์กำลังเป็ันเพัิ�มูข่�นเร่�อย์ ๆ เช่นกัน ทั�งน้�เพั่�อดิ่งดิูดิผู้บัริโภคและมู้ความูโดิดิเด่ิน 

ในการแข่งขัน ส์ิ�งน้�จ่งเป็ันปัระเด็ินส์ำคัญส์ำห้รับัผู้ค้าขาย์ในตัลาดิออนไลน์เพ่ั�อการด่ิงดูิดิความูตัั�งใจซ่ื้�อของผูบ้ัริโภค  

การส์ำรวจผลกระทบัจากความูตัั�งใจซ่ื้�อของผู้บัริโภคจากมุูมูมูองของลักษณิะร้านค้าออนไลน์นั�น ค่อ 

วัตัถุุปัระส์งค์ห้ลักของงานวิจัย์น้� โดิย์ทำการวิเคราะห์้ลักษณิะของร้านค้าออนไลน์จากมุูมูมูองห้้าด้ิาน ค่อ  

การออกแบับัรูปัลักษณิ์ภาย์นอก ข้อมููลผลิตัภัณิฑ์์ แคมูเปัญการปัระชาส์ัมูพัันธ์์ บัริการทางร้าน และการร้วิว

จากผู้บัริโภค โดิย์งานวิจัย์เก็บัข้อมููลจากแบับัส์อบัถุามูออนไลน์ 304 ชุดิ ดิ้วย์วิธ์้การส์ุ่มูตััวอย่์างแบับัง่าย์  

และใช้ส์ถุิตัิการถุดิทองกำลังส์องน้อย์ท้�ส์ุดิ (Ordinary Least Squares Regression) ผลการวิจัย์แส์ดิงให้้เห้็นว่า 

มู้เพั้ย์งการออกแบับัภาย์นอกและการร้วิวจากผู้บัริโภคของร้านค้าออนไลน์เท่านั�นท้�มู้ผลกระทบัเชิงบัวก  

และมูน้ยั์ส์ำคญัตัอ่ความูตัั�งใจซื้่�อของผูบ้ัริโภค ส์ว่นขอ้มูลูผลิตัภณัิฑ์ ์แคมูเปัญการปัระชาสั์มูพันัธ์แ์ละการบัริการ

ของร้านค้ามู้ผลลัพัธ์์เชิงบัวกแต่ัทว่าไมู่ส์ามูารถุย่์นยั์นส์มูมุูตัิฐานได้ิ นอกจากน้�ผลการวิจัย์จากตััวแปัรควบัคุมู

พับัว่าผูบ้ัรโิภคกลุมู่อาย์สุ์งูข่�นไปัจะมูค้วามูตัั�งใจซื้่�อมูากกวา่กลุ่มูท้�มูอ้าย์นุอ้ย์กวา่ อก้ทั�งผูป้ัระกอบัวชิาช้พัอสิ์ระ

มู้แนวโน้มูท้�จะตัั�งใจซื้่�อน้อย์ท้�ส์ุดิเมู่�อเท้ย์บักับักลุ่มูวิชาช้พัอ่�น ๆ โดิย์ส์รุปัค่อผลการวิจัย์ช้�ให้้เห้็นว่าผู้ค้าขาย์ 

ควรให้้ความูส์ำคัญกับัการออกแบับัรูปัลักษณิ์ภาย์นอกและร้วิวจากผู้บัริโภค โดิย์เฉพัาะอย์่างย์ิ�งการออกแบับั

รูปัลักษณิ์ภาย์นอกของผลิตัภัณิฑ์์
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Introduction

Nowadays, with the development of electronic technologies, the application of 

the internet, and the improvement of e-business infrastructure, e-commerce is growing rapidly. 

More recently, the rapid development of smart devices and the popularity of broadband  

networks have also provided more convenience for e-commerce development.  

Currently, people's life cannot be separated from the internet, while e-commerce which is  

conducted in the electronic marketplace based on the internet has deeply affected  

people's lives. More and more people gradually rely on online shopping, especially during  

the pandemic of COVID-19 (Shaw et al., 2022), the trend of online shopping is accelerated,  

and more people's shopping habit has been transferred. The demand for online shopping is  

increasing, which promotes the development of e-commerce. Global e-commerce sales  

were $4938 billion in 2021, a 16.2% increase over 2020 and a 47.4% increase over 2019.  

(Global Retail E-commerce Sales 2026 | Statista, 2022). From 2019-2022, the share of e-commerce 

in total global retail sales increases from 13.8% to 19.7%. (Global E-commerce Share of  

Retail Sales 2026 | Statista, 2023) 

By 2022, China will be the world's most penetrated e-commerce market, with nearly 

half of all retail sales coming via the Internet. The UK and South Korea follow closely behind 

with over 36% and 32% respectively, but there are still many countries such as the US,  

Norway and Canada with online retail penetration rates below 20%. (Statista, 2022).  

With the rapid development of e-commerce and the impact of online shopping trends,  

especially in some countries where the online market is still a blue ocean compared to  

China, more and more online marketplace sellers are emerging to seize this opportunity,  

including individual sellers and corporate sellers. The competition in the online seller market  

is becoming more and more fierce. Besides, many sellers cannot obtain the consumer or  

get success even though the existing e-commerce platforms give them many supports  

and guidance, as well as the certain fixed operation pattern. There are many reasons, such  

as lacking e-commerce knowledge or experiences, unattractive store image, uncompetitive  

product information or price, incomprehension of consumer behavior, etc. Online shopping  

also offers consumers the possibility of a more convenient and comparable product selection. 

Consumers can browse and compare more product information and prices online, which also makes  

it easy for them to find what they want online according to their intention. (Chen et al., 2022). 
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To catch customers’ eyes, be consumers' preferred choice, obtain more consumers,  

and increase online stores' competitiveness in a more and more fierce competition  

environment, it is necessary for online marketplace sellers to consider how to attract and  

raise consumers' purchase intention. This study focuses on the online store attributes  

in terms of online marketplace sellers, which influence consumers' purchase intention.  

However, this topic has rarely been studied before. The effect of the factors on consumers’ 

online purchase intention has been researched widely. According to Ngoc et al. (2019),  

the research pointed out that perceived usefulness, perceived ease of use, attitude, subjective 

norms, and trust have a positive effect on customers' online purchase intention. Ru et al. (2021) 

found that perceived usefulness and subjective norm significantly affect the online purchase 

intention of Shopee’s customers in Malaysia. From the perspective of the online store,  

the online store attribute also provides perceived usefulness and subjective norms towards 

customers. Deng et al. (2021) found that consumers' perceived benefits of online shopping  

are the most important factor influencing their online purchase intentions. Aqeel and  

Othman (2022) found that ease of use is the biggest factor influencing purchase intention,  

otherwise they revealed that the opinions of others in the comment section had the greatest 

impact on purchase intention, and the number of comments had the least impact on purchase 

intention. Nawi and Sulaiman (2021) showed that there are five key factors that consumers  

choose before making an online purchase, and they are security factors, products offered,  

risk, trustworthiness, and user experience. Here are also studies on the impact of attributes  

of online shopping on customer satisfaction. According to Mofokeng (2021), Product delivery, 

perceived security, information quality and product diversity influence customer satisfaction. 

Dholakia and Zhao (2010) pointed out that on-time delivery has a dominant effect on customer  

satisfaction. However, customer satisfaction occurs after the purchase, and the authors  

prefer to investigate the influence of store attributes on shopping intention, that is, before  

the actual shopping action takes place. Therefore, from the consumer's point of view,  

when the author shops online, the online store's attributes do affect buying intention.  

The author has been affected by the shop's overall design, product information, promotion,  

and so on. The feelings and experiences of online consumers are based entirely on  

the information provided by online stores, as they are unable to have physical contact  

with the products. (Vasic, Kilibarda & Kaurin, 2019). On the other hand, in terms of online sellers, 
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this study provides them with a deeper understanding and reference meaning for the ways  

to attract consumers' purchase intention from the perspective of their own store attributes.  

It helps online store sellers optimize store attributes, improve consumers' purchase  

intention, further increase store goodwill, and enhance competitive advantages. 

Literature Review

Online Store Attributes

Store image is a multidimensional concept of a synthesis of tangible (or functional)  

and intangible (or psychological) attributes of a store as perceived by consumers.  

(Lindquist, 1974). Van der Heijden & Verhagen (2004) also point out there are many aspects  

of consumer perception of a store, often referred to as components or attributes, which  

together make up the store image. In research from Van der Heijden and Verhagen (2004),  

they concluded that in B2C, online store image can be divided into 7 dimensions: online  

store usefulness, shopping pleasure, online store ease of use, trustworthiness, online store style,  

online store familiarity, online store solutions. Gupta et al. (2022) indicated that store image  

is defined as “a mixture of attributes that consumers perceive in a store”. These attributes  

include service and product quality, personnel skills, and accessibility. According to Ghosh,  

Tripathi & Kumar (2010), store attributes refer to the basic components of the store image  

dimension (e.g., merchandise, physical facilities, services, atmosphere, etc.). Thus, according  

to online marketplace sellers’ online store characters and basic components of the store  

image dimension, this study proposes that online store attributes are attributes that belong  

to the online store itself and be a part of the store image, and attributes are what the online  

store wants to offer to its customers, which can be seen and perceived by customers.

Consumers' Purchase Intention

Marlien et al. (2020) believed that purchase intention is a combination of consumers' 

trusting attitudes toward products and services. It is also the determining factor for  

the occurrence of the act of purchasing a product or service. In addition, purchase intention  

is a collection of ideas about whether individuals are willing to buy or their particular buying  

behavior (Jain, 2021). A consumer's purchase intention refers to that consumer's attitude  

towards a particular purchase and the extent to which the consumer is willing to pay.  

It is essentially a signal of the consumer's buying behavior (Zhang et al., 2020). Many researchers  
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have discovered that focusing on consumer purchase intent, which is well maintained in  

online buying for a sustainable digital economy, would be beneficial (Dong et al., 2021).  

It is important because intentions are considered to be key predictors of actual behavior  

(Peña-García et al., 2020).

Factors Affecting Consumers' Purchase Intention

Given that the focus of this study is on the influence of online store attributes on  

consumers’ purchase intention, the study takes the influence on consumers' purchase  

intention as the starting point and analyzes online store attributes from five aspects:  

(1) appearance design; (2) product information; (3) promotion campaign; (4) store service,  

(5) consumer review. The importance of these attributes and how they affect consumers’  

purchase intention are discussed below.

Appearance Design

In research from Ganguly et al. (2010), content, structure, interaction, and presentation 

are the four elements of design from an architectural standpoint. Therefore, the appearance 

design of an online store can be considered as the overall presentation, including the overall 

layout, color tone, style features, the location of functional keys, product catalog, and so on. 

According to Krysik (2021), As many as 93% of shoppers consider the appearance of an online 

store to be the most important aspect when making a purchase. For an indecisive shopper,  

an online store with an attractive design may be the main factor in determining whether 

a customer chooses to use the offer or go to a competitor.

The appearance design of the online store is conveyed to customers through visual  

effects. The appearance with attractive features will close the psychological distance  

between the store and consumers, which is conducive to customer curiosity about the product 

and enhance goodwill. Ganguly et al. (2010) empirically found that website design is a significant  

influential factor driving consumer trust, which in turn leads the online purchase decisions. 

In research from Tlapana (2021), store design characteristics have a significant impact on  

the cost of the shopping experience, particularly the psychological cost, thus sellers should  

carefully evaluate them (e.g., store layout, merchandise arrangement). These characteristics  

have a significant impact on potential shoppers' psychological costs, and consequently their 

buying experience.
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Hypothesis 1: The appearance design of an online store has a positive impact on  

customers' purchase intention.

Product Information

According to Tzeng et al. (2021), product information covers detailed information about 

product features, etc. In this study, product information can be considered as the information 

conveyed by the product, including the product picture or video introduction, product title, 

detailed description, and demonstration of product sales. Whether shopping in a brick-and-

mortar store or online, customers generally prefer to be provided with comprehensive product 

information to help them make more informed purchasing decisions (Zhao et al., 2021).  

Potential online customers, in particular, are concerned about the quality of information available 

on websites to assist them in making sound purchasing decisions. (Mofokeng, 2021b).

The product information that is clearly described and conveyed makes it easier for 

customers to understand and recognize the product. A product that meets the customer's  

expectations and whose information is positively conveyed will stimulate the customer's interest 

in buying the product. In research from Lim and Dubinsky (2004), they mentioned the accurate 

description and portrayal of product information is a critical factor that influences consumers' 

decision to shop online. Because customers are unable to touch the product. Therefore,  

this hypothesis is proposed as follows:

Hypothesis 2: The product information of an online store has a positive impact on 

customers' purchase intention.

Promotion Campaign

In research from KARA and YAPRAKLI (2017), they pointed out that promotion is  

the most common and comprehensive activity in marketing communication practice.  

They also mentioned promotion is communication by the seller to influence the buyer’s  

attitude and behavior. In this definition, the communication phenomenon of influence and  

persuasion in promotions is considered as the main factor (KARA & YAPRAKLI, 2017).  

In the online store context, a promotion campaign should include coupons, discounts,  

promotional campaigns, promotional days, etc.



128
The Influence of Online Store Attributes on Consumers' Purchase Intention Towards Online Marketplace Sellers

วารสารพัฒันบริหารศาสตร์ ปีีทีี่� 60 ฉบบัทีี่� 3-4/2563

The research result from KARA and YAPRAKLI (2017) demonstrates the existence of  

a positive relationship between promotion and customer purchase intention. Customers  

are always willing to choose the products with a better price in the process of purchasing.  

The more promotions, the more frequent, and the more discounts, the more customers  

will be motivated to buy. In research from Zhao et al. (2021b), they pointed out that  

external environments, such as promotions, have a strong influence on consumer behavior.  

just like some promotion slogans posted on the window can promote customer traffic.  

There is a positive relationship between promotion and customer purchase intention.  

Therefore, this hypothesis is proposed as follows:

Hypothesis 3: The promotion campaign of an online store has a positive impact  

on customers' purchase intention.

Store Service

Store service refers to the online services and customer service that online stores provide 

to consumers to help customers solve problems through digital channels (Brown, 2020). 

In the online store context, it includes comment response, online consulting services,  

and so on.

Good service in the store will prompt good feelings and recognition from customers. 

It was discovered that the quality of e-services had a positive impact on three consumer 

behavior intentions: purchase intentions, site revisit, and WOM (Gounaris et al., 2010).  

Online customer service can promptly and professionally respond to customer inquiries  

and politely respond to customer comments, which can close the psychological distance  

with customers and make them feel happy and comfortable, prompting purchase intentions. 

Jaiswal and Singh (2020) pointed out that E-tailers offer a variety of online services that can  

improve customer engagement. Javed et al. (2020) found the service quality of online stores  

has a positive impact on the purchase intention of online customers. Therefore, this hypothesis 

is proposed as follows:

Hypothesis 4: The store service of an online store has a positive impact on 

customers’purchase intention.
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Consumer Review

In research from Zheng (2021), Online consumer reviews are generated by consumers 

through text, images, and video to evaluate products, services, prices, features, and user  

experiences. According to Ismagilova et al. (2020), online consumer review is regarded  

as a new type of communication through electronic word of mouth. Online stores often  

place customer reviews near purchase information, making it easier for customers to get  

word-of-mouth information or other information. Customer reviews and ratings are also  

a visual representation of word-of-mouth. Research shows that 93% of customers read  

online reviews before making a purchase. 91% of 18–34-year-olds trust online reviews as much 

as personal recommendations (Kaemingk, 2022).

Online ratings and reviews are an important source of information for consumers  

or buyers. (Thakur, 2018). In research from Ahani et al. (2019), consumers perceive online  

reviews to be a valuable source of information that influences their online shopping habits.  

According to Chen and Chang (2018), perceived value has a stronger impact on potential  

customers' purchase intention. Consumer ratings can be an important tool for consumers  

to refer to products and reduce the risk of purchase. And positive reviews have a significant 

impact on purchase intention (Lee & Shin, 2014). Besides, word of mouth is a very important 

factor that influences the purchase intention of customers (Ismagilova et al., 2020).  

Kato (2022) show that consumer online reviews, as a form of electronic word-of-mouth,  

have a causal impact on consumer purchase behavior. At the same time, feedback from  

other customers about the product also provides an important reference value for customers  

in the selection process (Katawetawaraks & Wang, 2011). The more positive the feedback,  

the more it will stimulate customers' goodwill towards the product and increase their desire  

to buy. Therefore, this hypothesis is proposed as follows:

Hypothesis 5: The consumer review of an online store has a positive impact  

on customers' purchase intention.

All hypotheses are summarized in the conceptual model, as shown in Figure 1.
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Figure 1: Conceptual model

Methods

Sample and Data Collection

The target population of this research is people who have online shopping experiences 

from China and Thailand. This is because of the high penetration of e-commerce users  

in China and Thailand, which are expected to be 76.8% and 57.4%, respectively, in 2023,  

and on the other hand because the authors live in China and Thailand and can access  

the research data more easily in these two countries (Statista, n.d.). The samples were selected  

by using a convenience sampling method, which is part of the nonprobability sampling methods.  

