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ABSTRACT

The main objectives of the research were to 1) study Chinese consumers' purchase
behavior through live shopping, 2) study Chines consumers’ service quality perception toward
live shopping, and 3) to study the relationship between the Chinese consumers’ service quality
perception of live shopping and the intent to buy via live shopping. The research data were
collected from 400 Chinese consumers via online platforms: WeChat and TikTok. The primary
research tool was a closed-ended questionnaire. Descriptive and reference statistics were
used for data analysis. The relationship between the Chinese consumers’ service quality
perception of live shopping and the intent to buy via live shopping was analyzed using Multiple
Linear Regression. The results revealed that the majority of consumers were female, aged 18
— 25 years old, had a bachelor's degree with the average annual income of lower than 20,000
yuan (95,000 Baht), and usually shopped via live shopping less than 5 times per month. The
main items that they purchased were food, cosmetics, and clothing, mainly through Taobao
and TikTok. The main motivation affecting their purchase decision was prices and discounts.
Producers and key opinion leader (KOL) and artists were the main Influential hosts. All aspects
of service quality were rated at a high level. Among them, prices and discounts gained the
highest score. Service quality perception aspects which were found to have positive influenced
on purchase intention were system technical efficiency, streamer quality, product and quality,
and price and sales promotion which could together explain the variance in intention to

purchase up to 59.7 percent.
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al., 1985; Cronin Jr. and Taylor, 1992) Q’Liﬁmm:mﬁufci’mmuﬂs:mﬂé’uN”aﬂga 5 e
my3a m3leBu nMsvaadin masuida uazmslenan lapsuifaninauazdayadis 9 auly
H9INITFILRINNITARANA I@ﬂ‘*ﬁagaéﬁndnﬁﬁwﬁwa@iamim:@jums%a%%amﬂ*’ﬁu?ms ez
anoawlUiin1I3uiuazaadn1Iuinaeng 9 28451#U3NNT (McBurney and Virginia, 1984;
Wongmontha, 2017; Zeithaml, Berry and Parazuraman, 1996) ﬂﬁ%ﬁj’@iﬂqmn’mmﬂﬁﬂ%miﬁ
naluEsunssnaludsuindaninuaslessde (Purchase Intention) luowaa wazsisinada
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mnsz@“’uﬂszﬁw%mwﬁaﬁdﬁvlﬁ%'ujmﬂﬂdﬁmwwmwi’wuﬁ@mmﬁawalaaﬂwmﬂ (Very
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@iagmﬁm%aﬁuﬂnﬂﬂuﬁu 9 LLazm'«mmﬂLﬁugﬂﬁﬂﬁﬁmwma%’ﬂﬂ”ﬂﬁ@iaﬁuﬁ%m:u’%mﬁfu 9
LL@i‘mnﬂizﬁﬂﬁmwﬁaﬁdﬁvléﬁuﬁaUmfwmmmﬂm‘"\mnﬁmmwvlajwa‘l,'am%amw;fﬁﬂﬁﬁwfo
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NeazdsanIaiunIIndaIi

sz InIuaznanaIaEng

Uszansfltlunsdnen e Auslnaduludszinadu (awizaminiglszmoui)
FanpTaFudruszuunsinonanse laganahaniesulay IMedia Research (2020)
wuindesas 63.2 Uszmnstiiufidedudiiussuumstenaase niadaduiwinlszmns
Susrwanlagdszunm 390 duau aainIINMIR M MIIIALaITIagINsBrwaYszTns
FLmymﬂﬁim”um'mL%a&fu 95% FNANNANALATEK £ 5% AuuwIAaTINnIlY BN

