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ABSTRACT

This research aimed to 1) study the demographic characteristics and consumer
behavior of Thai Gen X group in purchasing healthy coffee via online shopping platforms,
2) to test the relationship between technology adoption, online consumer behavior and
online healthy coffee buying decisions of Thai Gen X group and 3) to test the effect of
technology acceptance, online consumer behavior, and purchase decisions of Thai Gen X in
purchasing healthy coffee through online shopping platforms in Thailand. The population in
this research was Thai Gen X who had behavior on online healthy coffee purchasing through
online platforms and currently living in Thailand. Questionnaires were used to collect data
from 384 participants. Descriptive statistics, multiple correlation and multiple regression were
used to analyze the data. The research results were found that 1) females are more likely to
buy healthy coffee than males with the age between 4 0 -4 5 vyears. They worked as
government employees with earning between 25,001 and 35,000 baht per month.
The average spending on shopping for healthy coffee was 501-1,000 baht and spending was
once a month. They drank with a cup of coffee per day and the most common payment
method they used to pay for healthy coffee shopping was bank transfer. 2) Acceptance of
technology and online consumer behavior in each aspect correlated with purchasing
decisions statistically significantly. 3) Online consumer behavior, including online cognitions,
emotions, entertainment, flow, and attitude, had a significantly positive relationship with
purchasing decisions. The research results could help entrepreneurs understand online
consumer behavior and could aid in the development and adaptation of technology to suit

product characteristics and target market.

Keywords: Healthy Coffee, Gen X, Technology Acceptance, Online Consumer Behavior,

Purchasing Decision
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H798719 Na99INUUIVIINITNAADUAIDIUIDDILUN LALAIANULYDLUINATY 111D N=384 AIN1519N 1

A151991 1 uansaade @1 dsuuuninsgiu Anuelu wasa1s1utadnundusiede

Correlated
o Cronbach
fauds X S.D. ltem-total
Alpha (Q0)

Correlation
nsfuteUselovl 4.11 0.61 0.714 0.454-0.538
ANUIEABNT LTI 4.11 0.69 0.741 0.499-0.608
mﬁuﬁﬁammﬁm 3.83 0.76 0.817 0.450-0.763
WeuaRvitinonisldiu 4.10 0.66 0.741 0.482-0.628
dvdnan1dany 4.25 0.64 0.752 0.556-0.600
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A1519% 1 (8i0)

Correlated
o Cronbach
Auds X S.D. ltem-total
Alpha (0t)

Correlation
nsfuimsesulail 4.21 0.62 0.816 0.617-0.647
a1suaineeaulall 4.09 0.66 0.719 0.489-0.626
Anuvuinseaulay 4.03 0.73 0.829 0.672-0.696
AueLilns 4.10 0.64 0.800 0.566-0.678
WAupRAnedesoulay 4.03 0.66 0.818 0.560-0.688
mssraulate 4.15 0.61 0.823 0.582-0.687

Ne597 1 wudn Faudsusarsnuiiiduussanswearhauitvesasouuina (Cronbach’s
Alpha) 211137 0.70 (DeVellis & Thorpe, 2021) Tnesaudsniseonsumalulad fedaus 0.714-
0.817 ngfnssufuilanoaulay dadaus 0.719-0.829 faulsnunisindulade ey 0.823
wazALUILAaEAIUTAI81UIATILUNT18U8 (Correlated Item-total Correlation) 41nn31 0.20
(Streiner, Norman & Cairey, 2015) wansliifiuindanlsusazdafiainnudoiiusiodiu way

[y

A181UNATMUNTIEToRE lUTEAUTA

A3UNANI3IY
1. HANITIAATITAANWUTNINUTZYINT LLazwqamiumi%amLLWLﬁaqmmmemmaulaﬁ

vaangu Gen X tuusemelng

1.1 nga Gen X figonurliiteguameiunisesulavesngu Gen X lutszinelne
drulngdunands (Gewvay 64.58) wiavie (Sovay 27.86) flongegsening 40-45 U ($ovaz 46.09)
46-50 U (5oway 37.24) Hor@widundnausivnis Gesay 30.47) wilnauenyu (Sevag 29.17)
fiszfunsdnuuiganivdedisuni $osag 63.50) sniU3ynes (Gevay 21.88) uaxiiseld
fafau 25,001-35,000 U (Saway 30.99) Uounin 25,000 U (Spway 28.13) AmuUansu

1.2 ndu Gen X drilvgdoniurliiteguaininugosmis Social Media (1 Facebook,
Line, IG) (5a8ay 39.32) Fornuvtiirilnense ($ooay 29.95) FstormenuioaiieinnUszaunisai