In this study, the questionnaire survey was used to gather the data, which was conducted  
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by the Microsoft forms and in both Chinese and English languages. The questionnaire includes 

closed-end questions and open-end questions, which consist of basic personal information, 

instruction, and Likert-scale questions of key variables. The questionnaire link was collected  

from 3rd April 2022 to 26th April 2022, and was distributed via different social communication 

platforms, such as Facebook, Wechat, and Line. The link to the questionnaire was posted  

in different online social groups and also shared individually with friends requesting  

to fill it out. However, not many replies were received. So, the author started to post  

the link in the exchange survey filling group by filling out others' surveys and then getting  

the respondents in return. The respondents were informed that the data collection was  

totally conducted in an anonymous way. Bonus incentives were adopted to encourage people 

to actively participate in filling out the survey. In this way, the number and quality of responses 

are fast and relatively satisfactory. The target sample collected was 400 respondents,  

the number of responses was 305, so the response rate was 76%. However, there was  

1 respondent who answered that he had no experience with online shopping, thus, the number 

of available responses were 304. The respondents’ characteristics are summarized in Table 1:

Table 1: Descriptive statistics of the respondents

Variables Attributes Frequency Percentage

Gender Male  

Female 

89

216

29.2

70.8

Age 10 - 20

21 - 30

31 - 40

41 - 50

51 - 60

60+

87

184

31

3

0

0

28.5

60.3

10.2

1.0

0.0

0.0

Education Level Primary and secondary schools

Bachelor

Master

PhD

19

219

64

3

6.2

71.8

21.0

1.0
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Variables Attributes Frequency Percentage

Employment Status Student

Employee

Business owner

Freelancer

Unemployed

Retiree

206

64

15

14

6

0

67.5

21.0

4.9

4.6

2.0

0.0

Have you ever shopped 

online

No

Yes

1

304

0.3

99.7

How long have you been 

shopping online

1 year or less    

1 - 3 years

3 - 5 years

5 - 7 years

7 years or above

21

66

81

55

81

7.2

21.6

26.6

18.0

26.6

How often do you shop 

online

Once a year or not

Several times a year

Several times a month

Several times a week

Once a day

10

57

166

61

10

3.6

18.7

54.4

20.0

3.3

Table 1: Descriptive statistics of the respondents (Continue)

Measures

Appearance design was measured by the scales developed by the author. The scales  

employ a five-point Likert scale with 1 (strongly disagree) to 5 (strongly agree) and include  

a total of 3 questions. The questions are as follows:

(1) Store overall layout is clear and orderly

(2) The overall color tone of the store is harmonious

(3) Attractive style features of the store

Product information was measured by the scales developed by the author.  

The scales employ a five-point Likert scale with 1 (strongly disagree) to 5 (strongly agree)  

and include a total of 3 questions. The questions are as follows:
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(1) A product picture or video introduction is clear and effective to express the  

  product features 

(2) The product title and keyword are easy to understand and to the point 

(3) The detailed description is comprehensive to express all details related to a product

The promotion campaign was measured by the scales developed by the author. 

The scales employ a five-point Likert scale with 1 (strongly disagree) to 5 (strongly agree)  

and include a total of 3 questions. The questions are as follows:

(1) Sellers provide coupons or discounts

(2) The promotion campaign is frequent 

(3) The store offers more discounts than usual on major promotional days (e.g., 11.11day)

Store service was measured by the scales developed by the author. The scales  

employ a five-point Likert scale with 1 (strongly disagree) to 5 (strongly agree) and include  

a total of 3 questions. The questions are as follows:

(1) Online customer service is very good attitude and patient

(2) The online stores answer questions and help customers quickly 

(3) The online store provides good support to customers

Consumer review was measured by the scales developed by the author. The scales 

employ a five-point Likert scale with 1 (strongly disagree) to 5 (strongly agree) and include  

a total of 3 questions. The questions are as follows:

(1) The store has received good consumer reviews

(2) Consumer reviews are mostly positive

(3) The consumer review score is quite high

Consumers’ purchase intention was measured by the scales developed by the author. 

The scales employ a five-point Likert scale with 1 (strongly disagree) to 5 (strongly agree)  

and include a total of 3 questions. The questions are as follows:

(1) I would like to buy from this online seller

(2) If I buy the same product, I will give priority to this online store

(3) I will buy from this online seller
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Control Variables

The control variables in this study include the basic personal characteristics of  

the respondents that might affect consumers’ purchase intention, such as gender, age,  

education level, and employment status, which are commonly adopted by many researchers. 

Moreover, there are other online shopping-related questions of control variables such as  

whether they shop online, how long they have been shopping online, and how often they  

shop online. If the respondent has no experience in online shopping, the questionnaire  

will automatically jump to the page of the submission. All the questions of control variables  

are measured by either nominal scale or ordinal scale.

Statistical Analysis

To determine the relationship between the independent and dependent variables,  

the analysis in this study used the statistical method of ordinary least squares (OLS) regression. 

The data analysis was carried out using IBM SPSS Statistics version 26 software.

Results

The reliability analysis is used as a method to verify the responses’ internal consistency, 

which always is tested by using the Cronbach's alpha (α) coefficient. As Nunnally (1967)  

recommended, it is generally considered that the value of Cronbach's α coefficient is between  

0 and 1. If the coefficient is less than 0.6, it is considered to have poor or unacceptable internal 

consistency reliability, in the range of 0.6 - 0.7 it means that the reliability level is acceptable,  

in the range of 0.7 - 0.9 it means that the scale has a good reliability level, if the coefficient  

is greater than 0.9 it means that the internal consistency reliability is excellent. The result  

of the Cronbach alphas coefficient of each variable is more than 0.8, which is in the range of  

0.7 - 0.9 according to Nunnally (1967), represents all variables have good reliability. The specific 

indicators are shown in Table 2.
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AD PI PC SER  CR INTEN

AD 1 .693** .556** .603** .540** .576**

PI 1 .530** .701** .665** .533**

PC 1 .500** .500** .413**

SER 1 .638** .495**

CR 1 .587**

INTEN 1

Notes: ** p-value <.01

Table 3: Correlations among key variables

Variables
Appearance 

design

Product 

information

Promotion 

campaign

Store 

service

Consumer 

review

Consumers’ 

purchase 

intention

Cronbach alphas 

(α) coefficient
0.862 0.884 0.860 0.895 0.869 0.829

Table 2: Results from a reliability test

Table 3 shows the correlations among key variables. We can conclude each key  

variable has a positive correlation with consumers’ purchase intention. The specific indicators 

are as follows.

AD = Appearance design, PI= Product information, PC= Promotion campaign, 

SER = Store service, CR= Consumer review, INTEN= Consumers’ purchase intention

The following are the results of the hypothesis testing using OLS regression, as shown 

in Table 4.
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Independent Variables

Standardized Beta 

coefficients and the level 

of significance

VIF

Main independent variables

Appearance design     .347*** 2.282

Product information .040 2.960

Promotion campaign .022 1.733

Store service

Consumer review

.040

   .324***

2.401

2.176

Control variables

Gender (Woman=1) .048 1.112

Age     .155** 1.726

Education level -.080 1.233

Employee .034 1.415

Business owner .091 1.293

Freelancer    -.128** 1.197

Unemployed .020 1.049

How long have you been shopping 

online

-.090 1.230

How often do you shop online .003 1.137

R-square .490

Table 4: Multiple regression results

Notes: *** p-value <.001, ** p-value <.01, p-value * <.05
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Standardized beta coefficients are reported

Hypothesis 1: Appearance design is positively correlated with consumers’ purchase  

intention. There is a positive beta coefficient (b=.347) with a p-value of .000. This represents that 

the appearance design of an online store positively affects the consumers' purchase intention. 

The more attractive the appearance design, the higher the purchase intention. The result is  

significantly supported. Thus, hypothesis 1 is supported.

Hypothesis 2: Product information is positively correlated with consumers’ purchase 

intention. There is a positive beta coefficient (b=.040) with a p-value of .582. This shows that 

product information of online stores also positively affects the consumers' purchase intention. 

An online store that has clear product information will increase consumers' desire to buy.  

However, the result is not statistically significant. Hence, hypothesis 2 is not supported.

Hypothesis 3: Promotion campaign is positively correlated with consumers’ purchase 

intention. There is a positive beta coefficient (b=.022) with a p-value of .690. This indicates that 

the promotion campaign of an online store positively affects the customers' purchase intention. 

The more promotions and the more discounts, the more customers will be motivated to buy. 

However, the result is not statistically significant. Therefore, hypothesis 3 is not supported. 

Hypothesis 4: Store service is positively correlated with consumers’ purchase intention. 

There is a positive beta coefficient (b=.040) with a p-value of .542. This shows that the store 

service of an online store positively affects the customers' purchase intention. A store with  

better service will increase customers' purchase intention. However, the result is not statistically 

significant. As a consequence, hypothesis 4 is also not supported.

Hypothesis 5: Consumer review is positively correlated with consumers’ purchase  

intention. There is a positive beta coefficient (b=.324) with a p-value of .000. This indicates that 

the consumer review of an online store positively affects the customers' purchase intention.  

The more positive the content of the customer's review or the higher the review score,  

the higher the customer's purchase intention. In addition, the result is statistically significant.  

Thus, hypothesis 5 is supported.
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In terms of control variables, the result shows that gender is positively related  

to consumers' purchase intention (b=.048; p=.275). This means females have higher purchase  

intentions than males. However, the result is not statistically significant. Thus, the factor  

of gender is not supported. Regarding the beta coefficients of age (b=.155; p=.005),  

it shows that older consumers have more purchase intentions than younger consumers.  

And the result is statistically significant. The factor of age is supported. With regard to education 

level (b=-.080; p=.087), this shows education level is negatively associated with purchase  

intention. People with higher levels of education have lower purchase intentions than those  

with lower levels of education. Nevertheless, the result is not significantly supported due to the 

p-value being more than .05. Therefore, the factor of education level is not supported.  

For employment status, the analysis only showed that freelances are the only group that  

has a significant beta coefficient, which is negative (b=-.128; p=.006). It can be interpreted that, 

among all groups of employment status, freelances tend to be the group that has the lowest 

purchase intentions. The beta coefficient for how long you have been shopping online  

(b=-.090; p=.054) is negative, which means the longer experience people shop online,  

the less intention they are to buy. And the beta coefficient for how often you shop online  

(b=.003; p=.943) is positive, which means that the more often people shop online, the more 

intention they are to buy. However, the effects of these two factors are not supported  

due to their p-value being more than .05. So, to summarize, the factor of age and freelance roles 

can be supported in the control variables section.

Variance inflation factor (VIF) was used to find out the serious multicollinearity problem 

in this study, which should be no more than 10. The index of VIF in this study was within  

the range of 1.049 and 2.960, which means there is not a major multicollinearity problem. 

In the end, the r-square of the regression is .490. This indicates that all the variables in 

the regression (including appearance design, product information, promotion campaign, store 

service, consumer review, gender, age, education level, employment status, online shopping time 

length, and frequency of online shopping) can explain 49.0 percent of consumers’ purchase  

intention, the rest of 51.0 percent can be explained by factors not included in the regression.

As illustrated in Figure 2, the OLS regression results are described in the conceptual 

model.
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Figure 2: Results from OLS regression
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Discussion and conclusion

General Conclusion of the Result

This study was written to examine the effect of online store attributes on consumers’ 

purchase intention in terms of the online marketplace sellers. The online store attributes  

were divided to be five aspects: appearance design, product information, promotion  

campaign, store service, and consumer review. Based on the previous section, the results  

of OLS regression show that all these five aspects positively affect the consumers’  

purchase intention. However, the consumers' purchase intention for the online marketplace  

sellers is significantly positively affected only by appearance design and consumer review.  

Besides, the appearance design of online stores has a more significant impact. The other  

three main independent variables’ effects such as product information, promotion campaign, 

and store services are non-significant. In terms of the control variables, only the factor of  

age and freelance roles have a significant effect on purchase intention. Older consumers  

have more purchase intentions than younger consumers. And freelancers have the lowest  

purchase intention than other occupational groups. 

First of all, the finding that appearance design positively and significantly influences  

customers' purchase intention is supported by the findings of previous studies. Mofokeng  

(2021c)’s research concludes that customers' enthusiasm to buy from an online store is highly  

correlated with their satisfaction with the information. Design is considered a visual cue,  

which often influences the subconscious mind (Prasad & Mishra, 2019). When customers  

are looking for buying something, a good visual cue will influent the subconscious of  

purchasing, which stimulate consumers to generate positive intention. The result of this  

study is also in line with Shi et al. (2021)’s research result, which is that design aesthetics  

has a significant effect on participants' purchase intention. The rate of purchase intention  

was significantly higher for products with high design aesthetics than for products with  

low design aesthetics. 

In addition, the previous research also backs up the conclusion that consumer  

review in online stores positively and significantly influences customers' purchase intention. 

Customer online reviews, as a sort of electronic word-of-mouth, have a direct impact on  

consumer buying behavior, according to Köylüoğlu (2022). In research from Zhang et al. (2022), 

high quality online consumer reviews are positively associated with high customers’ purchase 
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intention. Pooja and Upadhyaya (2022) also concluded that the more the perceived credibility 

of online consumer reviews among potential customers, the more likely they are to buy.  

According to research, online customer reviews had a substantial effect on buy intention  

when modeling online purchase behavior, with items with a high percentage of positive  

online reviews having a significantly greater purchase intention than those with a high  

percentage of negative online reviews (Zhang et al., 2020). 

For online shoppers, appearance design takes precedence over the visual  

presentation of consumer reviews. Appearance design provides the first impression to  

the shopper. Customer reviews are often placed near purchase information. In research  

from Clark et al. (2020), first impressions are usually formed quickly and unconsciously.  

First impression judgments have been shown to influence people's behavior and  

determine the beginning of positive or negative interactions. When consumers are exposed  

to the appearance of the presentation, consumers will involuntarily generate the first  

impression and compare it with the psychological expectations of buying, thus influencing  

the judgment of the next behavior. Customers' purchase intention is influenced by appearance 

design first, therefore, it can be argued that appearance design has a more significant  

impact on purchase intention than consumer review.

Secondly, the results that product information, promotion campaign, and store  

service are positive but not significant effect on consumers' purchase intention. Product  

information provides product details and descriptions. Clear and comprehensive product  

information descriptions help consumers better understand the product and enhance  

purchase intention. However, it is only one of the ways for consumers to understand  

the product and does not significantly influence consumers’ purchase intention. Purchase  

intention occurs before the decision to buy (Rahadian et al., 2020). Customers' online shopping 

behavior often occurs under the premise of having a need and a purpose. When purchasing  

needs are clear, they tend to care more about the goods or services they need than whether 

there is a good deal or the quality of the service. In terms of purchase intention, customers are  

positively influenced by promotions and services, but the impact is not profound. Positive  

promotions and services will have a good impact on buyers' psychology, and these factors  

may have more influence on the final purchasing decision or buying experience. Therefore,  

the influence of promotions and services on purchase intention is not significant.
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Besides, in the perspective of the control variables that are significantly supported, 

older consumers have more purchase intention than younger consumers. Age is a variable  

that captures the income level of an individual and the cognitive ability characteristic of  

an individual (Cole et al., 2008). Older customers will generally have more purchasing  

power and more demand than younger customers, so when older customers are positively  

stimulated, they may generate more purchase intentions. Freelancers have the lowest  

purchase intention among other occupational groups. The nature of freelance workers’ work  

and the uncertainty of their financial income may have an impact on their purchase intentions.

Other respondents’ personal information such as gender, educational level, length  

of online shopping, and frequency of online shopping does not significantly affect purchase  

intention. The reason may be since everyone’s aesthetics, psychological condition, and  

perception or judgment of things are different. And purchase intention is in the consumer’s  

subjective perception of the goods or services produced when the consumer is exposed  

to them (Lin & Shen, 2023). Individual characteristics vary greatly, and subjective perceptions  

vary, while subjective perceptions are also influenced by other factors. Thus, it is very difficult  

to assess the impact of personal information characteristics on their purchase intention. This 

would explain the research findings of non-significant effects.

Recommendations for Future Research

Although this study can provide relevant guidance for subsequent studies,  

the concept of online store attributes has still not been outlined comprehensively.  

There could be considered other attributes such as security or personal privacy policies,  

delivery conditions, payment method. In addition, due to the difference in the mindset of  

men and women, there may be differences in the effects of store attributes on the purchase 

intention of male and female customers. This also requires consideration of different studies  

for different genders. Besides, there would be more variables that can be analyzed  

in future research. Finally, it will be interesting to explore why appearance design and  

customer reviews, more than any other factors, have a significant impact on customers’ online 

purchase intentions.
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Limitations

The percentage of freelancers is only 4.6 percent of the respondents, so the conclusion 

that freelancers have the lowest purchase intention among other occupational groups is  

limited and may not be representative. The r-square of the regression is .490, which means  

that only 49% of the factors are taken into account, r-square still has a lot of room for  

growth when additional independent variables that have an impact on online purchase  

intentions are taken into account. Moreover, the sampling method was adopted by convenient  

sampling via the internet due to the time and budget limitations, it is not a probability  

sampling method, which cannot generalize the findings from the sample to the entire  

population. In addition, there is another limitation about the sample size. The study  

does not provide information on how the sample size was determined because of time,  

budget, and accessibility to the target population. Also, the establishment of validity for  

each variable item is another limitation in the methodology section. 

Contribution to Knowledge

The study found that appearance design and consumer review had a significant  

positive effect on consumers’ purchase intention in terms of the online marketplace sellers.  

In addition, the appearance design of the online store had a more significant impact  

on their purchase intention. These findings are contributed to the literature on the influence  

of online store attributes on consumers' purchase intention and provide insights on how  

online marketplace sellers can practice attracting more consumers from the perspective 

of store attributes.

Practical Implications

In research from Ganesh et al. (2010), the findings pointed out that one of  

the differentiating points between e-stores and traditional stores is their ability to control  

the content of their websites. This point is consistent with the study's conclusion. Sellers  

in the online marketplace have the ability to control their store's content. All the appearance  

designs such as logo, structure, overall layout, color tone, style features, the location of  

functional keys, and product catalog can be controlled by online sellers. Ganguly et al. (2010) 

pointed out that as marketing tools, online retailers should employ effective website design  

features including information design, visual design, and navigation design. This boosts  
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purchase intent by increasing consumers’ trust in the online store. In order to obtain more  

traffic, attract more consumers, and be outstanding in the fierce competition, the first step  

that the sellers should consider is how to attract the consumers’ purchase intention. According  

to the research result, the sellers should pay more attention to the appearance design  

and consumer review that significantly and positively affect the consumers’purchase intention.

First of all, the sellers should focus on the appearance design, which has the most  

significant influence on the consumers' purchase intention. The goal of many shoppers is  

convenience. This includes quickly entering and leaving the store as well as quickly identifying 

the things they require (Baker et al., 2002). Therefore, sellers should consider the functionality 

of the design, making the functional design easier and more straightforward. User-oriented  

and user-friendly is the primary direction so that customers can feel the convenience  

and effectiveness of online shopping as much as possible. This will be more conducive to  

enhancing the customer's good feeling and purchase intention. In addition to functionality,  

sellers should also pay more attention to the visual appeal of the design in the appearance.  

It is especially important to promote products in a way that emphasizes aesthetics and  

attracts the attention of customers. There are many aspects that can be considered,  

such as logo, structure, overall layout, color tone, style features, the location of functional keys, 

product catalog, and so on. Designing as attractive a style as possible, using harmonious colors, 

a clear and orderly overall structure, an organized catalog layout, etc., are all good strategies  

to enhance customers' purchase intentions.