(Yamane, 1973 as cited in Pruetthipun, 2010) lufiflumnasiagnstudnda 400 draena
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Fasrousnd 3 iudadnuuuuasiarAuafuuuaIAIn (Likert Scale) 5 tiaia
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Fadrnuludiniilsziinanuailazdanialdusnsluamaaauunifiavas Diallo
2012) lduuzininmsiannuaslagemunsaldaaiilunmsiale 4 dada msnsunnlunisde
msfisudszanaduniste nsRansaninasdaussunaliufiasda dau Song and Liu (2021)
W8z Cai et al. (2018) Jannuaslavzdadumriumstenansalasfinisia anuailaassusy
MIERE L FUAIRIRI TN ENEaE ANz TafuA HInnTtnenaasaluauing uaz
anumilassdaruszuuinenansaisuddsliiiaanuindudasde luﬁf:;d”%ﬁiﬂfﬁaﬁﬁmw 2
Falumsiade anuaslafiezsinsdadudiiumsionanaadelluaune wazanuaslafias
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NMNINATOUANNALINTINAZAMNIE DI

midszidugmninsaduuugeunINdLEUNIIAD 1) nagaUANULABIATIVaILiian
(Content Validity) s‘fiqﬁﬂmm;‘JJ”L"Tilm‘*mm@‘fﬁumwmmﬁ"ammaaummaa@ﬂﬁawaaLf':amﬁ“u
TandszaednTiy wazm Il e fmanzay  2) nagauauLBasu (Reliability) laanagay
Lﬁuifaga 30 faddinuindaudszinsuaanizasasautdalunnsiniwiuuuugeuna
§aufl 3 ﬁ'ﬁﬁmzﬁumﬁ’uqumwmﬁu%mimﬂﬁuﬁ”’lmumﬁmﬂﬂa@aﬂﬁmé‘wﬂizﬁﬂﬁhaam
yosnsantawiny 0.894 Fefidrannnin 0.7 Gaduierfivansu'le (Turner and Carlson, 2003;
Everitt and Skrondal, 2010) LLa:Lﬁaﬁuﬁumimwaauﬁwé’wﬂs:ﬁw%uaaﬂwaqmauﬁmﬁﬁ'ﬂﬁ
NARAUEIWIITIULUNTIBTE (item-total correlation) INNANTIAAMURFUWKEITRINTIBATIAUE
AZIEMINUTIEMIIINGINFAI U197 1 Imﬁmu@m@‘%wg‘z@ﬁnau{ﬂﬁﬁa 0.3 87989ANNT
wuzhlay Everitt and Skrondal (2010) wenanitluasitlduaasdaulszinsuoan
yasnsaulia WedanamyiaudszgniseananuuuseuaNgInd 3 lagnssinnisnaseay

. o . o o , ) p o A o Y o
wmwswﬂmi’m“qnﬂ:m’mﬁmmmauwufa 83297379 0.315 £9 0.752 Faduszaunsausvle

o v 9
o o o A

= A e ' AR A v = A e
AINDWLATDIND T @ﬂ,um BUIINAIULNA mzaﬂumﬂmﬂumsaau 63@1%93\‘]%

aa o 6 aa’
&5nnas &ln



asuinnsfianaluladuwuas | 119

a ¢ Y
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a & v o a & o A A @ ' A )
maeeRtayainmaAianziaudsiiisidas 4 dauda 1) Uaspdiuwyana use 2)
WOANTINMIITUIANT FimAlensvanuduazsesas SnsUTafaNEIuN 3) FZAUMTILY
AATWNNTUTNNT Uaz §uN 4) NN T FUAINIUNNTANUNOAFA I UBUIAG VINANT
Aaneianady (X) waedudeaunanasgiu (S.0.) NINANINAFaURNNATIUAMNTNWUT
izmwszé'ums%'uqumwmiu‘%msﬁ'umm@mﬁmz%aﬁuﬁw HAWAIENENaaFaluauaa L

mﬁmﬁzﬁmmmam"'ﬁdmﬁ (Multiple Linear Regression)

wan1sd99

NMII981309 mi%'ujqmmwmsu‘%mil,m:mm@fﬂiaa:sﬁaﬁuﬁwmum‘sﬁm‘na@a@
vo3UTlnATu mmma@ﬂwamﬁﬁ'ﬂﬁ@”ﬁ:

dandi 1 Ja9adnyaaa

wamnmﬂﬁm‘i’agamnﬁ'sadwﬁa;ﬂd}”uﬂmluﬁuﬁmﬁ%ﬂﬁuﬁwmumsﬁﬂﬂm@a@ﬁﬁmu
400 718 laaidwneands 285 318 (Fasaz 71.2) uazwars 115 318 (Fouaz 28.8) dwlwgld
0132w 18 — 25 1 268 1o (Sauaz 85.7) szaumdnmn Uiggraiduan 212 Mo (Faus:
53.0) szeumeladaddnnin 20,000 wean 264 518 (38az 66.0) 399898188 20,001 - 50,000

