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Abstract

The purposes of this research are 1) to examine the product attributes,
attitudes, and purchasing intentions associated with smartwatches,
2) to explore the impact of product attributes on attitudes and purchasing
intentions, and 3) to investigate the influence of attitudes on the purchase
intention of smartwatches. A survey-based approach was employed, using
an online questionnaire administered to 211 respondents in Thailand who
had previously purchased and used smartwatches. They were selected
using non-probability sampling, specifically purposive and convenience
sampling selection methods. Data were analyzed using structural equation
modeling. The findings revealed that Thai consumers perceived smartwatch
product attributes at a very high level, expressed strong positive attitudes
toward smartwatches, and demonstrated a high level of purchase intention.
The results further indicated that perceptions of product attributes positively
influenced attitudes, which in turn significantly affected purchase intention.
However, product attributes alone did not have a direct positive effect
on purchase intention. These findings provide practical implications for

marketing managers in the smartwatch industry, highlighting the importance
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of developing distinctive product features and emphasizing functional
benefits through effective communication strategies. Enhancing familiarity
and shaping positive consumer attitudes can strengthen purchase intentions
and support future product development and marketing strategies tailored
to the needs of the Thai market.

Keywords: Product Attributes, Attitudes, Purchase Intention, Smartwatch,
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A1S9N 3 HANNINAALANYATIY

Hypothesis B b S.E. t-test p-value NAaNIsNAdad

H1: PAT-->INT | -0.005 | -0.010 | 0.099 | -0.099 0.921 UfiasanyRgIu

H2: PAT-->ATT | 0.159 | 0.228 | 0.111 | 2.052 0.040* ﬂ@m"ummﬁgm

H3: ATT-->INT

o

788 | 1.021 | 0.093 | 11.017 | 0.000"* | sANFUANYAFIU

*sxfuTdN AN 9atANaZAL 0.05
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ATUN19IA ANATUNIFIR . .
ANMNERAAREY |  LNLAANISINE InEmMTEaNTL
X/af 1.257 (X*= 129.428, | {Antiaendn 2.0 (Tabachnick and Fidell, 2007)
df = 103)
GFI 0.933 HA1u1nn91 0.9 (Bentler and Bonett, 1980)
AGFI 0.901 FAmnnnan 0.80 (Hair et al., 1998)
NFI 0.950 FAm1N91 0.90 (Bentler and Bonett, 1980)
CFl 0.989 HA1u1n41 0.90 (Bentler and Bonett, 1980)
RMSEA 0.035 HAnriaandn 0.80 (MacCallum et al., 1996)

ANSI9N 5 ANBNENATEUINGAILLT

FaullsNAaaNs (Endogenous Variables)
Auileanivie NAUAR (ATT) Anunslada (INT)
(Causal Variables) DE IE TE DE IE TE
AMUANEUTNAR U (PAT) 0.159 - 0.159 | -0.005 | 0.125 | 0.120
NAUAR (ATT) - - - 0.788 - 0.788
R 0.025 0.620
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