Then, the consumer review is another important perspective that the seller  

should pay attention to. Smart search makes it easier for customers to compare products.  

Sellers need to make customers think they are different from others. The reviews section  

provides a great convenience for consumers to learn about products or stores. In today’s  

commercial world, online consumer reviews are one of the most important forms of  

communication. Online reviews are both information providers and information recommenders. 

High-quality online consumer reviews are positively associated with high customer purchase  

intention. (Obiedat, 2013). Most buyers will leave objective reviews based on the real  

condition of the product or service. Therefore, for sellers, the first requirement to conduct  

customers to leave positive reviews is to provide good quality products and services.  

Sellers can offer incentives to consumers who post good reviews, or they can set the order  
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of reviews to be based on quality rather than chronological order. According to research,  

consumers with low engagement are largely impacted by the number of reviews rather  

than the quality of reviews, whereas consumers with high engagement are mostly  

influenced by the number of reviews (Park et al., 2007). Therefore, the number of reviews  

is also extremely important. The customer can predict the popularity of this product by  

the total number of reviews, which will influence his purchase intention. Even if the product  

and service are good, there are some consumers who are too lazy to leave a review, which  

requires sellers to think about how to promote and encourage buyers to leave reviews.  

For example, the online store can send messages with review reminders or offer rebates  

to consumers who leave reviews to encourage them to leave as many reviews as possible.  

In addition, the seller's response and feedback on the review are particularly important.  

For positive and quality reviews, sellers can reply to express their appreciation and welcome 

buyers to buy again. For some negative comments, the sellers should also respond timely  

or provide solutions in a polite and sincere manner, which will increase consumers’  

goodwill and satisfaction with the store. Besides, J. Lee et al. (2011) believe that in online  

shopping stores, the first impression of a product is more positive if the seller places online 

customer reviews in the product advertising rather than presenting them after the product  

information. Thus, this is also a very good strategy for sellers to use quality customer reviews  

as a kind of promotional advertising.

References

Ahani, A., Nilashi, M., Ibrahim, O., Sanzogni, L., & Weaven, S. (2019). Market segmentation  

and travel choice prediction in Spa hotels through TripAdvisor’s online reviews.  

International Journal of Hospitality Management, 80, 52-77. https://doi.org/10.1016/ 

j.ijhm.2019.01.003

Aqeel, A., & Othman, Y. (2022). Factors affecting the consumers’ intention to purchase through 

online shopping. International Design Journal (Print), 12(3), 211-221. https://doi.org/ 

10.21608/idj.2022.234808

Brown, T. (2020, October 7). What is Online Customer Service. ITChronicles. Retrieved  

November 13, 2021, from https://itchronicles.com/customer-service/what-is-online-

customer-service/



146
The Influence of Online Store Attributes on Consumers' Purchase Intention Towards Online Marketplace Sellers

วารสารพัฒันบริหารศาสตร์ ปีีทีี่� 60 ฉบบัทีี่� 3-4/2563

Cole, C., Laurent, G., Drolet, A., Ebert, J., Gutchess, A., Lambert-Pandraud, R., Mullet, E., Norton, 

M. I., & Peters, E. (2008). Decision making and brand choice by older consumers.  

Marketing Letters, 19(3-4), 355-365. https://doi.org/10.1007/s11002-008-9058-x

Chen, C. C., & Chang, Y. C. (2018). What drives purchase intention on Airbnb? Perspectives of 

consumer reviews, information quality, and media richness. Telematics and Informatics, 

35(5), 1512-1523. https://doi.org/10.1016/j.tele.2018.03.019

Clark, L., Butler, K., Ritchie, K. L., & Maréchal, L. (2020a). The importance of first impression  

judgements in interspecies interactions. Scientific Reports, 10(1). https://doi.org/ 

10.1038/s41598-020-58867-x

Chen, T., Samaranayake, P., Cen, X., Qi, M., & Lan, Y. (2022). The Impact of Online Reviews  

on Consumers’ Purchasing Decisions: Evidence From an Eye-Tracking Study.  

Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.865702

Dholakia, R. R., & Zhao, M. (2010). Effects of online store attributes on customer satisfaction  

and repurchase intentions. International Journal of Retail & Distribution Management, 

38(7), 482-496. https://doi.org/10.1108/09590551011052098

Deng, W., Su, T., Zhang, Y., & Tan, C. (2021). Factors Affecting Consumers’ Online Choice Intention: 

A Study Based on Bayesian Network. Frontiers in Psychology, 12. https://doi.org/ 

10.3389/fpsyg.2021.731850

Dong, D., Malik, H. A., Liu, Y., Elashkar, E. E., Shoukry, A. M., & Khader, J. A. (2021). Battling  

for Consumer’s Positive Purchase Intention: A Comparative Study Between Two  

Psychological Techniques to Achieve Success and Sustainability for Digital Entrepren- 

eurships. Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.665194

Ganesh, J., Reynolds, K. E., Luckett, M., & Pomirleanu, N. (2010). Online Shopper Motivations,  

and e-Store Attributes: An Examination of Online Patronage Behavior and Shopper  

Typologies. Journal of Retailing, 86(1), 106-115. https://doi.org/10.1016/j.jretai.2010.01.003

Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of the effects of  

service quality and satisfaction on customers’ behavioral intentions in e-shopping.  

Journal of Services Marketing, 24(2), 142-156. https://doi.org/10.1108/08876041011031118

Ghosh, P., Tripathi, V., & Kumar, A. (2010). Customer expectations of store attributes: A study  

of organized retail outlets in India. Journal of Retail & Leisure Property, 9(1), 75-87. 

https://doi.org/10.1057/rlp.2009.27



147
Jiaoying Li

NIDA Development Journal Vol. 60 No. 3-4/2020

Global e-commerce share of retail sales 2026 | Statista. (2023, February 20). Statista. https://

www.statista.com/statistics/534123/e-commerce-share-of-retail-sales-worldwide/

Global retail e-commerce sales 2026 | Statista. (2022, September 21). Statista. https://www.

statista.com/statistics/379046/worldwide-retail-e-commerce-sales/

Gupta, A., Singh, R., Mathiyazhagan, K., Suri, P., & Dwivedi, Y. K. (2022). Exploring relationships 

between service quality dimensions and customers satisfaction: empirical study in  

context to Indian logistics service providers. The International Journal of Logistics  

Management. https://doi.org/10.1108/ijlm-02-2022-0084

Ha, N.T., Nguyen, T.L.H., Nguyen, T.L.P., & Nguye, T.D. (2019). The effect of trust on consumers’ 

online purchase intention: An integration of TAM and TPB. Management Science  

Letters, 9(9), 1451-1460. 10.5267/j.msl.2019.5.006

Ismagilova, E., Slade, E. L., Rana, N. P., & Dwivedi, Y. K. (2020). The Effect of Electronic Word  

of Mouth Communications on Intention to Buy: A Meta-Analysis. Information Systems 

Frontiers, 22(5), 1203-1226. https://doi.org/10.1007/s10796-019-09924-y

Jaiswal, S., & Singh, A. K. (2020). Influence of the Determinants of Online Customer Experience 

on Online Customer Satisfaction. Paradigm, 24(1), 41-55. https://doi.org/10.1177/ 

0971890720914121

Javed, M. S., Wu, M., Qadeer, T., Manzoor, A., Nadeem, A., & Shouse, R. C. (2020). Role of Online 

Retailers’ Post-sale Services in Building Relationships and Developing Repurchases: 

A Comparison-Based Analysis Among Male and Female Customers. Frontiers in  

Psychology, 11. https://doi.org/10.3389/fpsyg.2020.594132

Jain, S. (2021). Examining the moderating role of perceived risk and web atmospherics in  

online luxury purchase intention. Journal of Fashion Marketing and Management:  

An International Journal, 25(4), 585-605. https://doi.org/10.1108/jfmm-05-2020-0089 

Kaemingk, D. (2022, April 20). Online reviews statistics to know in 2022. Qualtrics. https://

www.qualtrics.com/blog/online-review-stats/

Katawetawaraks, C., & Wang, C. L. (2011). Online Shopper Behavior: Influences of Online Shopping 

Decision. Asian Journal of Business Research, 1(2). https://doi.org/10.14707/ajbr.110012

KARA, E., & YAPRAKLI, T. S. (2017). The Effects of Promotional Activities on the Intention to  

Purchase: A Field Study in Kahramanmaras. International Journal of Academic Research 

in Business and Social Sciences, 7(5). https://doi.org/10.6007/ijarbss/v7-i5/2892



148
The Influence of Online Store Attributes on Consumers' Purchase Intention Towards Online Marketplace Sellers

วารสารพัฒันบริหารศาสตร์ ปีีทีี่� 60 ฉบบัทีี่� 3-4/2563

Krysik, A. (2021, March 18). The Appearance of the Online Store. Check How to Design to Sell 

More - Recostream. Recostream. Retrieved November 9, 2021, from https://recostream.

com/blog/appearance-of-the-online-store-check-how-to-design-to-sell-more

Kato, T. (2022). Rating valence versus rating distribution: perceived helpfulness of word of  

mouth in e-commerce. SN Business & Economics, 2(11). https://doi.org/10.1007/s43546-

022-00338-8

Köylüoğlu, A. S. (2022). An Empirical Study of the Effect of Online Comments on Consumer  

Buying Behavior. European Journal of Business and Management Research, 7(1),  

202-207. https://doi.org/10.24018/ejbmr.2022.7.1.1272

Lindquist, J.D. (1974) Meaning of image. Journal of Retailing, 50(4), 29-38.

Lutz, K. A., & Lutz, R. J. (1977). Effects of interactive imagery on learning: Application to  

advertising. Journal of Applied Psychology, 62(4), 493-498. https://doi.org/10.1037/ 

0021-9010.62.4.493

Lee, E. J., & Shin, S. Y. (2014). When do consumers buy online product reviews? Effects of  

review quality, product type, and reviewer’s photo. Computers in Human Behavior,  

31, 356-366. https://doi.org/10.1016/j.chb.2013.10.050

Lin, B., & Shen, B. (2023). Study of Consumers’ Purchase Intentions on Community E-commerce 

Platform with the SOR Model: A Case Study of China’s “Xiaohongshu” App. Behavioral  

Sciences, 13(2), 103. https://doi.org/10.3390/bs13020103

Marlien, R. A., Putri, C., Basiya, R., & Suteja, B. (2020). Analysis of Factors Affecting Consumer’s 

Purchase Intention Impact on Customer Behavior Outcomes. https://doi.org/10.2991/

aebmr.k.210311.086

Mofokeng, T. R. (2021). The impact of online shopping attributes on customer satisfaction and  

loyalty: Moderating effects of e-commerce experience. Cogent Business & Management, 

8(1). https://doi.org/10.1080/23311975.2021.1968206

Nawi, M. N. M., & Sulaiman, S. (2021). Factors Affecting Online Purchase Intention: A Case Study 

of Malaysian Consumers. Malaysian Journal of Social Sciences and Humanities  

(MJSSH), 6(10), 429-436. https://doi.org/10.47405/mjssh.v6i10.1089

Park, D. H., Lee, J., & Han, I. (2007). The Effect of On-Line Consumer Reviews on Consumer  

Purchasing Intention: The Moderating Role of Involvement. International Journal  

of Electronic Commerce, 11(4), 125-148. https://doi.org/10.2753/jec1086-4415110405



149
Jiaoying Li

NIDA Development Journal Vol. 60 No. 3-4/2020

Prasad, S., & Mishra, R. K. (2019). The Nature of Unconscious Attention to Subliminal Cues.  

Vision, 3(3), 38. https://doi.org/10.3390/vision3030038

Peña-García, N., Gil-Saura, I., Rodríguez-Orejuela, A., & Siqueira-Junior, J. R. (2020). Purchase  

intention and purchase behavior online: A cross-cultural approach. Heliyon, 6(6),  

e04284. https://doi.org/10.1016/j.heliyon.2020.e04284

Pooja, K., & Upadhyaya, P. (2022). What makes an online review credible? A systematic review  

of the literature and future research directions. Management Review Quarterly.  

https://doi.org/10.1007/s11301-022-00312-6

Ross, I., & Bettman, J. R. (1979). An Information Processing Theory of Consumer Choice.  

Journal of Marketing, 43(3), 124. https://doi.org/10.2307/1250155

Rahadian, B., Prayogo, R. F., Sodikin, A., & Saribanon, E. (2020). The influence of Customer  

Advocacy to Purchase Intentions in Green Packaging. Journal of Physics. https://doi.

org/10.1088/1742-6596/1573/1/012018

Ru, L.J., Kowang, T.O., Long, C.S., Fun, F.S., & Fei, G.C. (2021). Factors Influencing Online Purchase  

Intention of Shopee’s Consumers in Malaysia. International Journal of Academic  

Research in Business and Social Sciences, 11(1), 761-776. 10.6007/IJARBSS/v11-i1/8577 

Shi, A., Huo, F., & Hou, G. (2021). Effects of Design Aesthetics on the Perceived Value of a Product. 

Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.670800

Shaw, N., Eschenbrenner, B., & Baier, D. (2022). Online shopping continuance after COVID-19: 

A comparison of Canada, Germany and the United States. Journal of Retailing  

and Consumer Services, 69, 103100. https://doi.org/10.1016/j.jretconser.2022.103100

Statista. (2022, October 11). Countries with the highest share of retail sales taking place  

online 2022. https://www.statista.com/statistics/1042763/worldwide-share-online- 

retail-penetration-by-country/

Statista. (n.d.). eCommerce - Thailand | Statista Market Forecast. https://www.statista.com/ 

outlook/dmo/ecommerce/thailand

Statista. (n.d.-a). eCommerce - China | Statista Market Forecast. https://www.statista.com/ 

outlook/dmo/ecommerce/china

Thakur, R. (2018). Customer engagement and online reviews. Journal of Retailing and Consumer 

Services, 41, 48-59. https://doi.org/10.1016/j.jretconser.2017.11.002



150
The Influence of Online Store Attributes on Consumers' Purchase Intention Towards Online Marketplace Sellers

วารสารพัฒันบริหารศาสตร์ ปีีทีี่� 60 ฉบบัทีี่� 3-4/2563

Tlapana, T. (2021). THE IMPACT OF STORE LAYOUT ON CONSUMER BUYING BEHAVIOUR:  

A CASE OF CONVENIENCE STORES FROM A SELECTED TOWNSHIP IN KWAZULU NATAL. 

International Review of Management and Marketing, 11(5), 1-6. https://doi.org/10.32479/

irmm.11583

Tzeng, S. Y., Ertz, M., Jo, M. S., & Sarigöllü, E. (2021). Factors affecting customer satisfaction on 

online shopping holiday. Marketing Intelligence & Planning, 39(4), 516-532. https://doi.

org/10.1108/mip-08-2020-0346

Van der Heijden, H., & Verhagen, T. (2004). Online store image: conceptual foundations  

and empirical measurement. Information & Management, 41(5), 609-617. https://doi.

org/10.1016/j.im.2003.07.001

Zhang, J., Zheng, W., & Wang, S. (2020). The study of the effect of online review on purchase 

behavior. International Journal of Crowd Science, 4(1), 73-86. https://doi.org/10.1108/

ijcs-10-2019-0027

Zhang, S., Zhou, C., & Liu, Y. (2020). Consumer Purchasing Intentions and Marketing Segmentation 

of Remanufactured New-Energy Auto Parts in China. Mathematical Problems in  

Engineering, 2020, 1-8. https://doi.org/10.1155/2020/5647383

Zhao, H., Yao, X., Liu, Z., & Yang, Q. (2021). Impact of Pricing and Product Information on  

Consumer Buying Behavior With Customer Satisfaction in a Mediating Role. Frontiers  

in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.720151

Zheng, L. (2021). The classification of online consumer reviews: A systematic literature review 

and integrative framework. Journal of Business Research, 135, 226-251. https://doi.

org/10.1016/j.jbusres.2021.06.038

Zhang, N., Yu, P., Li, Y., & Gao, W. (2022). Research on the Evolution of Consumers’ Purchase 

Intention Based on Online Reviews and Opinion Dynamics. Sustainability, 14(24), 16510. 

https://doi.org/10.3390/su142416510



151
Hui Bai and Zhongwu Li 

NIDA Development Journal Vol. 60 No. 3-4/2020

Research on The Motivation of Users’ 
Participation in Online Reviews  

on Catering O2O Platform

Hui  Bai* and Zhongwu  Li**

Received: October 24, 2022      Revised: July 18, 2023         Accepted: Octoter 20, 2023  

*,** International College of National Institute of Development Administration

  148 Serithai Road, Khlong-Chan, Bangkapi, Bangkok 10240, THAILAND.
**  E-mail: zhongwu.li@nida.ac.th

Abstract

  Driven by the exponential increase in internet usage, particularly in online shopping, 

traditional chain retail companies in China face the pressing need to actively pursue  

transformation as their sales growth slows and profitability declines amidst technological 

advancements and evolving consumer preferences. With the progress of science,  

technology and the vigorous development of network infrastructures, the sales growth  

of traditional chain retail companies has slowed down and the growth rate of profits  

has declined, so chain retail companies need to adapt to the characteristics of the times.  

It is urgent to actively seek the development of transformation. The essence of O2O  

(Online to Offline) is to integrate virtual network business and real business in the field  

of life consumption through Internet technology. The current study applied TAM model to 

research on the relationships between independent variables (the individual’s pursuit of 

economic returns, reputation and self-efficacy) and dependent variable (users’ willingness 
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to participate in online review), while moderating by other users’ perceived comment costs. 

The results shown that comment cost has a moderating effect on the effect of  

perceived usefulness on online comment intention (review), and all independent  

variables and dependent variable have significant relationships either directly or indirectly. 

Keywords:  Online to Offline (O2O), TAM, Comment Costs, SEM
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ไปส่่่ออฟไลน์ (O2O) ของผ่�ใช่�

หุ้้�ย ไป๋๋* โจงวูู ลี่่�**
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Introduction

Research Background

According to the People’s Network of China (Zhao, 2020), as of March 2020,  

the number of internet users in China had reached 904 million, with an internet penetration  

rate of 64.5%. The number of online shopping users was reported to be 710 million.  