1 (Fawaz 15.3) dulnganduluwaaaiiasing 301 e (Sasaz 75.3)

dandl 2 wqaniwms%a HIBN1ENgnananzadnu3lne

’Lmuiwqﬁmmms%amaatju’ﬂnﬂ Qu%InﬂdauI%ty%aﬁuﬁwﬁfaﬂﬂdﬂ 5 aivdaldion
(30982 74.5) I@ﬂﬂi:mﬂauﬁﬂﬁ%amulmyﬁé'@musl,ﬂﬁl,ﬁmﬁu 4 dszinnfe 91w (Fapas 20)
FUALNBAT (30882 19) wﬁ@\ﬁ'méﬁ’ﬂw?dﬁa (30882 19) waziFarh (Faaaz 17) Q@ﬂi:ﬁdﬁ%é’ﬂﬁ'
FoFusrutosmeiiielfuslnaios (Fovas 81.5) uwastiluvasdnwiovaswin (Fauas 17)

@

Auslnadinlngdnedefumiuszuuilasadudadionnit 500 neaw (Fauaz 36) 7098900

2

=

fia 1,001-2,000 Ke% (3988 28) Tain19 (Wwaanasy) NTakwdunanda Taobao (Foua

%

41) v04a93nfa TikTok (fawaz 30.9) duilnadulnglienuaulanuginauadudiiidu

U
a a

HWAaLa4 (Fouas 35.8) J09adNNAD HNANTWANIIANAA (Key Opinion Leader) (Fa8az 33.3)

unzfailu (Fouas 21.4)

a1 3 Nams’i’mms%'uﬁqmmwmsn‘%msmslsi”mmizi”nwamaﬂ
NANTNN 2 HANNTIATIERSIWILENLEZVBITIUNNTIABRZNANITILATIZAAINANS

LRTAINIINTZINEVAIIN Uﬂﬂiiz@ﬁJﬂ?iﬁJiﬂE‘Voﬂ?Wﬂ’]ﬂJ%ﬂT‘S“ﬂ’]UN’]%T‘I’]‘SE"I’WYIFJWK@ WUINNT

07 19 21U 2 (NINPIAN — TUIAY 2565)



120 | nmssufamawnisuinauazanuathazsafudiumtionaasalasguslnadu

%"uj’qmmwmsu’%miﬂ% 6 ﬂgiwﬁﬂ:LLuumi%'uijmmwlmm”umnnnmju Tapfiafidszau
ﬂ:LLuugo‘ﬁ'qﬂﬁa NAUAZMIFILFINNTIY (K= 3.89, S.D. = 0.407) J09a9N1ANNRALAD
AnwulsaansasteyadInel (X= 3.82, S.D. = 0.483) AN INUIMITARIUAZALEUA (X =
3.79, S.D. = 0.348) UszAnFmwauinafiauesszuy (X= 3.77, S.D. = 0.278) @ UABAILAZ
ATANIN (X= 3.77, S.D. = 0.291) uazqmnNEiLauaiudn (X= 3.68, S.D. = 0.411) Aduaadlu
aNT197 2