H1uu (Fowag 39.32) Fomuiiiousineiy (Seuar 38.28) dAudlun1syest houas 1 AT

al

($onaz 33.59) 2 §Uni/ase Beeaz 30.73) Ixvanadesensilunsdediulngedd 501-1,000 um

Y

(Fogar 59.11) fvsualdunisuslaaniuniveaunmsetu Ae 1 wiwetu (Sesar 61.72) Uslam 2-3

wianedu (Sevar 34.64) dn1suslaaniwieguniniiliesgvitnu/usen (feuas 51.04) N0/
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fivnends (Sevay 48.18) warvoudiszardudinsleudtenudydsuiniswindudisedieduan
(Jovay 42.45) wazdnerudnsAshn (Fopaz 15.10) nuaIny

2. samseresiauduiusssriamnAnssuduilnreaulay warnsdaduladenuniite
guamiuvnsesuladvengy Gen X Tuuszimalne

911915197 2 FuUsdaszudazdiuUsiiauduiusiu Feenadeliiindgnn
Multicollinearity et HI38einImaaey Multicollinearity Iagldan VIFs Us1n931A1 VIFs Y09
fhulsBasenisseusumelulad s 5 fu ldun nisfudiesslond mnudesemsléonu n1sfudis
Ao MruaRfilsenisldanuy wavdninaniedenn Sendous 1.285-2.608 wazfkUngAngsu

¥ CY b4

Auslaasaulal s 5 a1 laun nssuiniseeulal ersualnisesulal anuduiiinisesulad

Y

ANMUFBLTDY tazviAuARfFeaaulal HANRIWE 2.712-3.686 F9iANURENI1 10 kA ILUIDase

ﬁmmé’uﬁuﬁ‘ﬁ’uﬁlmgé’uﬁhjﬂ'a’[,ﬁl,ﬁmﬂaumw Multicollinearity (Black, 2006)

1

A15199 2 LansnanIsiAseAanduiusnyaaseninnseensuinalulad wedAnssuguslaa

saulavnsazay Aunsinaulaze

fauds Pd Pu Pe Pr At Si Kr Ar Km Tn To VIFs
msdnaulade (Pd) 1 -
nnssuitiadselevd (Pu) 0553 1 2.469
ANNERDNITLTUY (Pe) 0.552 0.678 1 2.473
msfuitsanudes (P 0.350 0.267 0.379 1 1.285
virupRfiddensldou (A 0550 0.566 0.645 0.420 1 2.483
dvdSwanisdsau (Si) 0.540 0.492 0.574 0.315 0.650 1 2.608
nsfuimsesulat (Kn) 0.649 0.614 0.626 0.334 0.629 0.733 1 3.139
p15ualsoaulall (Ar) 0.607 0.577 0.577 0.369 0.600 0.625 0.709 1 2.975
AnuTuisnsesulal (Km) 0594 0.545 0.483 0.282 0.564 0.485 0.551 0.691 1 2.712
AseLiles (Tn) 0.688 0.668 0.581 0.293 0.583 0.581 0.632 0.683 0.735 1 3.686

VirupRredosaulal (To) 0.681 0.579 0.526 0.343 0.574 0.551 0.610 0.657 0.677 0.766 1 2.834

MUBLAR: VIFs (Variance Inflation Factor) visngfis Anagyieudviznasinvesiins lunesiuvesiiuys

Tusuuudunss

WeNarsanAmdudseansanduiusseninedundsnissensuimalulad waAnssuguilaa

Y v o w

poulatl wuin dauduiusiumulsnunisdngulade (Pd) sgniidedrAynadansedu 0.05

TaefiarAnudusiuslaiiy 0.800 My wansliiuIndndsianuduiustuwslulifulsineidu

Y o [

NAINUUFITELR IINTIATIEINITANNDELUUNYAN karaT1aaunIsneInsalla Al
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¥ | |
nsanaula®e = By, + B mssuimeeaulat + £y rwsieiiles + fipfirunidedessulat + €

Feaunsuladanisaneinsalansandulate lnegslidedAynisadainseau 0.001 (F =
54.047 : p = 0.000) wagA1FUUTEANTVDINITNEINTAUTUUTS (ADIR?) WU 0.581 (11519 3) 1o
Ulunegeudulsedninisonnsuuunyausenineiinlsdaseniseensumalulad wginssy

Austnaeaulatusassuiuiusnunsinaulate nausInguaninisg 3

a

3. Han1TIeTEndulsEAnsnsannsskuUNvAN sEnitensEausumalulald wgAnssy

[
=

Auslameeulatnilsenisdndulagenuiveauninvisesulatvengy Gen X luussmelng

a

A1319% 3 uanan1TIATIgRAdulsEAnSN1sannegLUUNY AN SENIINITEeNTumalulad

noAnssuguslnpeeulatuazau dunisindulade

. . nsandulaze
nseausumalulad uaz -
- . - . v o ANUARIALARDY l
npAnssuguilnasaulall duUssdndnisanase t p-vatue
UINTFU
Araedi () 0.631 0.167 3.782 0.000
nsfuitaUseloed -0.005 0.051 -0.088 0.930
ANUIERBNT LY 0.067 0.046 1.475 0.141
mﬁ%’uifﬁqmmfim 0.053 0.030 1.772 0.077
WaupRTRon sl 0.014 0.048 0.288 0.773
dVENAN1FIAL -0.021 0.050 -0.422 0.673
nssuinsesuladl 0.252 0.058 4.375 0.000"
2suaIineeaulay -0.002 0.052 -0.036 0.971
Anuvuimseaulay 0.052 0.045 1.161 0.246
AuReLio 0.226 0.060 3.750 0.000"
WrunRsredeaoulall 0.224 0.051 4.371 0.000"