However, despite the progress in science, technology, and the vigorous development of  

network infrastructures, traditional chain retail companies have experienced a slowdown  

in sales growth and declining profit margins. Therefore, these companies need to adapt  

to the changing trends and actively seek transformation.

In August 2010, Alex Rampell, the founder of TrialPay, a payment company  

in the United States, proposed the concept of “online-to-offline” commerce (O2O).  

Essentially, O2O aims to integrate online and offline elements of the consumer experience  

by leveraging internet technologies. This integration enables the creation of new business  

models and facilitates the transition of online users into offline physical stores. A prime  

example of O2O in the catering industry is seen in Dianping’s food and beverage reviews.  

Dianping first attracts user comments and reviews, subsequently attracting other restaurants  

to join their platform. While these reviews may possess subjective opinions from consumers,  

they also fulfill consumers’ longing for authentic information.

It is important for chain retail companies to recognize the significance of O2O  

and its potential impact on their operations. By embracing this model, companies can better 

engage with their target market, establish stronger connections with customers, and enhance 

trust, ultimately improving sales performance.

Currently, many chain retail companies still rely on the Business-to-Customer (B2C) 

online shopping model. However, reconciling the traditional chain operation mode with 

e-commerce has proven challenging. In comparison, O2O presents advantages over the B2C 

model. By integrating online and offline elements, O2O can effectively target customers  

in specific markets, enhance customer understanding and familiarity with products,  

and improve trust, ultimately increasing sales turnover.
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According to the “China Online Takeaway Market Special Survey and Investment  

Prospect Forecast Report 2017-2022” published by Zhiyan Consulting Network, in 2019, 

the internet catering takeaway market in China reached a scale of 331.3 billion yuan,  

with 320 million users and a growth rate of 30%. It is expected that by 2020, the market  

will reach 360 billion yuan. Although the growth rate of the online takeaway market has  

slightly decreased, it remains popular, and it is projected to continue growing at around 20%  

in the next two years. Furthermore, the scale of the internet catering takeaway market is  

estimated to exceed 400 billion yuan in 2020.

The continuous growth of the online takeaway market demonstrates its increasing 

popularity, even though the growth rate is slowing down. Nonetheless, it is still expected  

to maintain steady growth in the coming years. This indicates the potential for further  

development and opportunities within the market.

Customers can provide timely feedback to businesses through evaluations,  

enabling improvements and better alignment of products or services with customer needs  

(Homburg & Fürst, 2005). However, it is important to note that the O2O catering takeout  

model also faces certain limitations. These include payment risks, a lack of customer trust,  

and the prevalence of false information on the internet (Wang & Scrimgeour, 2021).

Statement of the Problem

In recent years, there have been ten new O2O catering companies emerging in 

the market, including “Elema, Baidu takeout, Stupid bear cooking, Home gourmet club, 

Word-of-mouth takeout (Tao Dian Dian), Line O, Downstairs 100, Meituan takeout, Life radius, 

No.1 takeout”. Among these platforms, “Elema” and “Meituan takeout” are the most renowned.  

These takeout platforms offer great convenience for customers to order meals and other  

products or services from local businesses directly through the platforms. This allows  

customers to receive their orders at home, eliminating the need to settle for monotonous  

reheated fast food, snacks, or instant noodles. However, the online realm also presents certain  

risks, such as the disparity between the actual food received and the pictures displayed  

on websites or mobile applications, concerns regarding personal privacy protection, and  

potential payment vulnerabilities. These factors can significantly influence users’ intention to 

utilize catering takeout services and their satisfaction with the platforms.
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Customers often provide authentic feedback and share their genuine experiences  

through online platforms, enabling businesses to understand their needs better. This feedback 

is crucial for enhancing customer satisfaction, fostering loyalty, and driving profitability.  

According to Sun (2016), consumers’ online reviews exert a substantial influence on  

the reputation of e-commerce companies’ products. Consequently, companies should  

consider online comments when devising strategies for product development and service  

improvement. Online reviews possess both advantages and disadvantages for companies,  

and it is vital for businesses not to overlook their significance. For instance, companies could  

enhance the trust mechanism of online review systems, establish incentive mechanisms for  

online reviews, and utilize online reviews for marketing activities. Nevertheless, some customers  

may choose to refrain from participating in online reviews due to factors such as the fear  

of complexity or concerns over information leakage. Thus, exploring ways to mobilize  

customer enthusiasm and encourage universal participation in online reviews is an urgent and  

important issue to address. Therefore, the current study aims to investigate the motivational 

factors influencing users of O2O catering takeout platforms to engage in online reviews.

Research Objectives

With the increasing development of society and the increasing popularity of the network, 

more and more people buy and order takeout through the network platform, and so on,  

this kind of catering takeout O2O platform transaction brings convenience to people’s lives,  

but also more economical and affordable products and services to save consumers’ time  

and costs (Tang & Zhu, 2019). Therefore, it is imperative for O2O catering takeout platforms  

to thoroughly examine the motivations behind consumers’ participation in online reviews.  

Based on their own experiences, consumers express their opinions, whether it be praise or  

criticism, at the bottom of products or services. These comments provide valuable insights  

for consumers to better comprehend the information about the products or services,  

thereby facilitating the decision-making process for other potential consumers. To drive  

profitability, businesses rely on positive reviews from customers to attract new users and  

expand their customer base. The customers’ reviews to the merchant through the comment, 

and provide the opinion reference for other consumers, the good evaluation attracts more  
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customers, then, the consumers and the merchants can achieve the mutual benefit  

(Amed, Mukherjee, Das, & Datta, 2019). Simultaneously the online reviews can also make  

the consumer feel the self-valued, sincere reviews bring good reputation to themselves  

(Chen, Teng, & Chiou, 2020). By investigating the motivations that drive users of catering O2O  

platforms to engage in online reviews, companies can gain a profound understanding  

of consumer psychology. This understanding can be leveraged to not only boost sales of  

products or services but also enhance the visibility and reach of the company’s outlets.

Research Problem

In order to understand the motivation factors for catering O2O platform users  

to participate in online reviews, several points are put forward here, namely, the pursuit of  

economic returns (Wang & Scrimgeour, 2021), reputation (Raharjo, 2020), self-efficacy  

(Ahmad & Guzmán, 2021), review cost (Luo, Zhou, Song, & He, 2022), perceived ease of use  

and perceived usefulness (Bae & Han, 2020). According to the above research contents,  

the questions of this study are as follows:

(1) Do the variables of pursuit of economic return, reputation, self-efficacy, perceived  

usefulness, perceived ease of use, review cost and user’s willingness to participate in online  

reviews have differences under different background variables?

(2) Does the pursuit of economic reward, reputation, self-efficacy, perceived ease  

of use, perceived usefulness, and review cost affect users’ willingness to participate in  

online reviews?

(3) Does perceived usefulness mediate the relationship between (pursuit of economic 

reward, reputation, and self-efficacy) and users’ willingness to participate in online reviews?

(4) Does perceived ease of use mediate the relationship between (pursuit of economic 

reward, reputation, and self-efficacy) and users’ willingness to participate in online reviews?

(5)  Does the cost of reviews moderate (perceived ease of use, perceived usefulness) 

and users’ willingness to participate in online reviews?

(6) Is user’s willingness to participate in online reviews influenced by the pursuit of 

economic rewards, reputation, self-efficacy, perceived ease of use, perceived usefulness,  

and cost of reviews?
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Research Significance

The findings of the survey conducted by the China Internet Network Information  

Center (CNNIC) indicate that consumer reviews, whether for familiar or unfamiliar products,  

play a crucial role in the decision-making process of online shoppers. However, the willingness 

of users to actively contribute their own reviews remains low. Instead, most users prefer  

to browse through existing comments provided by other consumers. According to the  

CNNIC survey, among internet users who have engaged in online shopping, only 3.5% of  

them frequently share their online consumption experiences, while 19.8% occasionally share  

their experiences across multiple platforms or applications. These figures amount to a mere  

23.3% of online consumers, indicating that a significant majority (76.7%) of online shoppers  

refrain from sharing their experiences. Considering this, it becomes imperative for e-commerce  

companies and platforms to explore the motivations behind consumer reviews and develop 

effective incentives in order to achieve sustainable development.

This study primarily examines the influence of economic incentives, reputation,  

self-efficacy, review costs, perceived ease of use, and perceived usefulness on the intention  

of O2O platform users to engage in online reviews. Theoretically, it provides practical  

guidance for future research on the motivations that drive O2O platform users to participate  

in online reviews. Studies have shown that the willingness of platform users to comment  

is influenced by technical factors (perceived ease of use and perceived usefulness)  

(Bae & Han, 2020), social factors (self-efficacy and reputation) (Ahmad & Guzmán, 2021;  

Raharjo, 2020) and individual user psychological factors (economic rewards and review costs) 

(Luo et al., 2022; Wang & Scrimgeour, 2021). This study confirms that the pursuit of economic 

returns, reputation, self-efficacy, review costs, perceived ease of use, and perceived  

usefulness are significant factors that influence users’ engagement in online reviews. As a result, 

this study offers a theoretical framework for companies to explore and integrate these  

factors across various domains when conducting research on relevant phenomena.

Literature Review

Based on the classical technology acceptance model, this paper combines social  

cognitive theory, social exchange theory, achievement needs theory, Maslow’s hierarchy  

of needs theory and the research results of Li (2021), and combines the characteristics of 
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catering O2O platform and users to construct catering O2O platform. Perceived Usefulness (PU) 

and Perceived Ease of Use (PEOU) are defined as technology-related driving factors;  

Pursuit of Economic Return (ER), Cost of Review (CC), Reputation (SY) and Self-efficacy (SE)  

are defined as individual driving factors.

Technology Acceptance Model

The Technology Acceptance Model (Davis, 1989; Davis, Bagozzi, & Warshaw, 1989) 

is primarily employed to elucidate users’ behavior in accepting and adopting new technologies 

and systems. Built upon the theory of reasoned action, this model emphasizes the impact  

of two key variables, namely perceived usefulness, and perceived ease of use, on users’  

intentions to use a particular technology or system. Lu and Xu (2005) posit that information 

technology acceptance research encompasses various models, each with distinct determinants 

of acceptance. Within this model, user attitudes are contingent upon perceived usefulness  

and perceived ease of use. These two variables can also be applied to explain users’ intentions 

to engage in online word-of-mouth, as the review system of O2O catering platforms essentially 

functions as an information system. The willingness or attitude of users on e-commerce  

platform to post consumers’ reviews is also closely related to users’ perceived usefulness  

and perceived ease of use of the online review system (Duan, Gu, & Whinston, 2008), and this 

model can be well used to explain the online review intention of O2O catering platform users.

Yang, Wang, and Sun (2016) suggested that to enhance the effectiveness of online  

marketing, online merchants can enhance the performance of the online recommendation  

system by proactively providing explanations for recommended items to consumers,  

actively gauging consumers’ satisfaction with the recommendation outcomes, and displaying 

detailed information about the recommended products. To reduce consumers’ search costs  

and cater to their diverse needs, it is recommended to display diversified recommendation lists 

(Adomavicius & Tuzhilin, 2005). The recommendation algorithm can be optimized by prioritizing 

popular brands with a strong reputation and perceived quality, as well as recommending  

novel products in order to enhance the quality of the recommendation information.  

This approach can also improve perceived ease of use and perceived usefulness, ultimately  

increasing consumers’ intention to adopt the recommendations (Zhou et al., 2010).  

Tao, Zhang, Yang, and Zhang (2017) indicated that while both the number of online reviews  
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and price have a positive influence on the diffusion of new products, there exists a negative  

interaction between the number of online reviews and price concerning product diffusion.  

Perceived usefulness acts as a partial mediator, meaning that the number and sentiment  

of online reviews impact the perceived usefulness, subsequently affecting the diffusion  

of new products. Additionally, Yan and Meng (2013) argued that online reviews with more  

extreme emotional expressions and longer texts have a positive effect on the perceived  

usefulness of online reviews.

Social Cognitive Theory

Social cognitive theory, developed by American psychologist Bandura in the late 1970s, 

is an educational theory that experienced rapid development in the 1990s. It incorporates  

cognitive elements into the traditional behaviorist personality theory, thereby establishing  

its distinctive social cognitive theory.

Social cognitive theory holds that social psychology is stored in people’s minds  

in a certain structure, and there is a relationship between the structure and its parts.  

Zhu et al. (2010) have proposed that consumers, new technologies and adoption are  

a dialectical tripartite reciprocal decision system, and reviewed and analyzed several basic  

user acceptance models: Technology Acceptance Model (TAM) (Davis, 1989; Davis et al., 1989), 

Theory of Planned Behavior (TPB) (Ajzen, 1991), and Value-based Adoption Model (VAM)  

(H.-W. Kim, Chan, & Gupta, 2007). There are three theories to explain the existence of  

social cognitive information: The first one can be called feature theory, which holds that  

the relevant social psychological phenomena are represented by various features in people’s 

long-term memory. When people are stimulated by relevant stimuli, they will analyze  

these features and compare them with the features and connections in long-term memory,  

so as to respond to some social psychological phenomena. The second is the prototype  

theory, which holds that the cognition formed by a certain social psychology can be regarded  

as the general representation of various specific phenomena of the social psychology,  

and it is the basic feature of the social psychology. The third is the exemplar theory, which  

holds that social psychological phenomena are stored in people’s minds in the form of  

concrete examples, and they have a one-to-one correspondence with external phenomena. 

When people are stimulated by the corresponding stimulus, the stimulus information is encoded,  
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and the corresponding exemplar will be activated, thus producing a corresponding response  

to a certain social psychological phenomenon. Customers can get a better public image  

and a sense of social identity by commenting, and online comments can communicate  

with consumers with similar interests and generate a sense of belonging. Huang, Wang, Gu,  

and Peng (2011) proposed that innovation self-efficacy is an important incentive mechanism  

for individuals to innovate. After that, the predictive effect of innovation self-efficacy on  

innovative thinking, innovative behavior and creativity has attracted wide attention.  

Researchers from companies to schools have found that innovation self-efficacy has  

a positive predictive effect on innovation performance. Zhang (2015) believes that network  

self-efficacy has a predictive effect on deep learning, and there is a significant positive  

correlation between them. Specifically, there is a significant linear correlation between  

network self-efficacy and deep learning in the middle and low levels; in the middle and  

high levels of network self-efficacy, the increase of deep learning shows a downward trend,  

and there is a linear correlation between them. Xie, Shen, Yang, and Wu (2016) proposed  

that the application of online learning space can gradually improve college students’  

self-efficacy in online learning, and the application effect of black product is very significant:  

in the process of applying online learning space, the improvement effect of each dimension  

of college students’ self-efficacy is different, among which the improvement effect of  

“ability sense”, “effort sense” and “environment sense” is more significant. At the same time,  

the study found that “individual’s sense of social presence in the learning space”,  

“functional support of the network learning space” and “network learning behavior mode”  

are the main factors affecting the promotion effect of network learning self-efficacy.

Social Exchange Theory

This theory, proposed by (West & Turner, 2007), examines the rewards and costs  

associated with social interactions. It suggests that individuals who are most appealing  

to themselves are those who can offer the greatest benefits. People strive to maximize  

the rewards they receive from their social interactions. To receive rewards, individuals must  

also provide them. As the principle of human society is based on mutual assistance, others  

reciprocate with benefits. Therefore, the process of social interaction can be viewed as  

an exchange process.
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Social exchange theory holds that social behavior as an exchange is a kind of  

reciprocal benefit behavior. When one party provides help and support to the other party,  

the other party has the obligation to return, but this obligation is not as clear as economic  

exchange. Social exchange theory assumes that people focus on relatively long-term interests 

and expectations for the future, rather than one-time exchanges (Cropanzano & Mitchell, 2005). 

O2O catering platform users publish consumer comments and expect the platform and  

other users in the community to be full of benefits. Usually, people tend to produce  

the willingness to exchange behavior through cost-benefit assessment. Only when all parties  

to the exchange can benefit from the exchange, and the perceived benefits are greater than  

the perceived costs, can such an exchange occur, and the interaction between them will be  

attractive and lasting. Under the influence of social transformation, the economic values of  

contemporary post-90s college students have undergone profound changes. The orientation  

of economic values is utilitarian, and the ideals are blurred in the treatment of money  

and ideals (Frey & Stutzer, 2002). On the issue of self-worth and social status, 51.56%, 41%  

and 58.81% of college students oppose money-oriented, ideals are secondary, improving  

the economic situation is the way to realize self-worth, and the advantages and disadvantages 

of economic conditions are the embodiment of social status (Longfield, Romas, & Irwin, 2006). 

These views show that most of the post-90s college students have their own ideals  

and pursuits. They hope to realize their life value in the process of realizing their ideals, and 

constantly improve their economic situation through their own efforts. Whether e-commerce 

platform users participate in consumer reviews or not, they often consider the gains  

and losses of participating in online community behavior from the perspective of cost-benefit, 

and only when they maximize the benefits and minimize the costs, they will actively participate  

in community activities. When consumers need reference information to choose restaurants,  

they also hope to get help from others. When consumers choose restaurants, they also want to 

repay others by posting their real consumption experience via comments. Fu and Wang (2015) 

pointed out that many online shopping websites have adopted different incentive measures, 

such as small economic returns, to encourage consumers to post online product reviews,  

hoping that these reviews will help consumers make purchase decisions and ultimately  

promote product sales, but there is no clear conclusion about the impact of economic  
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returns on online product review behavior. Based on the theory of social relations Based on  

the actual data of online reviews on two major shopping websites in China, this paper  

empirically tests the impact of small economic returns on online product reviews.  

The results show that, compared with social returns, online product reviews published  

in the form of small economic returns have higher ratings, but the depth of product reviews  

is shallower and the perceived usefulness of review readers is lower.

