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THE INFLUENCE OF PERCEIVED DIFFERENTIATION OF ONLINE MODERN TRADES
CONSUMER PRODUCTS ON INTENTIONS TO USE AMONG CONSUMER
IN MUANG CHIANG MAI DISTRICT.

Aggast Jmuiga uazasn 7de

UNANELD

v v '

NsAUANBATE 1309 BVENaveINTSuTANvzauvesTuAUAnesulaualitlunquauaigulnauilan
sopustlalyuinisvesuslaalugunedendeduny Inefiuveyanyiinenderierhauludinafiendeduy
wazynededunaulnauilareeulauvesyemieadnalelmy Faduguiesisiinselny lawn fevd

wsiiin 5004 Wn-gea Tada In wisy lada Und S1uau 300 Au n1sAnwluasailauvuaeuanuesulauduinsesde

a o @ o

Tunsdia Tngadianlylunmslienevveyaiiawmuy Ao al AWMmMIsUNT UAENITIATEAUNMITUIANYALIALYDY

sruavanesulavadeluunqudunigulnavilanvslyadianisinsienasnusenou (Factor Analysis: FA)
1neN5IAs1ENIAUTENOULT 91579 (Exploratory Factor Analysis: EFA) lnsaineenuiuailavisvun 6 Uady

laun Jaduaunisdearsmianisaaianaznisnaialanenss Jadeaiuniswidwdndunwaznisiiivinwiveya

wonndiady Jadeaumnudaauvesianduniuaraua1veEdnium Jadununszuiunmsdweunarnisivueya

nniineu Jadeanunisiiunasgiulunisivuinisuasanudasndelunisdsedun uasdadenuujduiusia

o w a

OnlinewazOffline lnglyn1snagsvanufgiuisyauipezd1dgv1eads 0.05 waziidadenlaainnisainnieds
Factor Analysis 9nuuidadefilannnisadalumeanuduiussenineiuusdase laun n1sfugdnuasiauain
aulszauninsaatantUinesulay uar dauusau laun anudslalyuinisvesuslaa Taglun1siasen

ONORYLUUNYIA

'
a a

NNTiAszndadeniisvinaneauaslyuinissuavinesulavaislvunguduaigulnauilnave 9

v ' '

o w aaa

guslaaluginailiendedivy nawinnislynisiiasevanneswuunvan Aldeszddgnisaiansedu 0.05

Y
v v

fd1uu 5 993w laun Jadeniunisdeansnienisnainiaznisnainlaenss Jadeaiunisiufwdnduniay
nafivsnwveyawenndindu Jadeauanudanuvessmdunwasauniveadaiom Jadeaiunssuiunis

dawauaznisivveyannndnanu Jadeaunsiunnsgiulunisiuuinmsuazanudasadelunsdoduan

ABSTRACT

This independent study aimed to study the influence of the perceived differentiation of modem
trade electronic retailing stores for consumer products on the consumers in Muang Chiang Mai district,

Chiang Mai province. The data in the study was collected from 300 peoples who lived in the Muang Chiang
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Mai district and regularly bought consumer products through the electronic retailing channels of big
supermarkets, such as Tops, Rimping, Food-Hall, Lotus, and Big C. The instrument used to collect data was
an online questionnaire. The descriptive statistics used in analyzing collected data were percentage and
mean. Factor Analysis (FA) was used to measure the level of perceived differentiation of electronic retailing
stores for consumer products. Utilizing Exploration Factor Analysis (EFA), and Marketing Mix of electronic
retailing. After that factors which were results from Factor Analysis were analyzed by Multiple Regression
Analysis to see the correlation between independent variables- perceived differentiation of marketing mix
of modern trade electronic retailing, and dependent variables-consumers’ service intention.

Based on the analysis of factors affecting consumers’ intention to use the service of modern trade
electronic retailing stores for consumer products in Muang Chiang Mai district by Multiple Regression
Analysis, there was a statistical significance at 0.05 of 5 factors of marketing mix of consumer products
online retailing particularly, marketing communication and direct marketing factors, product accessibility
and security of the customers’ information factors, clarity of product price and product value factors, order
process and information distribution process factors, service standard and security in ordering products
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