F = 54.047 p = 0.000 AdjR” = 0.581

T
aaa

nuewae ¢ vineds Iueddynisadfnsedu 0.05, wnefedidedfynieadnfisyiu 0.01 waz " wunedi
ﬁﬁaﬁﬁ@maaﬁaﬁszﬁu 0.001, R? e AduUszavsuananisinaula (Coefficient of
Determination), Adjusted R? nedia e R? fiUsu islisiuaufegwwesUszansiusiuay
FuUstinnumnaud ey, F wnei AauLANEININsEaevesdaya uaz f el

ANBNSNATIULAUN

91nA15799 3 wud1 ngAnssuguilaaesulay Munisduimiseeulat (B = 0.252;t =
4.375; p-value < 0.05) FruAusoLlo (B = 0.226; t = 3.750; p-value < 0.05) UazAUYIFUARGD

deoaulall (B = 0.224; t = 4.371; p-value < 0.05) finansgnuidauindenisdnduladeniuniiie
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gun1nvaengy Gen X luussinalne Tuvaueiinissensumealulad luiinansenusenisindulte

nwvlitegunmuengy Gen X Tudsenalne

aAUs18NaN1SIFY

& v v Y

NMTATIERTeYaaNsaazuladn ngAnssuguslaneeulal sunissuinisesulal

AuAURBLIBY Laziuviruafdedaosulal duansenuiuinaenisdndulageniuiioguaw

yaanqu Gen X Tudszwmelny Jswansuauufigiuil 6 auufgiun 9 uazauufgiun 10 wazaiuse

<9

v
v A

HanN1TIdeldenAdRINUANURFIUNITITY Fell
1. woRnssuguslamaeaulall sumssuinsesuladdwasenisdndulagenuvliteavnin

vveeulauveIngy Gen X luuszmdalve @onndaiu NuNITas NAUNA (2562) NI NeAnssu

duslameeulatdwmadonisindulade lnsuandliiiuil woinssuvesuilnaesulatdtudunuv
dngsionisanduladeduaniudessulal viad 9naRenlewanauiIiinamaluladuay

o a 1 ) 5 ° v ] o Y
gradeiuieuly aenndesiu 493581 WInesdn wag Wil weassen (2560) wuil MsTuinans

nsesulatiiauduiusiunisdndulade lnemnguilaaldsurnarsmsdessulatuinfidull

Y

luniguslnaazdndulagedus aennaeafiu inNsuns azldenftun (2559) INUIIN1T5uINIg

| A ' o

ca U v & 1 U a ‘&J | Y a A;’ 4
EJEJUI@U@J?‘D’]&J%%JWUﬁG]EJﬂ’]iW@ﬁUI’"U"'ZIEJIuLLQQ@J@J“UEN?]’]{LGUUiﬂ’]i lagdimseviedenuesulal way

dolawanilanuduiusiunisneuausavesruslnndudwalviinng Anssunisdeluian
2. wadAnssuguslaneaulal Auauseliosdmadenisdndulageniuiieguainmig
poulatvaingy Gen X lulssinalng donadasiyu NuNITsU NAUIA (2562) NTIIN5TFUANIY

nspeaulatansainegieldedisoiaowiudduauaunisde Fauandlimduiinisuinismig

Y Y a

sauladdanuluszvuwaziulva Jeiliduslaaddnndamau uazdnduledoduainiuun

Y

Y ! o
! aAa A [ Y ¥ LY

A9AAAINU Richard & Chebat (2016) 1ag31FI0TINNLANS BT UAINTLAY WALADUAUDIL

9

RV
asRUsENavagmuiu 5 919 avanuduiusnisesulattulziiauneitesiudanvasvoinisly
Auled lawn n1ssuinisesula ersualnisesula aruduiianisesulal Anuseles wax
yrunRniseaaulal (Mehrabian, & Russell, 1974)

3. waAnssuguslnaeaulal auviruafredeseulatdinasonisanduladeniuniite
guammneeaulativengy Gen X luusunalve aenadeaiu nunissa ndUNA (2562) ¥115uslna
a o A S v A o Y v e fala ) ) Y Y
Annssindularediefinsinseauivihliesnlddomssulatiessulaunianuiuadowazidniale

'
a 14 I Y = = v

ag13den1glunisvdeyadunt nseusfinindeyanlasuiiaugneaes Wlietie aenndesiu

&

Richard & Chebat (2016) N¥inviruafesulaimdudinaniiluganuaslafenaiauninosiulyd
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