Achievement requires theory

The theory of achievement needs is a theory that studies people’s needs for  

achievement, and it is an important part of the theoretical system of later behavioral science 

(McClelland, 1961). The representative is McClelland of the United States. This theory  

divides the basic needs of human beings into three kinds: achievement needs, power needs  

and friendship need, among which achievement needs play a vital role in the development  

of individuals, groups and society (Koestner, Lekes, Powers, & Chicoine, 2002). People with high 

achievement needs are generally concerned about the success or failure of their career, 

willing to take responsibility, they have clear goals, like creative work, and are not afraid  

of fatigue. The more of these types of people there are, the more likely the business is to  

succeed. Achievement needs can be cultivated and improved through effective educational 

means. Customers provide help to other consumers by posting comments, and feel  

that their comments are valuable and recognized by others. In social life, people often  

observe two kinds of phenomena: one kind of phenomenon is from the individual to  

the aggregate sense, that is, the individual reputation of members adds up the collective  

reputation, and the society can establish the reputation of the organization in the sense of  

“average probability” of the individual reputation of members of the organization; the other  

kind of phenomenon can be said to be just the opposite: individuals in the organization  

can take full advantage of the reputation that the organization has built up, either literally or  

in a way that is not worthy of the name. If the reputation of the organization is abused,  

the reputation of the organization will be destroyed, and the organization will lose its most  

important function. Guo, Wang, and Zhao (2014) believe that the primary factor affecting  

consumers’ positive comments is consumers’ perceived usefulness of the online reputation 
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system, followed by consumers’ satisfaction with the shopping experience. The primary factor 

that affects consumers’ negative comments is consumers’ dissatisfaction with the shopping  

experience, followed by consumers’ perceived usefulness of online reputation systems.  

Jin and Wang (2016) There have been “economic man”, “social man”, “self-actualization man”  

and “complex man” in the history of western management thought. The hypothesis  

of “economic man” holds that the goal of human beings is to maximize their personal  

interests based on material interests. Social man “assumes that people not only have  

the motivation and need to pursue income, but also need friendship, security, respect,  

belonging and power.” Self-actualization “man” assumes that everyone needs to reach  

his potential. Only when one’s potential and ability are brought into full play, can one feel 

the greatest satisfaction. These hypotheses of human nature have their own explanatory  

power and limitations, but any hypothesis of human nature does not lie in its right or wrong,  

but in its practical significance and application value.

Figure 1: Study Flow Chart.
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Research model and framework

According to the research of Xu, Zhao, Wu, Zhu, and Shao (2017), the motivation  

of user-generated content is closely related to technology drivers, social drivers  

and individual drivers. Liu, Lang, and Li (2013) believe that the motivation of micro-blog  

users to generate content is mainly influenced by three factors: social incentives, technical  

incentives and internal needs. Generally speaking, when technology and social humanities  

are well integrated, the application system can better meet the needs of users and achieve 

greater success, such as Apple’s series of products. So, based on the technology acceptance 

model and social exchange theory, this paper attempts to build a research framework  

model for the user’s willingness to comment on the O2O catering platform review system,  

as shown in Figure 2-2, in combination with the integrated model established by Xu et al. (2017), 

which affects the motivation of user-generated content. This paper argues that the motivation 

of users to publish consumer reviews on the O2O catering platform is mainly affected by  

three factors, namely, social motivation, psychological motivation and technical factors.  

Among them, users’ social motivation mainly ref ers to users’ motivation to publish consumer 

reviews under the influence of external social factors, which is closely related to consumers’ 

desire to be recognized and concerned by the society (community), including the expectation 

of contacting friends with similar interests, the expectation of being respected by community  

members, the improvement of self-image and reputation, reciprocity, etc. Individual  

psychological motivation of users mainly refers to the motivation of publishing consumer  

reviews generated by the internal psychological needs of individual consumers, which  

is closely related to the self-awareness and internal needs of users. Such as the spirit  

of altruism, the perception of fun, the desire to be rewarded with points and so on.  

Technical motivation mainly refers to that when users publish consumer reviews online,  

they pay more attention to the usefulness, ease of operation and security of the online  

review system of e-commerce platform. At the same time, the three types of motivation  

often do not affect the user’s behavior intention alone, they interact with each other  

and affect the user’s comment intention together. That is to say, the user’s individual  

psychological motivation, social motivation and technical motivation also have mutual  

influence, technical motivation will promote the generation of user’s social motivation  
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and psychological motivation, and user’s psychological motivation will also promote  

the formation of social motivation. That is to say, social motivation and psychological motivation 

are not only the direct variables affecting the user’s willingness to comment on the O2O  

catering platform, but also the intermediate variables of technical motivation. Li (2021)  

stated User’s willingness to consume reviews directly affects the activity and effectiveness  

of the customer review system on the e-commerce platform, and ultimately affects the sales of 

commodity services on the platform. In-depth discussion of the different motivation  

configuration paths behind the participation of e-commerce platform users in consumer  

reviews has important theoretical and practical significance for optimizing the design and  

incentive mechanism of the customer review system on the platform.

Figure 2:  Conceptual Model of Research on Motivation of Users' Participation in Online

Reviews on Catering 020 Platform.
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Hypotheses:

H1 pursuit of economic return has a positive effect on perceived usefulness.

H2  pursuit of economic return has a positive effect on perceived ease of use. 

H3  Reputation has a positive effect on perceived usefulness. 

H4  Reputation has a positive effect on perceived ease of use.

H5 self-efficacy has a positive effect on perceived usefulness.

H6 self-efficacy has a positive effect on perceived ease of use. 
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H7 perceived ease of use has a positive effect on perceived usefulness.

H8 comment cost plays a significant moderating role in perceived usefulness and users’ 

willingness to participate in online reviews. 

H9 comment cost plays a significant moderating role in perceived ease of use and user 

willingness to participate in online reviews.

H10 perceived ease of use has a direct positive impact on users’ willingness to participate 

in online reviews.

H11 Perceived Usefulness has a direct positive impact on users’ willingness to participate 

in online reviews. 

H12 perceived ease of use played a significant mediating role between the pursuit  

of economic returns and the willingness of users to participate in online reviews.

H13 perceived ease of use played a significant mediating role between reputation  

and users’ willingness to participate in online reviews. 

H14 perceived ease of use played a significant mediating role between self-efficacy  

and users’ willingness to participate in online reviews.

H15 perceived usefulness plays a significant mediating role between the pursuit  

of economic returns and the willingness of users to participate in online reviews. 

H16 perceived usefulness plays a significant mediating role between reputation  

and users’ willingness to participate in online reviews. 

H17 perceived usefulness played a significant mediating role between self-efficacy  

and users’ willingness to participate in online reviews.

Research methodology

Research methods

Based on the main research objectives and contents of this paper, the main research 

means and methods used in this research are literature research, questionnaire survey. 

Through the network questionnaire, 50 questionnaires were sent out to conduct  

a pre-test. After conducting data analysis on the pre-test survey questionnaire, both reliability 

and validity were found to be within an acceptable range. This indicates that the questionnaire 
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items effectively reflect the purpose of this study, allowing for the commencement of  

formal testing. The questionnaire could be used. According to the suggestion of Tinsley  

and Tinsley (1987), the ratio of the number of items to the number of samples in factor  

test analysis should be between 1:5 and 1:10. At least 300 samples were collected  

and used in this study.

The research is carried out through the following research methods, as follows: 

Literature research method: It mainly summarizes the research status and trends of  

users’ self-efficacy, perceived usefulness, perceived ease of use, review cost and reputation  

between platforms, and pursuit of economic returns, focusing on their theoretical connotations, 

structural dimensions and measurement indicators, influencing factors, and correlations.  

And then construct the theoretical framework of this study. 

Questionnaire Method: This study employs the Likert (1932) five-point scale design or  

measurement purposes. Respondents indicate their level of agreement with each question on  

a personal basis, using the following scale: “Strongly Disagree” (1 point), “Disagree” (2 points),  

“Neutral” (3 points), “Agree” (4 points), and “Strongly Agree” (5 points). A higher total  

score indicates a higher degree of agreement from respondents. Additionally, to maintain  

the authenticity of the measurement, the questionnaire items within each dimension are  

randomly arranged, preventing the influence of respondent answering habits. Based on  

the data collected from interviews and considering various factors, a questionnaire addressing 

repurchase intention is developed. After appropriate modifications, the questionnaire is  

distributed, and subsequently, SPSS statistical software is utilized to analyze the data,  

thereby testing the hypotheses and deriving final conclusions and recommendations.

Target populations

This study takes the consumers who have used the catering O2O platform  

and posted comments as the research objects. The study incorporates reviews from both 2021 

and previous years. The researcher chooses the takeout groups through multiple WeChat groups, 

because most of the consumers are people who often order takeout and have more  

activities in online comments. By convenience sampling, researcher joined WeChat groups  

established by nearby catering businesses for their customer base. The participants in  

these groups had placed at least one takeaway order. 
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Measurement Scales

The scale used in this study is a questionnaire widely used and verified by scholars  

at home and abroad. All the scales adopted a 5-point scoring system, with 1-5 points  

representing “1-strongly disagree”, “2-disagree”, “3-no opinion”, “4-agree” and “5-strongly agree”  

respectively, allowing respondents to make choices according to their true feelings.  

Specific scale sources are as follows:

Data analysis method

Based on the above research framework and assumptions, this study used SPSS  

version 23 to conduct narrative statistical analysis, reliability and validity analysis, correlation 

analysis, regression analysis and moderating analysis on the collected data. Data analysis is  

as follows:

(1) Sample descriptive statistics: First of all, analyze the demographic variables of  

the sample, and use SPSS to get the sample number and percentage of each variable, so as to 

understand the personal background information of the collected sample and the distribution 

of demographic variables related to work.

(2) Reliability and validity analysis: To ensure the stability and consistency of  

the questionnaire, reliability analysis was conducted. In this study, Cronbach’s α coefficient 

is employed to assess the reliability of each variable in the questionnaire. A higher value  

of Cronbach’s α indicates a stronger correlation between the items in the scale and the  

measured variables, thus reflecting higher internal consistency. The Cronbach’s alpha is greater 

than 0.9 indicates very good reliability; values between 0.8 and 0.9 indicate good reliability;  

Values between 0.7 and 0.8 indicate acceptable reliability, values between 0.6 and 0.7 indicate 

need to be carefully considered, values between 0.5 and 0.6 indicate poor reliability, and values 

below 0.5 suggest deletion (George & Mallery, 2003); Validity analysis is used to examine  

whether the items can accurately measure the latent variables. Therefore, before the regression, 

exploratory factor analysis was used to test the validity of the construction. KMO sample test 

and Bartlett sphere test was used. The criterion was that the closer the KMO value was to  

1 and the significance of Bartlett sphere test was less than or equal to 0.05, the more  

appropriate factor analysis was.
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(3) Correlation between variables: Before studying formal validation of hypotheses,  

it is necessary to understand the correlation between variables. This study uses Pearson  

correlation analysis to explore the correlation between self-efficacy, reputation, perceived ease 

of use, perceived usefulness, review cost and pursuit of economic returns, and to observe 

whether the relationship conforms to the expected trend of this hypothesis.

(4) Amos Structure Equation Model (SEM): this study uses SEM to measure  

the model fit and test each hypothesis proposed in Chapter 2 as well as the tests for  

mediating and moderating effects.

Results and Discussion

Descriptive analysis

The questionnaire was conducted in the form of online questionnaire and  

distributed by questionnaire star software. After collecting the data, SPSS software is  

used for data analysis. 

Descriptive statistics refers to the activities of using tabulation, classification,  

graphics and calculation of general data to describe the characteristics of data. When doing data 

analysis, it is generally necessary to make descriptive statistical analysis of the data first,  

so as to measure the various characteristics of each sample represents, and then make in-depth 

analysis. A total of 310 valid samples were collected in this paper, and the basic information  

of the respondents was described and analyzed from the aspects of gender, age, occupation,  

education, monthly income, catering O2O platform, frequency of use, and whether online  

comments will be conducted. See the following table for details.
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Table 1:  Description and analysis of basic information

Attribute Category Number Percentage

Gender
Male 145 46.8

Female 165 53.2

Age

Under 18 years old 5 1.6

18~25 40 12.9

26~30 47 15.2

31~40 117 37.7

41~50 101 32.6

Occupation

Full-time student 43 13.9

Production personnel 1 0.3

Salesperson 9 2.9

Marketing/public relations personnel 105 33.9

Customer service staff 107 34.5

Administrative/logistics personnel 1 0.3

Human resources personnel 1 0.3

Finance/Audit Staff 2 0.6

Civilian/clerical staff 2 0.6

Technical/R&D personnel 1 0.3

Management personnel 7 2.3

Teacher 16 5.2

Advisory/Consultancy 2 0.6

Professionals 2 0.6

Other 11 3.5

Academic qualifications

Junior college and below 12 3.9

Undergraduate 21 6.8

Master 161 51.9

Doctor and higher 116 37.4
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Table 1:  Description and analysis of basic information (Continue)

Attribute Category Number Percentage

Monthly income

Less than 2000 RMB 22 7.1

2000-4000 RMB 22 7.1

4000-6000 RMB 25 8.1

6000-9000 RMB 123 39.7

More than 9000 RMB 118 38.1

Catering O2O platform

Dianping 12 3.9

Meituan/Meituan takeout 55 17.7

Erlema 23 7.4

WeChat Catering Mini Program 112 36.1

Independent app for catering businesses 102 32.9

Other 6 1.9

Frequency of use

3 or more times per day 7 2.3

Once a day 23 7.4

Once every 3 days 42 13.5

Once every 5 days 113 36.5

Once every 7 days 125 40.3

Will there be an online 

evaluation?

Every time 104 33.5

Once in a while 182 58.7

Never 24 7.7

Note: collated by the author of this study

It can be seen from the above table that the gender ratio of the respondents in  

this survey is 165 women, accounting for 53.2%, and 145 men, accounting for 46.8%, indicating  

that the proportion of men and women in this survey is relatively balanced.
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The highest age ratio of the respondents in this survey is over 31 years old, with  

218 people, accounting for 70.3%. According to the occupational proportion of the respondents 

in this survey, the largest number of occupations is customer service personnel, with 107 people, 

accounting for 34.5%, followed by marketing public relations personnel, with 105 people,  

accounting for 33.9%. In this survey, the largest number of respondents with master’s degree  

is 161.The proportion reached 51.9%, and the least number was junior college and below,  

with 12 people, accounting for 3.9%. The highest proportion of monthly income of  

the respondents in this survey is 6000 - 9000 RMB, the number of people is 123, accounting  

for 39.7%, followed by more than 9000 RMB, the number of people is 118, accounting  

for 38.1%, the lowest proportion is less than 2000, the number is 22, accounting for 7.1%.  

Therefore, most of the respondents in this survey have a monthly income of more than  

6000 RMB. Among the platforms chosen by the respondents in this survey, the highest  

proportion is WeChat catering application, with 112 people, accounting for 36.1%, followed  

by independent app, with 102 people, accounting for 32.9%. In this survey, the most frequent 

use of takeaway software was once every 7 days, with 125 respondents, accounting for  

40.3%, and the least frequency was three or more times a day, with only 7 respondents,  

accounting for 2.3%. Among the respondents, the highest proportion was occasional,  

with 182 people, accounting for 58.7%, followed by every time, with 104 people, accounting  

for 33.5%, and the least was never participating in comments, with only 24 people, representing 

7.7%, indicating that most of them would participate in comments and research on takeaway 

platforms, and only a few people never participated.

Normality test

According to H.-Y. Kim (2013), the following table can be obtained. The mean value  

of each measurement item is between 2.19 and 3.94, the standard deviation is between  

0.88 and 1.365, and the absolute value of skewness is less than 2. The absolute value of  

kurtosis is less than 7. It shows that each measurement item conforms to normal distribution. 

See the following table for details.
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N Mean value Standard deviation Skewness Kurtosis

R1 310 3.64 1.279 -0.897 -0.200

R2 310 3.62 1.213 -0.852 -0.053

R3 310 3.52 1.365 -0.699 -0.652

R4 310 3.66 1.333 -0.91 -0.315

SE1 310 3.52 1.187 -0.286 -0.894

SE2 310 3.51 1.114 -0.181 -0.827

SE3 310 3.53 1.248 -0.386 -0.906

PER1 310 3.68 1.139 -1.009 0.414

PER2 310 3.79 0.880 -0.523 0.079

PER3 310 3.64 1.279 -0.877 -0.171

CC1 310 2.19 1.064 0.604 -0.354

CC2 310 2.19 1.161 0.679 -0.504

CC3 310 2.21 1.182 0.819 -0.174

PU1 310 3.82 0.989 -0.27 -1.045

PU2 310 3.76 1.112 -0.449 -0.78

PU3 310 3.77 1.048 -0.441 -0.718

PU4 310 3.71 1.02 -0.451 -0.379

PEU1 310 3.93 1.066 -0.69 -0.269

PEU2 310 3.93 1.065 -0.57 -0.645

PEU3 310 3.85 1.121 -0.668 -0.228

PEU4 310 3.94 1.071 -0.665 -0.339

WTP1 310 3.73 1.100 -0.909 0.408

WTP2 310 3.85 1.023 -1.033 0.958

WTP3 310 3.84 1.012 -0.946 0.903

WTP4 310 3.8 1.188 -0.789 -0.112

Table 2: Description and analysis of each measurement topic 

Note: collated by the author of this study
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Reliability analysis

Reliability Analysis uses Cronbach’s (Cronbach’s Alpha) reliability coefficient to check  

the consistency of the research variables of the questionnaire on each measurement item.  

It is generally believed that the Cronbach’s Alpha coefficient must be greater than 0.7 for  

a variable to have good reliability.

Dimension Item CITC
Cronbach's Alpha after 

the item was deleted.

Cronbach's 

Alpha

Reputation

R1 0.862 0.861 0.911
R2 0.798 0.885
R3 0.751 0.902
R4 0.784 0.889

Self-efficacy
SE1 0.687 0.81 0.846
SE2 0.72 0.782
SE3 0.738 0.763

The pursuit of econom-

ic 

returns

PER1 0.688 0.727 0.816
PER2 0.688 0.758
PER3 0.678 0.756

Comment cost
CC1 0.755 0.821 0.872
CC2 0.749 0.824
CC3 0.763 0.812

Perceived usefulness

PU1 0.753 0.85 0.884
PU2 0.721 0.863
PU3 0.782 0.838
PU4 0.74 0.854

Perceived ease of use

PEU1 0.633 0.816 0.84
PEU2 0.717 0.779
PEU3 0.681 0.795
PEU4 0.665 0.802

Willingness to comment 

online

WTP1 0.819 0.844 0.894
WTP2 0.78 0.86
WTP3 0.739 0.874
WTP4 0.739 0.877

Note: collated by the author of this study

Table 3: Reliability analysis
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.906

Bartlett's spherical test

Approximate chi-square 4708.684

df 300

Sig. .000

It can be seen from the above table that the Cronbach’s Alpha coefficient of  

each dimension is greater than the standard of 0.7, indicating that the variables have  

good internal consistency reliability. CITC is greater than 0.5, indicating that the measurement 

items meet the requirements of the study. From the point of view of “deleting the Cronbach’s 

Alpha value of the item”, deleting any item will not cause the increase of the Cronbach’s  

Alpha value, which also shows that the variable has good reliability.