Lfiaﬁmitwmymﬁwaulﬁiazmjw ﬁUmﬁ'@ﬁﬁmLLuumﬁ'uqumwgaﬁq@luu@iaz
ﬂa;uﬁammdmlumﬂ“ﬁmmaaLLaﬁwﬁmfu (uwaawasa) ﬁﬂ:LLuugaqﬂiumjmﬂizﬁﬂ%mw
Muwnahauasszuy (X = 3.96, S.D. = 0.675) mimmsnL%aﬁasl,uﬂ'amﬂaa@ﬁ’waﬁaga
dm@”’sﬁﬂ:LLuuqaqalumjummﬂaaﬂﬁ’waa'ﬂ”agadm@h (X=3.84, S.D. = 0.689) Hiaus
fuddujauiusuazaousuasiuiiiozuuugegalunguguniwdinieuadue (X = 3.74, SD.
= 0.890) ﬁuﬁwgnﬁﬂdaﬁaQ%aluamwﬁaugmfﬁﬂumugaq@luﬂq’uqmmwu’i‘mﬁﬂmLm:ﬁu
fue (X = 3.99, S.D. = 0.656) ﬁuﬁwﬁlmmhm:uuﬁﬁqmmwﬁﬁﬁﬂ:LLuug\ﬁq@lumjuﬁuﬁma:
AMNIN (X = 3.93, S.D. = 0.462) LLaxﬁuéﬁuu‘s:uuﬁiﬁﬁ’ma@mﬂﬂjﬁaamafé"uﬁﬂmuugaq@

IumjmwmLLa:mimLa?wm'smzJ (X =4.02, S.D. = 0.581)
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diuauofudill jRuwusuazaousuasnuaariud 338 892 3.74 | 0890 | N
diiauefuddanuuazianuduiioodnlu 326 .890 369 | 0654 N
MIRUFHTUAN

AMATNLINIIAFILAZABABAT 3.79 | 0.348 an
FuSmssuauaud lduazrinlaine 321 .893 356 | 0.633 N
ﬁu@‘f’lgnﬁnf&dﬁa;ﬁaluamwﬁawstﬁ 446 887 3.99 | 0656 N
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FAWAUAZATAIN 3.77 | 0.291 AN
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fufinsruszuiganurannansliaana 554 885 363 | 0483 N
wWanldmuanudainis

susnfinaruszuuianansaldnwues s Toml 71 881 363 | 0581 N
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(Multiple Linear Regression) ;j'”ﬁéi’ﬂﬁ‘iﬁﬁm”'sLL&JiLﬁwﬁ‘wm (Enter Regression) Wazyinn1s

nasaufiszautbey 0.05 lasmilasadaudswenses 6 nauaudiauidnsiaszauny
FUQAIWINTLINNG laun Usznsaweuinafinvedszuy (Tec) GRRIBIELERILERREIE
§IUAR (Prv)  UMWHULEUBAUAY (Anc) AMNIWLINIIARILATALEU (Del) Fuduay
AMNW (Pro) LAZIIANLAZNIELEINNNIINY (Pri) muﬁmﬂiﬁgﬂwmmtﬁﬁa anuaslaesde
fuAHIwIzULGENaasa (Int) lapriaun13ianeh lanagauan U usL 3 dunsy
(Multicollinearity) 53%3192 LLﬂsﬁu@Taﬂﬁ'u"l,;iwuiﬂﬁ'aLLﬂi@Tu@jL@ﬁﬁma%é’uw”uﬁ‘mnﬂdﬂ 0.7 lag
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a1y 3 Nﬁﬂ'ﬁe!l,ﬂi'l&ﬁﬂ'ﬁﬂﬂﬂaEIIT]?%J?J%’ WAINAITLINIANTTY

a9
' E i
=

AwAHIBMSANENanaandnadanlIa6al laactiaduan
Standardized
gauswennsal fnee b SE Beta t Sig

de=fnEmwanmnaiavasszuy Tec 0.468  0.062 0.339 7573  0.000
anuilaaasiurastayasIw Pv 0115 0.029 0.143  -3.965  0.000
ADMWHIRLRUBF W Anc 0.240  0.039 0.243 6204  0.000
Fuduazammmw Pro 0.206  0.053 0.168  3.885  0.000
TNULAZNINIFILETNNTINY Pri 0.370  0.038 0.369 9.716  0.000

R=0.777, R2 = 0.5697, F=77.783, Sig = 0.000
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