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Abstract

The purpose of this research was to study the important level of product component
factors, marketing communication strategy and consumer confidence in electronic payment
systems, and to study the influence of product component factors on consumer confidence in
electronic payment systems in Lampang Province, and the influence of marketing communication
strategy via Facebook on consumer confidence in electronic payment. 400 samples were asked
to collect data. Statistics used were frequency, percentage, mean, standard deviation. The set
hypothesis was conducted with One — way ANOVA and Multiple Regression Analysis.

The findings revealed that regarding the level of importance of product components, the
potential of the product was the most important, followed by the appearance of the product,
the augmented product, the main product, and the expected product, respectively. Regarding
the level of importance of marketing communication strategies via Facebook, live broadcasting
was the most important, followed by sales promotion, public relations, advertising, and sales by
workers through live broadcasting, respectively. Regarding the level of importance of confidence
in paying for the product via the electronic system, the usage was the most important, followed
by the perceived benefits and use and the perceived ease of usage, respectively.

Product components affecting consumers' confidence in the electronic payment systems
in Lampang had a predictive power of 28.30% (R2 = .283) while the remaining 71.70% was caused
by other factors. The product components affecting confidence included the expected products,
the potential of the product, the main product, and the augmented product.

Marketing communication strategy via Facebook affecting consumers' confidence in the
electronic payment systems in Lampang had a predictive power of 46.30% (R2 = .463) while the
remaining 53.70% was caused by other factors. communication strategies. Marketing
communication strategy via Facebook affecting confidence included sales by workers through live

broadcasting, Facebook's live, public relations via Facebook, and advertising on Facebook.

Keywords: Product component factors, Marketing commmunication strategies through Facebook,

Confidence in electronic payment channels
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