Exploratory factor analysis

SPSS23.0 was used for exploratory factor analysis to conduct KMO and Bartlett’s  

sphericity test on the scale. The results are shown in the following table:

From the above table, it can be seen that KMO = 0.906, greater than 0.7, and  

the test value of Bartlett’s sphericity is significant (Sig. < 0.001), indicating that the questionnaire 

data met the prerequisite requirements of factor analysis. Therefore, for further analysis,  

the principal component analysis method is used for factor extraction, and the common  

factor is extracted by taking the eigenvalue greater than 1 as the factor, and the factor rotation 

is analyzed by using the maximum variance orthogonal rotation. The analysis results are  

shown in the table below.

Note: prepared by the author of this study

Table 4: KMO and Bartlett’s Test
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Ingredient

Initial eigenvalue
Extract the sum of 
the load squares

The sum of the squares of 
the rotating loads

Total
Percent 
variance

Cumulative 
percentage

Total
Percent 
variance

Cumulative 
percentage

Total
Percent 
variance

Cumulative 
percentage

1 9.224 36.898 36.898 9.224 36.898 36.898 3.224 12.897 12.897

2 2.121 8.486 45.384 2.121 8.486 45.384 3.079 12.318 25.215

3 1.850 7.400 52.783 1.850 7.400 52.783 2.869 11.478 36.693

4 1.594 6.374 59.158 1.594 6.374 59.158 2.753 11.010 47.703

5 1.568 6.270 65.428 1.568 6.270 65.428 2.466 9.865 57.568

6 1.436 5.745 71.173 1.436 5.745 71.173 2.331 9.324 66.892

7 1.220 4.880 76.053 1.220 4.880 76.053 2.290 9.161 76.053

8 .550 2.200 78.254

Note: Extraction method: principal component analysis.
 prepared by the author of this study.

Table 5: Total variance interpretation

Table 6:  Results of factor analysis

Ingredient

Reputation
Willingness 

to comment 
online

Perceived 
usefulness

Perceived 
ease of 

use

Comment 
cost

Self-
efficacy

The pursuit 
of 

economic 
returns

R2 0.872

R1 0.863

R4 0.803

R3 0.801

WTP1 0.818

WTP2 0.813

WTP4 0.805

WTP3 0.788

PU3 0.788
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Ingredient

Reputation
Willingness 

to comment 
online

Perceived 
usefulness

Perceived 
ease of 

use

Comment 
cost

Self-
efficacy

The pursuit 
of 

economic 
returns

PU2 0.77

PU4 0.757

PU1 0.734

PEU2 0.764

PEU4 0.763

PEU3 0.729

PEU1 0.702

CC3 0.861

CC1 0.855

CC2 0.837

SE3 0.841

SE1 0.83

SE2 0.776

PER2 0.839

PER1 0.815

PER3 0.783

Note: collated by the author of this study

Table 6:  Results of factor analysis  (Continue)

It can be seen from the above table that there are seven factors in total, and  

the total explanatory power reaches 75.013%, which is more than 50%, indicating that  

the seven factors selected have good representativeness. The factor load of each measurement 

item is greater than 0.5, and the cross load is less than 0.4, and each item falls into  

the corresponding factor.
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Factor analysis of validation (convergent validity)

There are 7 dimensions in this paper, including 25 measurement items. After using  

Amos 23.0 to perform confirmatory factor analysis, the following figure and table are obtained.

Figure 3: Confirmatory factor analysis.
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Variables Item Factor load CR AVE

Reputation

R1 0.93 0.913 0.724

R2 0.844

R3 0.792

R4 0.832

Self-efficacy

SE1 0.752 0.847 0.649

SE2 0.839

SE3 0.824

The pursuit of economic returns

PER1 0.794 0.829 0.617

PER2 0.774

PER3 0.789

Comment cost

CC1 0.829 0.873 0.696

CC2 0.831

CC3 0.842

Perceived usefulness

PU1 0.822 0.885 0.659

PU2 0.772

PU3 0.85

PU4 0.802

Perceived ease of use

PEU1 0.714 0.842 0.571

PEU2 0.799

PEU3 0.767

PEU4 0.74

Willingness to comment online

WTP1 0.897 0.897 0.685

WTP2 0.842

WTP3 0.789

WTP4 0.778

Note: collated by the author of this study

Table 7:  Validation of factor analysis results
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It can be seen from the above table that the factor load of the measurement items 

of each variable is greater than 0.6, the component reliability (CR) is greater than 0.7,  

and the average extraction of variation (AVE) is greater than 0.5, indicating that each variable  

has convergent validity.

Discriminant validity

This study used the more rigorous AVE method to evaluate the discriminant validity 

(Fornell & Larcker, 1981), the AVE root of each factor must be greater than the correlation  

coefficient of each paired variable, indicating that the factors have discriminant validity.  

The AVE square root of each factor was greater than the standardized correlation coefficient 

outside the diagonal, so the study still had discriminant validity, and the oblique lower triangle 

was the correlation coefficient. See the following table for details:

Reputation
Self-

efficacy

The pursuit 

of economic 

returns

Comment 

cost

Perceived 

usefulness

Perceived 

ease 

of use

Willingness 

to 

comment 

online

Reputation 0.851 

Self-efficacy .349** 0.806 

The pursuit 

of economic 

returns

.372** .302** 0.785 

Comment cost -.315** -.298** -.292** 0.834 

Perceived 

usefulness
.456** .441** .418** -.325** 0.812 

Perceived ease 

of use
.451** .396** .378** -.383** .558** 0.756 

Willingness 

to comment

online

.338** .397** .359** -.334** .518** .488** 0.828

Note: collated by the author of this study

Table 8:  Discriminant validity
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Structural equation modeling

(1) Structural equation model analysis

 The calculation is performed using AMOS23.0, and the estimation is performed  

using the maximum likelihood method, and the results are shown in the following figure.

Figure 4: Structural Equation Model Analysis.

(2) Model fit

 It can be seen from the following table that CMIN/DF is 1.195, which is less than  

the standard of 3, GFI, AGFI, NFI, TLI, IFI and CFI all reach the standard of 0.9 or more,  

RMR is 0.050, which is less than 0.08, RMSEA is 0.025 and less than 0.08, and all fitting indexes 

are in line with the general research standards. Therefore, it can be considered that this model 

is well matched.
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Model fitting index Optimal standard value Statistical value Fit the situation

CMIN/DF <3 1.195 good

RMR <0.08 0.050 good

GFI >0.9 0.938 good

AGFI >0.9 0.921 good

NFI >0.9 0.944 good

IFI >0.9 0.990 good

TLI >0.9 0.989 good

CFI >0.9 0.990 good

RMSEA <0.08 0.025 good

Note: collated by the author of this study

3) Path coefficient

 It can be seen from the following table that reputation has a significant  

positive impact on perceived ease of use (β = 0.312, p < 0.05), and the hypothesis is valid;  

self-efficacy has a significant positive impact on perceived ease of use (β = 0.269, p < 0.05),  

and the hypothesis is valid; The pursuit of economic return has a significant positive effect  

on perceived ease of use (β = 0.226, p < 0.05), and the hypothesis is valid;

 Reputation has a significant positive effect on perceived usefulness (β=0.168,  

p < 0.05), the hypothesis holds; self-efficacy has a significant positive effect on perceived  

usefulness (β=0.205, p< 0.05), the hypothesis holds; the pursuit of economic rewards has  

a positive and significant effect on perceived utility (β=0. 177, p <0; Perceived ease of  

use has a significant positive effect on perceived usefulness (β=0.38, p<0.05), and  

the hypothesis is valid;

 Perceived ease of use has a significant positive effect on online review intention  

(β = 0.319, p < 0.05), and perceived usefulness has a significant positive effect on online review 

intention (β = 0.389, p < 0.05);

Table 9: Structural model fit
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Path Normalization
factor

Non-
normalized
coefficient

S.E. C.R. P Hypotheses

Perceived 
ease of use

<--- Reputation 0.312 0.199 0.042 4.73 *** H4 Support

Perceived 
ease of use

<--- Self-
efficacy

0.269 0.228 0.058 3.968 *** H6 Support

Perceived 
ease of use

<--- The pursuit 
of economic 
returns

0.226 0.189 0.057 3.332 *** H2 Support

Perceived 
usefulness

<--- Reputation 0.168 0.114 0.041 2.775 0.006 H3 Support

Perceived 
usefulness

<--- Self-efficacy 0.205 0.186 0.056 3.297 *** H5 Support

Perceived 
usefulness

<--- The pursuit 
of economic 
returns

0.177 0.159 0.055 2.865 0.004 H1 Support

Perceived 
usefulness

<--- Perceived 
ease of use

0.38 0.408 0.078 5.216 *** H7 Support

Willingness 
to comment 
online

<--- Perceived 
ease of use

0.319 0.414 0.101 4.096 *** H10 Support

Willingness 
to comment  
online

<--- Perceived 
usefulness

0.389 0.471 0.092 5.128 *** H11 
Support

Note: prepared by the author of this study

Table 10: Path coefficient

Mediating effect

In this study, Bootstrapping was used to verify the mediating effect. Studies have  

shown that if the bootstrap confidence interval does not contain 0, the corresponding indirect 

effect exists.

The Bootstrap method was run 5000 times in AMOS23.0 to obtain the level values  

of Bias-Corrected and Percentile at 95% confidence, as shown in the following table.
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Standardized

effect values

Bias-Corrected Percentile

95%CI 95%CI

Lower Upper Lower Upper

Total indirect effect

Reputation_Willingness to comment 

online
0.211 0.141 0.296 0.138 0.292

Self-efficacy_Willingness to comment 

online
0.205 0.117 0.295 0.116 0.294

The pursuit of economic returns_

Willingness to comment online
0.174 0.093 0.266 0.092 0.264

Indirect effect

Reputation_Perceived usefulness_

Willingness to comment online H16
0.065 0.019 0.132 0.014 0.124

Reputation_Perceived ease of use_

Willingness to comment online H13 
0.1 0.047 0.172 0.045 0.169

Self-efficacy_Perceived usefulness_

Willingness to comment online H17
0.08 0.026 0.154 0.023 0.149

Self-efficacy_Perceived ease of 

use_Willingness to comment online H14
0.086 0.035 0.165 0.031 0.156

The pursuit of economic returns_

Perceived usefulness_Willingness 

to comment online H15

0.069 0.019 0.139 0.134 0.01

The pursuit of economic returns _

Perceived ease of use Willingness 

to comment online H12

0.072 0.023 0.15 0.144 0.003

Note: collated by the author of this study

Table 11: Mediating Effects’ Test
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It can be seen from the above table that the indirect effect value of reputation_ 

perceived usefulness_online review intention is 0.065, which does not include 0 in the Lower 

and Upper value intervals of Bias-Corrected and Percentile95% CI, indicating the existence  

of indirect effect; The indirect effect value of reputation_perceived ease of use_online review 

intention is 0.1, which does not include 0 in the Lower and Upper value intervals of  

Bias-Corrected and Percentile95% CI, indicating the existence of indirect effect; The indirect  

effect value of reputation_perceived ease of use_perceived usefulness_online review  

intention was 0.046, which did not include 0 in the Lower and Upper value intervals of  

Bias-Corrected and Percentile95% CI, indicating the existence of indirect effect;

The indirect effect value of self-efficacy, perceived usefulness, online review  

intention was 0.08, which did not include 0 in the Lower and Upper value intervals of  

Bias-Corrected and Percentile95% CI, indicating the existence of indirect effect; The indirect  

effect value of self-efficacy, perceived ease of use, online review intention was 0.086,  

which did not include 0 in the Lower and Upper value intervals of Bias-Corrected and  

Percentile 95% CI, indicating the existence of indirect effect; The indirect effect value of  

self-efficacy, perceived ease of use, perceived usefulness, online review intention was 0.04,  

which did not include 0 in the Lower and Upper value intervals of Bias-Corrected and  

Percentile95% CI, indicating the existence of indirect effect; The indirect effect value of  

pursuing economic return, perceived usefulness_online review intention is 0.069, which  

does not include 0 in the Lower and Upper value intervals of Bias-Corrected and Percentile 

95% CI, indicating the existence of indirect effect;

The indirect effect value of pursuing economic reward, perceived ease of use,  

online review intention is 0.072, which is not included in the Lower and Upper value intervals  

of Bias-Corrected and Percentile95% CI. Indicating the existence of indirect effect;  

the indirect effect value of pursuing economic return, perceived ease of use, perceived  

usefulness, online review intention is 0.033, which does not include 0 in the Lower  

and Upper value intervals of Bias-Corrected and Percentile95% CI, indicating the existence  

of indirect effect.

In general, all hypotheses of mediating effects (H12, H13, H14, H15, H16, H17)  

are supported.
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Willingness to comment online

M1 M2 M3 M4

β β β β
Gender 0.055 0.026 0.024 0.019

Age 0.097 0.055 0.049 0.067

Occupation -0.117 -0.069 -0.06 -0.067

Academic qualifications 0.08 0.018 0.018 0.002

Monthly income 0.193* 0.1 0.101 0.111

Catering O2O platform 0.029 -0.011 -0.044 -0.034

Frequency of use -0.08 -0.038 -0.025 -0.04

Will there be an online evaluation -0.134* -0.142* -0.124* -0.109*

Perceived usefulness 0.434*** 0.404*** 0.399***

Comment cost -0.138** -0.172**

Perceived usefulness
* Comment cost -0.164**

R2 0.165 0.318 0.334 0.359

R2 Change 0.165 0.153 0.015 0.025

F 7.441*** 15.577*** 14.975*** 15.151***

Note. *p<0.05; **, p<0.01;  ***, p<0.001
 collated by the author of this study

Moderating effect

(1) A test of the moderating effect of review cost on perceived usefulness on online 

review intention.

 With gender, age, occupation, education, monthly income, catering O2O platform,  

frequency of use and whether online evaluation will be conducted as control variables,  

perceived usefulness as independent variable, review cost as adjustment variable and online 

review intention as dependent variable, SPSS is used to conduct adjustment test to obtain 

the following table.

Table 12: Moderating Effects’ Test
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It can be seen from the above table that perceived usefulness X comment cost  

has a significant positive effect on online comment intention (β= -0.164, p < 0.05),  

indicating that comment cost has a moderating effect on the effect of perceived usefulness  

on online comment intention, and the H8 hypothesis is true.

(2) A test of the moderating effect of review cost on perceived ease of use on online 

review intention.

With gender, age, occupation, education, monthly income, catering O2O platform, 

frequency of use, and whether online evaluation will be conducted as control variables,  

perceived ease of use as independent variables, review cost as adjustment variables, and  

online review willingness as dependent variables, the following table is obtained by using  

SPSS for moderating test.

Willingness to comment online

M1 M2 M3 M4

β β β β
Gender 0.055 0.033 0.03 0.021

Age 0.097 0.046 0.042 0.058

Occupation -0.117 -0.061 -0.053 -0.055

Academic qualifications 0.08 0.023 0.024 0.009

Monthly income 0.193* 0.137 0.136 0.134

Catering O2O platform 0.029 -0.019 -0.052 -0.011

Frequency of use -0.08 -0.026 -0.015 -0.023

Will there be an online evaluation -0.134* -0.077 -0.064 -0.051

Perceived ease of use 0.384*** 0.347*** 0.313***

Comment cost -0.147** -0.184**

Perceived ease of use*Comment cost -0.177**

R2 0.165 0.273 0.29 0.318

R2 Change 0.165 0.108 0.017 0.028

F 7.441*** 12.523*** 12.219*** 12.627***

Note. *p<0.05;**, p<0.01; ***, p<0.001

 Collated by the author of this study

Table 13:  Moderating Effects’ Test
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It can be seen from the above table that perceived ease of use X review cost  

has a significant negative impact on online review intention (β = -0.177, p < 0.05), indicating  

that review cost has a moderating effect on the impact of perceived ease of use on online  

review intention, and the H9 hypothesis is true.

Conclusion

Research conclusion

This paper mainly discusses the impact of the pursuit of economic returns,  

reputation, self-efficacy, review cost, perceived ease of use and perceived usefulness  

on the willingness of O2O platform users to participate in online reviews. In this study,  

the following conclusions are drawn by combing the literature, building the theoretical model 

of the study, designing and collecting questionnaires, and analyzing the data. 

(1) The variables of (pursuit of economic return, self-efficacy, cost of reputation review, 

perceived ease of use, perceived usefulness) have significant effects on the willingness of users 

to participate in online reviews. 

(2) The pursuit of economic returns, reputation, self-efficacy, perceived ease of use, 

perceived usefulness, and cost of reviews) are the influencing factors of users’ willingness  

to participate in online reviews, and there is a significant positive correlation between them.  

When these factors are higher, the significance of users’ participation in online reviews is stronger.

(3) Perceived usefulness (Pursuit of economic reward, self-efficacy, reputation)  

plays a partial mediating role on users’ willingness to participate in online reviews, perceived 

usefulness as a mediating variable will have a partial impact on (pursuit of economic reward,  

self-efficacy, reputation) and user’s willingness to participate in online reviews, when the user’s  

pursuit of economic rewards, self-efficacy and reputation is higher. The more intention  

the user’s willingness to participate in online reviews.

(4) The perceived ease of use (In pursuit of economic returns, Self-efficacy, reputation) 

play a partial mediating role on users’ willingness to participate in online reviews. As a mediating 

variable, it has a partial impact on the relationship between the independent variable  

and the dependent variable. When the independent variable is more positive, the dependent 

variable is more positive. 
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(5) The cost of comments plays a moderating role on users’ willingness to participate 

in online reviews, and users who participate in online reviews will consider their review costs 

what effects their online review willingness. 

Implications of the study

According to the research findings, several factors, namely the pursuit of economic 

returns, reputation, self-efficacy, review cost, perceived ease of use, and perceived 

usefulness, have an impact on users’ participation in online reviews. Therefore, businesses  

should focus on these aspects to enhance users’ willingness to engage in online reviews,  

gain insights into customer needs, and tailor their strategies accordingly to encourage maximum 

customer participation.

For instance, taking the pursuit of economic returns as an example, customers are  

concerned about whether engaging in online reviews will yield economic benefits. In response, 

businesses can offer incentives in the form of favorable reviews and rewards to customers  

who provide genuine feedback based on their real experiences. This approach also serves as  

a means of promoting the business, as customers often share their feedback on the platform. 

As customers’ account levels gradually increase and they receive positive evaluations from  

existing customers, trust and recognition from the wider audience can be gained. This allows 

customers to establish a good reputation on the platform and derive a sense of value from  

their contributions.

Comment cost is another important factor influencing customer participation in online 

reviews. Given that online reviews primarily entail time cost, customers evaluate whether 

participating in reviews is simple and convenient, allowing them to avoid devoting excessive  

time and effort. If engaging in online reviews is perceived as a casual task that does  

not demand significant time investment, customers will be more inclined to participate.  

Additionally, providing benefits to customers further enhances their motivation to engage  

in online reviews. The activities, such as incentivizing with positive reviews and cashback,  

create a perception of simplicity, convenience, and utility among customers. Consequently,  

this significantly boosts customers’ willingness to participate in online reviews. Platforms  

and merchants should therefore design effective activities to stimulate greater participation  

in platform reviews.
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Research Limitation and Prospect

Firstly, convenience sampling used in sample selection may have certain limitations. 

Secondly, this study employed specific measurement tools and data analysis  

techniques, which themselves may have inherent limitations such as variations in reliability  

and validity due to different measurement tools. Future research could explore more precise 

and effective measurement approaches to address these limitations. 

Additionally, external validity limitations should be clearly acknowledged. The findings 

of this study may be limited to specific populations or contexts; thus, caution should be  

exercised when generalizing the results to other populations or contexts. Future research could 

enhance external validity by expanding the sample size and diversifying the study settings. 

Finally, despite efforts made to ensure the accuracy of data collection and  

analysis procedures, errors and biases may still exist. Future research could employ stricter 

methods to validate and improve the reliability and validity of data. 

In future studies, it is recommended to further investigate these limitations and provide 

insights for improvement, such as employing more precise measurement tools, increasing  

sample size and diversity, improving study designs, and expanding the scope of research. 

The present study acknowledges the existence of certain limitations and aims to  

address these constraints and expand the scope of our research in future investigations. 

For instance, long-term tracking studies could be considered to gain a better  

understanding of the long-term impact and trends of our research. This approach would  

facilitate the observation of changes and developments, providing more reliable and  

comprehensive empirical evidence to support the durability and stability of our research findings. 

Future research endeavors may explore and apply novel technologies and  

methodologies to broaden the boundaries of the research field. For example, incorporating 

technologies such as artificial intelligence, big data analytics, and machine learning can  

unearth deeper insights and perspectives, offering fresh research perspectives. 

By further extending and deepening the existing body of work, future studies aspire  

to contribute more significantly to the advancement of the field. This would aid in  

propelling knowledge progression and furnish valuable guidance and recommendations for  

decision-makers and professionals in relevant domains.
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Abstract

The use of network platform to carry out general education courses has become  

a more common way in China's general education. In the Internet era, how to effectively  

use network platform resources, better carry out general education courses, and improve 

the learning satisfaction of general education is an important issue that needs to be solved.

Based on previous studies, this study takes three dimensions of self-efficacy, teacher  

guidance and curriculum quality as factors affecting learning satisfaction, and introduces 

learning engagement as a mediating variable. Using the method of empirical research,  

this paper adopts convenient sampling to select some students from 10 universities  

in Guangxi which offer online courses of general education.Through the sample data,  

it is verified that self-efficacy, teacher guidance and curriculum quality have significant  

positive effects on learning satisfaction. Learning engagement has a partial mediating effect.

Keywords: General Education, Online Course, Learning Satisfaction, Learning Engagemen 
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ในการศึึกษาทั่ั�วไปข่อีงจีีนในยุคอีินเทั่อีร์เน็ตวิธีีการใช้้ทั่รัพยากรแพลีตฟอีร์มเครือีข่่ายอีย่างมีประสูิทั่ธีิภาพ 

ดำเนนิการหลีกัสูตูรการศึกึษาทั่ั�วไป แลีะปรบัปรงุความพงึพอีใจีในการเรยีนรูข้่อีงการศึกึษาทั่ั�วไปเปน็ประเดน็สูำคญั 

ทั่ี�ต้อีงได้รับการแก้ไข่จีากการศึึกษาก่อีนหน้านี� การศึึกษานี� ใช้้สูามมิติข่อีงประสูิทั่ธีิภาพตนเอีง คำแนะนำครู  

แลีะคุณภาพหลีักสููตรเป็นปัจีจีัย ทั่ี�สู่งผลีกระทั่บต่อีความพึงพอีใจีในการเรียนรู้ แลีะแนะนำการมีสู่วนร่วม 
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Introduction

Colleges and universities shoulder the responsibility of delivering more high-level  

talents to the society, and general education plays a more important role in improving  

the quality of college talent training. Promoting general education is one of the important  

ways to improve the quality of college education and cultivate comprehensive talents 

(Xiang, 2020). Network technology guarantees the establishment of cross-university course  

selection, course sharing and course alliance, which brings opportunities to the teaching  

reform of China’s general education. General education network courses can break through 

various restrictions and share high-quality course resources. General education network  

courses provide a new way to carry out general education (Gao et al., 2020). Universities are also 

constantly introducing high-quality online course platforms to promote the popularization  

and promotion of general education. The online course platform provides a wealth of general  

education online courses jointly with universities and social institutions, such as Chinese  

university MOOC, Super Star Erya and Wisdom Tree. As a brand new teaching model,  

general education online courses can not only make college students become the leader  

of learning, but also choose the courses they need to learn according to the needs of students, 

no longer subject to the restrictions of traditional general education courses. For example,  

in addition to high-quality teaching resources and auxiliary materials, online courses for general  

education also include a variety of disciplines and categories of online courses, which can  

provide students with a variety of course choices (L.Y. Zhao,2022). It can be seen that  

the promotion of general education network courses has played a great role in promoting  

the development of quality education in colleges and universities, and its importance  

is reflected in strengthening curriculum construction, optimizing structure, promoting education 

and teaching reform, improving teaching quality and promoting students’ independent learning  

(Yao & H. B. Zhao, 2016).

The study of general education curriculum mainly focuses on curriculum quality,  

curriculum reform, learning satisfaction and its influencing factors.
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A study on the curriculum quality of general education courses. Zhang & Gong (2021) 

follows up and evaluates curriculum quality from three steps and six links.G. Liu & Zou (2023) 

believed that the teaching ability and level of individual teachers need to be improved,  

and students’ lack of understanding of the value of the curriculum leads to their neglect of  

the curriculum, which are the two main reasons for the low quality of the current  

curriculum.L.Li & H.Li (2022) put forward constructive suggestions on curriculum quality from  

the perspectives of effectively improving students’ learning input, building high-quality courses,  

and dealing with the relationship between academic burden and learning mode transformation.

Research on curriculum reform of general education course. As for the direction of  

curriculum reform, Jiang(2022) should take the interests of students as the starting point,  

emphasize the dominant position of teachers in the classroom, and give full play to  

the initiative and creativity of students. Chen(2021) conducted a study on curriculum reform  

of general courses of aesthetic education in colleges and universities, and proposed reform 

strategies of clarifying teaching ideas, diversifying course content and professionalizing teaching 

staff. Jin (2022) from the perspective of following the law of education and teaching,  

put forward suggestions from three perspectives: building the teaching structure of general  

education courses, optimizing the curriculum setup, and reforming teaching methods.

A study on improving learning satisfaction and influencing factors in general education 

courses. L.M.Huang & Nan(2020) found that factors affecting undergraduates’ satisfaction  

with general education courses include unreasonable assessment forms, conflict between  

general education courses and professional courses, etc. H.F.Huang et al. (2019) pointed out  

that the satisfaction of general education should be improved from the aspects of curriculum  

system and teaching content optimization, teaching methods improvement, strengthening  

course management and creating a good general education atmosphere. L.Wang (2018)  

pointed out that explanatory variables include course characteristics, personal characteristics  

and other variables when studying the influencing factors of MOOC learners’ learning.  

Zhong (2015) pointed out that schools, teachers and students are the factors that affect  

the satisfaction of general education courses. J.Wang & C.X.Wang(2020) pointed out that  

the cognitive attitude, the appropriateness of content, the degree of achievement of  

educational goals, the heuristic of teaching methods, and the scientific nature of curriculum 

design and management of general education courses are the main factors influencing  

the satisfaction of general education courses. The evaluation of these aspects can promote  

the quality improvement of general education and the improvement of students’ quality.
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There are few researches on online courses of general education, and more researches 

focus on online learning satisfaction. L.Yang et al. (2019) believes that universities of science  

and technology need to build and introduce general education online courses. The research 

finds that the main factors affecting the satisfaction of general education online courses  

include teaching methods, assessment forms, course management and course content,  

and the impact of individual student differences is not significant. Ren (2021) takes some  

undergraduates of Y University as research objects and finds that students’ satisfaction with 

online learning needs to be further improved. The research shows that students’ learning  

expectation and perceived quality have an impact on perceived quality, learning satisfaction  

can affect their learning intention, and individual characteristics also affect satisfaction.

To sum up, there are few studies on the learning satisfaction of online courses of  

general education at present, which mainly focus on the quality of courses, curriculum  

reform, learning satisfaction and its influencing factors, etc. The relevant studies are mainly  

on the satisfaction of online courses, which provides a reference for us to study the learning 

satisfaction of online courses of general education. This research can analyze the current 

situation of general education online courses, understand the main factors affecting their  

learning satisfaction, and then put forward relevant opinions and suggestions to improve  

satisfaction, which is conducive to improving the overall quality of college students.  

General education is responsible for the main mission of cultivating a complete person in  

university education. Xie et al. (2018) believes that general education is a kind of human nature 

education, which reflects humanistic care and aims to promote interpersonal communication  

in cross-cultural and cross-social environments and cultivate all-round personality quality.  

In addition, general education is also a way of thinking education, emphasizing the training  

of students to analyze knowledge and scientific thinking methods, rather than just mastering 

the knowledge of a certain subject. As a part of general education, general education network 

courses are worthy of our research in their field. Xu et al. (2021) believes that general education 

network courses are aimed at cultivating students’ overall quality, emotional intelligence  

and team responsibility, and shaping them to have a high sense of social responsibility,  

diversified knowledge structure and personality traits. Therefore, it has extremely important  

social significance. Then, the study on their learning satisfaction has found a breakthrough point 
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for us to study general education online courses. Kanwar Anita et al. (2022) Students’ learning 

and development is the core of higher education career, and students are indispensable  

stakeholders in any educational institution. Students’ learning satisfaction can measure  

the teaching quality and effect of educational institutions, reflect whether educational  

institutions can meet the needs and expectations of students, and is also an important  

basis for the sustainable development of educational institutions.

Literature Review

General Education online courses

The digital form of general education provides a new path for the development of 

general education courses, and networking provides technical means for general education 

courses. Various colleges and universities introduce general education network courses one  

after another, and the degree of network courses is gradually improved, but the teaching  

effect of network courses still needs to be improved (Y.D.Li & Shao, 2021). Internet technology 

provides rich teaching resources and strong technical support for the effective penetration  

of general education concepts (M.Wen, 2022). General education in this context can fully solve 

the problem of insufficient knowledge of college students and promote the accumulation  

of rich cultural knowledge qualities of college students (L.L.Yang, 2023). In order to better  

promote the implementation of general education network courses in colleges and universities, 

it is necessary to strengthen the publicity of online general education, so that people can  

better understand the importance of general education to the development of students’  

comprehensive literacy, and thus better promote the implementation and development of 

general education in colleges and universities (X.R.Zhao,2022). It can be seen that the prevailing 

online courses of general education continue to expand the innovative teaching mode of  

colleges and universities and realize the diversity of higher education content (Zhan et al., 2022).

Customer satisfaction and learning satisfaction

It is generally recognized in the academic community that satisfaction is a psychological 

reaction, which refers to people’s judgment on whether the quality of the products or services 

they receive can meet their needs and expectations, which has been defined in detail  

by Oliver (Tian,2021). When the theory of customer satisfaction was rapidly spread and  
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applied in many countries, researchers began to introduce customer satisfaction into the field  

of education for research and application, and the United States was the first to study  

students’ learning satisfaction (Qin, 2022). The concept of learning satisfaction is originally  

borrowed from “customer satisfaction”. Simply put, learning satisfaction is a certain  

emotional state generated by comparing students’ learning gains with expected results  

after a period of learning. (Ma, 2022). Improving online learning satisfaction is an important  

means to realize the substantial equivalence between online teaching and classroom  

teaching quality. The construction of the hypothesis model of online learning satisfaction,  

which comprehensively applies the theories such as customer satisfaction index model,  

technology acceptance model, system information continuous use model and self-determinism,  

involves multiple disciplines (F.Q.Sun, 2022). The research content of customer satisfaction  

in the commercial field is introduced to study the influencing factors of MOOC learners’  

satisfaction. Learners are the main body and users of the MOOC platform, and ensuring learners’ 

satisfaction with the current MOOC platform is an important topic in the current development 

of MOOC (Y.Zhang, 2018). To sum up, customer satisfaction theory will be the main theoretical 

basis of this study. On the basis of customer satisfaction, there is learning satisfaction, and  

the level of learning satisfaction will affect students’ learning interest and curriculum quality.

Hypotheses Development 

About the learning satisfaction of learners in network general studies, this study puts 

forward Relevant assumptions.

X.J.Liu et al. (2023) pointed out that teachers’ after-school tutoring for college  

students in online courses is an important factor affecting their course learning satisfaction.  

Effective tutoring can enhance college students’ mastery of knowledge, answer questions  

and solve doubts for students, facilitate the communication between teachers and students,  

and contribute to the improvement of students’ study satisfaction.L.W.Hu et al. (2022)  

pointed out that it is necessary to enhance the satisfaction of online learning and strengthen 

teachers’ tutoring for students’ after-school learning from the perspective of improving  

teachers’ methods and methods. Wu (2023) found from the study of online learning in  

vocational education that teachers’ guidance and control of courses, overall course design  

structure and students’ autonomous learning ability all play a certain role in promoting  
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students’ learning participation. Especially in the area of teacher guidance, tutoring and  

tracking of lesson planning, communication, and process can promote student engagement  

in learning. Therefore, it can be inferred that teacher guidance is one of the influencing factors 

of learning satisfaction, so the hypothesis is proposed:

H1: Teacher guidance has a significant positive impact on learning satisfaction.

The influencing factors of students’ self-learning efficacy and learning satisfaction  

are highly consistent. Colleges and universities should use various teaching means to enhance 

students’ self-efficacy and continuously improve students’ learning satisfaction (Y.L.Hu, 2018). 

Y.Y. Li et al. (2020) pointed out that self-efficacy affects college students’ online learning  

satisfaction. When studying the relationship between academic self-efficacy and learning  

satisfaction, Tan (2016) proposed that there is a positive correlation between academic  

self-efficacy and learning satisfaction, so he proposed the following hypothesis:

H2: Students’ self-efficacy has a significant positive impact on learning satisfaction.

curriculum quality is the reflection of students’ learning experience and learning  

perception after they truly participate in professional learning, which is the real feeling of students  

combined with their own reality, and will have a direct impact on their learning satisfaction.  

Yin et al. (2023) studied the impact of curriculum quality perception on learning satisfaction  

from the perspective of curriculum quality. Through testing, the author found that curriculum 

quality had a significant impact on college students’ online learning satisfaction. The research 

results have a certain reference significance for improving the quality of online courses for  

college students. Lu et al. (2022) pointed out that curriculum quality is the reflection of students’ 

learning experience and learning perception after they truly participate in professional learning,  

which is the real feeling of students combined with their own reality, and will have a direct  

impact on their learning satisfaction. curriculum quality has a positive correlation with learning 

satisfaction (He et al., 2021). Therefore, the following hypothesis is proposed:

H3: curriculum quality has a significant positive impact on learning satisfaction.

Qi et al. (2021) studied the relationship between college students’ participation,  

learning engagement and learning satisfaction in online learning. It is found that there is  

a significant positive correlation between learning engagement and learning satisfaction.  

It can be assumed that:



203
Jian Li 

NIDA Development Journal Vol. 60 No. 3-4/2020

H4: Students’ learning engagement has a significant positive impact on their learning 

satisfaction.

Students’ learning engagement has a direct impact on teaching quality, and teacher 

guidance factors have the most obvious impact on learning engagement, including teacher-student 

interaction, teacher feedback and teaching activity arrangement (H.Y.Sun & Pan et al., 2022).  

R.W. Huang et al. (2019) pointed out that the factors affecting MOOC learning engagement  

can be summarized into six aspects: learner main factor, teacher guidance factor, platform  

support factor, curriculum construction factor, learner peer factor and policy support factor. 

Therefore, it can be inferred that teacher guidance is one of the factors affecting student  

participation, so the hypothesis is proposed:

H5: Teacher guidance has a significant positive impact on learning satisfaction  

through student engagement.

Ge (2021) found that high school students’ online learning participation was positively 

correlated with self-efficacy. According to the research of Zimmerman et al. (2011), learning 

engagement belongs to the behavioral level, while self-efficacy belongs to the motivational 

level, both of which play a role in the learning process and outcome. In addition, Wen &  

C.L.Zhu (2021) found that there is a positive correlation between students’ self-efficacy,  

learning satisfaction and learning engagement, and learning engagement plays an intermediary 

role between them. It can be assumed that:

H6: Student self-efficacy has a significant positive impact on learning satisfaction  

through student engagement.

In the online learning environment of MOOCs, the quality of MOOCs is one of the factors 

that affect the participation of MOOCs online learning (Guo, 2020).L.J. Qu & L.Sun (2019)  

pointed out that curriculum quality has a significant impact on the improvement of students’ 

participation in course learning. It can be assumed that:

H7: curriculum quality has a significant positive impact on learning satisfaction  

through student participation.

Based on the above, this study takes teacher guidance, students’ self-efficacy and  

curriculum quality as independent variables, students’ learning engagement as intermediary 

variables, and learning satisfaction as outcome variables, to build a theoretical model of  

learning satisfaction for online courses of general education (as shown in Figure 1).
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Research Methodology

Research object

In this study, students in universities in Guangxi, which offer online courses of general 

education, will be selected as the research objects. Guangxi is located in the southwest  

ethnic minority region, and the development of higher education in Guangxi is slower than  

that in the central and eastern regions (Y. Huang, 2021). General education is a crucial part  

of higher education. Its positive role in improving the comprehensive quality of college students 

has been widely recognized in universities (Wei & H.Ding 2022). Therefore, this study takes  

college students in Guangxi as the research object, which has certain practical significance  

for studying the learning satisfaction of general education online courses in Guangxi colleges  

and universities, and can start from studying the learning satisfaction to find ways to improve  

the quality of general education online courses.

Figure 1: Proposed Hypothesized Model
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Grade, Subject

H5

H1

H6
H4

H2

H7
H3

Self-efficacy

Learning
Engagement

Learning
Satisfaction



205
Jian Li 

NIDA Development Journal Vol. 60 No. 3-4/2020

Sampling methods and sample collection

At present, there are 85 colleges and universities in Guangxi, among which 38 are  

undergraduate colleges and 47 are junior colleges. By the end of 2022, there will be  

1.408 million undergraduate and junior college students (Education Department of Guangxi  

Zhuang Autonomous Region, 2023). Considering objective reasons such as time and cost,  

this study will use convenient sampling method to select research objects. Firstly,  

10 universities in Guangxi that offer online courses of general education will be contacted  

through various channels as research samples. Secondly, a certain number of students are  

randomly selected as research objects in the contacted universities. Finally, according to  

the sampling results, the relevant statistical analysis is carried out.

According to Xiong & J.L.Liu (2022), the sample size of the questionnaire effectively  

recovered should be at least five times more than the number of questionnaire questions.  

The questionnaire in this study has 35 questions, so the sample size should be at least 175.

Instruments 

In this study, quantitative methods are used to test the proposed model. An online 

self-filling questionnaire was used to collect data. The questionnaire was divided into two parts. 

The first part is the demographic data, including the student’s gender, learning levels  

(undergraduate/junior college), grade, subject, whether they have participated in the study of 

General education network courses and the school they attended; In the second part,  

a 5-point Likert scale (from 1 = strongly disagree to 5 = strongly agree) was used to measure  

the psychological perception of the respondents, and 35 items were adjusted from Y.B.Li  

et al. (2021), Jessica Li et al. (2015), Shi et al. (2023). Fredricks et al. (2004) and C.L Wang (2020).  

In addition, after the questionnaire was designed, a small range of pre-test was conducted  

in Beihai Campus of Guilin University of Electronic Science and Technology, and 102 questionnaire 

data were collected. Among them, 9 points were students who had not participated in online 

courses of general education, so 93 effective pre-test questionnaires were collected.  

Cronbach’s alpha test results showed that the reliability of all dimensions was greater than 0.8  

(as shown in Table 1). KMO test and Bartlett sphericity test were used to test the validity  

of the scale (as shown in Table 2). The analysis found that KMO = 0.812 > 0.7 and Bartlett  

sphericity test was significant (p < 0.001), indicating that the overall validity of the scale was good.
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Results 

Analysis of the Measurement Model

Before the structural model assessment, all the required criteria should be satisfied  

(Hair et al., 2019). The reliability and validity of the measurement model were measured  

as follows: the factor loadings, Cronbach’s alpha (CA), composite reliability (CR), average  

variance extracted (AVE), and discriminant 

validity as illustrated in Table 3 and Table 4.

Firstly, the reliability analysis is carried out. The reliability of each dimension  

of the sample data scale is greater than 0.8, so the scale has good stability and certain  

credibility.There are two important indicators of convergence validity, namely, combination  

reliability (CR) and mean variance extraction (AVE). When CR>0.7 and AVE>0.5, it indicates  

that the measurement dimension has good convergence validity. In general, the standardized 

factor load coefficient is used to express the variable relationship between the factor  

and the analysis item. If it is significant and the standardized factor load coefficient is  

greater than 0.6, it indicates a strong correlation. As can be seen from Table 2, CR values are  

both greater than 0.8, and AVE values are greater than 0.5, indicating that the sample data  

Variable Number of terms Cronbach's Alpha

Teacher guidance 6 0.897

Self-efficacy 6 0.941

Curriculum quality 7 0.923

Learning engagement 6 0.915

Learning satisfaction 4 0.926

KMO 0.812

Bartlett sphericity test

Approximate chi-square 2448.695

Degree of freedom (df) 406

significance (p) 0.000

Table 1: Reliability analysis

Table 2: KMO and Bartlett tests
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of this scale has good convergence validity.Discrimination validity requires that AVE square  

root value is greater than the correlation coefficient between this factor and other factors.  

As can be seen from the table, the arithmetic square root of AVE value of all variables is  

greater than the correlation coefficient between this factor and other factors, indicating that  

the sample data of this scale has good discrimination validity.

Table 3: Construct Reliability and Validity

Factor load CA CR AVE
A1 F1 0.717

0.881 0.886 0.566

A2 F1 0.767
A3 F1 0.872
A4 F1 0.817
A5 F1 0.668
A6 F1 0.648
B1 F2 0.871

0.928 0.928 0.683

B2 F2 0.878
B3 F2 0.769
B4 F2 0.784
B5 F2 0.827
B6 F2 0.825
C1 F3 0.825

0.951 0.951 0.734

C2 F3 0.756
C3 F3 0.829
C4 F3 0.909
C5 F3 0.900
C6 F3 0.893
C7 F3 0.876
D1 F4 0.852

0.929 0.929 0.687

D2 F4 0.771
D3 F4 0.836
D4 F4 0.821
D5 F4 0.853
D6 F4 0.838
F1 F5 0.795

0.915 0.917 0.735
F2 F5 0.915
F3 F5 0.897
F4 F5 0.815
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1 2 3 4 5

Teacher guidance 0.752

Self-efficacy 0.652** 0.827

Curriculum quality 0.522** 0.628** 0.857

Learning engagement 0.691** 0.762** 0.645** 0.829

Learning satisfaction 0.510** 0.519** 0.455** 0.598** 0.857

Correlation analysis

Correlation analysis is used to show the strength of the relationship between  

two or more variables. Through correlation analysis, we can understand the correlation  

between variables. Since the scale data in this study met the normal distribution, Pearson  

correlation coefficient was used and its significance was marked, and the relevant results  

were shown in Table 5.Teacher guidance has a positive correlation with both learning engagement 

and learning satisfaction, and the correlation coefficients R are 0.691 and 0.510, respectively,  

and both are significant at p<0.01 level. Self-efficacy has a positive correlation with both  

learning engagement and learning satisfaction, and the correlation coefficients R are 0.762  

and 0.519, respectively, and both are significant at p<0.01 level. curriculum quality has  

a positive correlation with learning participation and learning satisfaction, and the correlation 

coefficients R are 0.645 and 0.455, respectively, and both are significant at p<0.01 level.  

Learning engagement has a positive correlation with learning satisfaction, and the correlation 

coefficient R is 0.598, and all of them are significant at p<0.01 level. The above test results  

show that there is a strong correlation between the study variables

Teacher 

guidance
self-efficacy

Curriculum 

quality

Learning 

engagement

learning 

satisfaction

Teacher  guidance 1

Self-efficacy 0.652** 1

Curriculum quality 0.522** 0.628** 1

Learning engagement 0.691** 0.762** 0.645** 1

Learning satisfaction 0.510** 0.519** 0.455** 0.598** 1

Table 4: Discriminative validity

Table 5: Correlation analysis
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Regression analysis

The regression analysis of teacher guidance, self-efficacy and curriculum quality on 

learning satisfaction was conducted, and the results are shown in Table 6. In the equation  

obtained by regression of teacher guidance, self-efficacy and curriculum quality on learning  

satisfaction, F value is 33.973 and significance is 0.000 (p<0.001), indicating that the regression 

model constructed is significant. The standard regression coefficient of teacher guidance  

on learning satisfaction was 0.253, and the significance was 0.000 (p<0.001), indicating that 

teacher guidance had a positive impact on learning satisfaction, and the impact was significant.  

The standard regression coefficient of self-efficacy on learning satisfaction was 0.267,  

and the significance was 0.000 (p<0.001), indicating that self-efficacy had a positive impact  

on learning satisfaction, and the impact was significant. The standard regression coefficient  

of curriculum quality on learning satisfaction is 0.161, and the significance is 0.001 (p<0.005),  

indicating that self-efficacy has a positive impact on learning satisfaction, and this impact is  

also significant. Based on the above analysis, it is assumed that H1, H2 and H3 are all valid.

Dependent 

variable

Independent 

variable

Standard 

regression 

coefficient

Sig. VIF R 

square

The 

adjusted 

R square

F Sig.

Learning 

satisfaction

sex 0.007 0.858 1.139 0.342 0.332 33.973 0.000

level 0.035 0.431 1.338

grade -0.065 0.120 1.214

discipline -0.023 0.592 1.261

Teacher 

guidance

0.253 0.000 1.835

Self-efficacy 0.267 0.000 2.325

Curriculum 

quality

0.161 0.001 1.727

Table 6: Regression analysis of teacher guidance, self-efficacy and curriculum quality on 

  learning satisfaction
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The regression analysis of teacher guidance, self-efficacy and curriculum quality on 

learning engagement is conducted, and the results are shown in Table 7. In the equation obtained 

by regression of teacher guidance, self-efficacy and curriculum quality on learning engagement, 

F-value is 136.181 and significance is 0.000 (p<0.001), indicating that the regression model  

constructed is significant. The standard regression coefficient of teacher guidance on learning 

participation was 0.291, and the significance was 0.000 (p<0.001), indicating that teacher  

guidance had a positive effect on learning participation, and this effect was significant.  

The standard regression coefficient of self-efficacy on learning satisfaction was 0.442, and  

the significance was 0.000 (p<0.001), indicating that self-efficacy had a positive impact  

on learning engagement, and the impact was significant. The standard regression coefficient  

of curriculum quality on learning engagement is 0.219, and the significance is 0.000 (p<0.001), 

indicating that self-efficacy has a positive impact on learning engagement, and this impact is  

also significant. Based on the above analysis, it is assumed that H5, H6 and H7 are all valid.

Dependent 

variable

Independent 

variable

Standard 

regression 

coefficient

Sig. VIF
R 

square

The 

adjusted 

R square

F Sig.

Learning 

engagement

sex 0.034 0.232 1.139

0.676 0.671 136.181 0.000

level 0.035 0.431 1.338

grade -0.065 0.120 1.214

discipline -0.023 0.592 1.261

Teacher 

guidance

0.253 0.000 1.835

Self-efficacy 0.267 0.000 2.325

Curriculum 

quality

0.161 0.001 1.727

Table 7: Regression analysis of teacher guidance, self-efficacy and curriculum quality on learning  

  engagement
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Dependent

variable

Independent 

variable

Standard 

regression 

coefficient

Sig. VIF R square The 

adjusted 

R square

F Sig.

Learning 

satisfaction

sex -0.023 0.555 1.112

0.362 0.356 52.198 0.000

level 0.035 0.431 1.338

grade -0.065 0.120 1.214

discipline -0.023 0.592 1.261

Learning 

engagement

0.253 0.000 1.835

The regression analysis of learning engagement on learning satisfaction is carried out, 

and the results are shown in Table 8. In the equation obtained by regression of learning  

engagement to learning satisfaction, F value is 52.198 and significance is 0.000 (p<0.001), 

indicating that the regression model constructed is significant. The standard regression  

coefficient of learning participation on learning satisfaction is 0.601, and the significance is 0.000 

(p<0.001), indicating that learning participation has a positive impact on learning satisfaction,  

and this impact is significant, so hypothesis 4 is valid.

Table 8: Regression analysis of learning engagement and learning satisfaction

An examination of the mediating role of learning engagement

In order to more accurately compare the results of each effect size of the three  

groups of intermediary models, the process plug-in was used to calculate the direct  

and indirect effects of the model, and the bootstrap method was used to sample 5000 times  

for deviation correction. The calculation results show that the mediating effect sizes of  

teacher guidance, self-efficacy and curriculum quality on learning satisfaction through  

learning engagement are 0.3417, 0.3920 and 0.3547, respectively, and the 95% confidence  

intervals of direct effects and mediating effects in the three groups of paths do not contain 0, 

which further verifies the hypothesis of some mediating effects in the model.The results  

are shown in Table 9.
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Effector process
Effect 

coefficient

95% confidence 

interval

LLCI ULCI

Direct effect (Teacher Guidance  Learning satisfaction) 0.1873 0.005 0.827

Indirect effect (Teacher guidance  Learning 

engagement  Learning satisfaction)

0.3417 0.2460 0.4355

Direct effect (Self-efficacy  Learning satisfaction) 0.1840 0.035 0.610

Indirect effect (Self-efficacy  Learning engagement 

 learning satisfaction)

0.3920 0.2530 0.5278

Direct effect (Curriculum quality  Learning satisfaction) 0.1275 0.0135 0.0264

Indirect effect (Curriculum quality  Learning

engagement  Learning satisfaction)

0.3547 0.2640 0.445

Table 9:  Intermediate analysis result

Teacher
Guidance

Curriculum
Quality

H5:0.291***

H1:0.253***

H6:0.442***
H4:0.601***

H2:0.267***

H7:0.219***
H3:0.161**

Self-efficacy

Learning
Engagement

Learning
Satisfaction

Figure 2: Path analysis result
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Discussion and Conclusion

The sample data collected in this study were analyzed by statistical methods,  

and the following results were obtained:

Teacher guidance has a significant positive impact on learning satisfaction  

(the standard regression coefficient is 0.253, and p<0.001), indicating that there is a positive  

correlation between the two. This test result is consistent with the conclusion of Wu (2023).

Students’ self-efficacy has a significant positive impact on learning satisfaction (the standard  

regression coefficient is 0.267, and p<0.001), indicating a positive correlation between the two. 

This test result is consistent with the conclusion of Y.Y. Li et al.(2020).curriculum quality has  

a significant positive impact on learning satisfaction (the standard regression coefficient is  

0.161, and p<0.001), indicating a positive correlation between the two. This test result is  

consistent with the conclusion of He et al. (2021).In conclusion, assuming that H1, H2 and H3  

are supported, self-efficacy, teacher guidance and curriculum quality all have significant  

positive effects on learning satisfaction.

Teacher guidance has a significant positive impact on students’ learning engagement 

(the standard regression coefficient is 0.291, and p<0.001), indicating a positive correlation  

between the two. This test result is consistent with the conclusion of R.W. Huang et al. (2019).

Students’ self-efficacy has a significant positive impact on students’ learning engagement  

(the standard regression coefficient is 0.442 and p<0.001), indicating a positive correlation  

between the two. This test result is consistent with the conclusion of Wen & C.L.Zhu (2021). 

curriculum quality has a significant positive impact on students’ learning engagement  

(the standard regression coefficient is 0.219, and p<0.001), indicating a positive correlation  

between the two. This test result is consistent with the conclusion of L.J. Qu & L.Sun (2019).  

In summary, assuming that H5, H6 and H7 are supported, self-efficacy, teacher guidance  

and curriculum quality all have significant positive effects on learning engagement.

Students’ learning engagement has a significant positive impact on their learning 

satisfaction (the standard regression coefficient is 0.601, and p<0.001), indicating  

a positive correlation between the two. This test result is consistent with the conclusion  

of Qi et al. (2021) .
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Limitations 

Although this study has been proved by empirical evidence, there are still  

some deficiencies and limitations.

First, there are certain limitations in the selection of samples. This study only  

conveniently sampled 10 universities in Guangxi, and the number of undergraduate universities 

is more than that of junior colleges. At present, there are 38 undergraduate universities  

and 47 junior colleges in Guangxi, which may affect the representativeness of the samples  

to some extent.

The second is in the dimension of research. This study is conducted from three dimensions:  

learners, teachers and platform curriculum quality, but only studies self-efficacy at the learner  

level, without considering the influence of other factors of learners on learning satisfaction.

The third is the influence of other intermediaries. This study only considers  

the mediating effect of learning engagement on teacher guidance, self-efficacy, curriculum  

quality and learning satisfaction, and does not consider the influence of other mediating  

variables. The effects of other mediating variables on teacher guidance, self-efficacy and  

curriculum quality on learning satisfaction were ignored. Moreover, the influence of other  

mediating variables can not be ignored.

Fourth, the research depth is not enough. This study mainly refers to the core papers 

in China, with little reference to literatures from countries other than China. Moreover,  

there are few literatures specializing in the study of online courses of general education.  

The literatures mainly refer to literatures on learning satisfaction of online courses of general 

education, which are still different from those of online courses of general education.

Conclusion 

This paper takes the learning satisfaction of the network course of general education  

in Guangxi university as the research object, and finds through the empirical study that:  

teacher guidance has a significant positive impact on the learning satisfaction; Students’  

self-efficacy has a significant positive impact on learning satisfaction. curriculum quality has  

a significant positive impact on learning satisfaction; Students’ learning engagement has  

a significant positive impact on their learning satisfaction. Learning engagement plays an enhanced 

mediating role among teacher tutoring, self-efficacy, curriculum quality and learning satisfaction.
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Suggestion

The learning engagement of general education network courses has an important  

influence on the learning satisfaction. In the online learning environment, learners usually  

need more autonomy and self-discipline, so the influence of learning engagement on learning 

satisfaction is particularly important. Universities should make efforts in learning engagement 

to improve learning satisfaction.

Self-efficacy has a certain influence on learning engagement. Colleges and universities 

can improve learners’ learning engagement by stimulating their self-efficacy, for example,  

by providing support and encouragement, providing positive feedback, and cultivating learners’  

self-learning ability. At the same time, helping learners to establish and improve self-efficacy  

is also an important way to improve learners’ learning participation and learning satisfaction.

The way and method of teachers’ guidance in the study of general education network 

courses have a certain influence on students’ learning participation. The learning environment 

of the general education network course is different from the traditional classroom, and  

students need more independent learning and self-management ability. Therefore, the ways  

and methods of teachers’ tutoring need to be appropriately adjusted for the e-learning  

environment. By providing clear learning goals and feedback, creating interactive opportunities 

by using online tools, providing diversified learning resources and strategies, and personalized 

tutoring, students’ learning participation can be effectively improved.
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