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Abstract

THE STUDY OF FACEBOOK USAGE ON THAI BABY BOOMER CONSUMER

by

PHIRADA SINTHUWANICHSAID

Bachelor of Science. (Technology), Sirindhorn International Institute of Technology,
Thammasat University, 2015

Master of Science. (Technology), Sirindhorn International Institute of Technology,
Thammasat University, 2018

The study aims to investigate influential factors of baby boomers’ online purchasing
intention. The research extends the Technology Acceptance Model and Consumer
Socialization Process to include the relationship between Peer Communication and
Online Purchasing Intention. The survey was collected from 256 Thai baby. The data
was analyzed using factor analysis and structural equation models to find the pattern
matrix and perform the hypothesis testing. The results of this study confirm that
Perceived Playfulness, Self-Efficacy, Perceived Usefulness, and Perceived Ease of Use

are highly significant toward Online Purchasing Intention.

Keywords: Online Purchasing Intention, Baby Boomer, Facebook
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Chapter 1

Introduction

Nowadays, countries around the world are facing the era of aging society due to low
birth rate which leads to imbalanced ratio between aging and young population. The word
“aging society” was defined by the United Nation (UN) as “the country with more than 10
percent of the total population having an age more than or equals to 60 years old”. The aging
population of Thailand is 17% according to the survey in Thailand. The aging population have
enough income for living expenses (Jirapapai and Nomphet, 2018). The aging population (e.qg.,
baby boomers) has revenue from pension, family and saving. The baby boomers’ behavior
mostly focus on reliability of the brand without any brand preferences.

Social network is the most widely used communication tools and is defined as a form
of electronic communication (as websites for social networking and microblogging) which
users creates online communities to share information, ideas, personal messages, etc. (Rauniar,
Rawski, Yang, and Johnson, 2013). These environments allow people to connect with each
other, surpassing geographical and time boundaries as well as creating virtual communities
(Kamel Boulos and Wheeler, 2007). Popular social media include Line, Facebook, Twitter,
Instagram, Youtube, and LinkedIn. In Thailand, Facebook is the most visited site. Moreover,
Thailand has 46 million registered Facebook users. The numbers rank Thailand as 9" place of
countries with most Facebook users in 2017 (Kemp, 2017).

Based on Thailand Internet Users Profile 2016 by the Electronic Transactions
Development Agency (ETDA), Thai baby boomers access the internet 31.8 hours per week or
4.5 hours per day. Most of them access the internet on smartphones. Baby boomers’ activities
on the internet are social networking, browsing, sending or reading email, reading electronic
book, watching YouTube and purchasing products online (Electronic Transactions
Development Agency, 2016). Facebook connect baby boomers with their family and friends

more easily.
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According to the PWC survey, 51 percent of Thai people purchased products via social
media channels (e.g. Facebook). Moreover, Thailand Internet User Profile 2016 by Electronic
Transactions Development Agency (ETDA) showed that 86.5 percent of the baby-boomer
generation in Thailand used Facebook to connect with families and friends. Facebook was not
only used to contact others to keep in touch, but also used as a channel to find product
information and share their opinion about products via online channels that facilitates their
purchase decisions (Kozinets, De Valck, Wojnicki, and Wilner, 2010). Many business
organizations see this growing trend as the opportunity to expand their market because social
media have high connectivity property. Many people use it to exchange and find product
information and buy products via social media. Since Facebook is the most popular social
media in Thailand, this research will focus on Facebook users.

This study has adapted the following concepts to create a conceptual model: Peer
Communication, of Consumer Socialization and Perceived Playfulness, Self-efficacy, Trust,
Perceived Ease of Use and Perceived Usefulness of Technology Acceptance Model (TAM) by
Davis (1989). Consumer socialization can be seen as an external factors and is referred to the
process by which baby boomer consumer interact with peer to learn skills, knowledge, and
attitudes through communication which influence baby boomer consumers’ intention to
purchase online product (Ward, 1974). Consumer socialization occurs among consumers who
know each other such as parents and children, colleagues, relatives, friends, and neighbors
(Wang, Yu, and Wei, 2012). De Gregorio and Sung (2010) found that adult consumers'
placement is related to attitudes and behaviors that have been influenced by friends and
acquaintances. Peer communication is the strongest predictor of product placement attitudes
and behaviors and also strongly influences consumers to the online shoppers. They suggest that
retailers should have tell-a-friend function to encourage communication.

Technology Acceptance Model (TAM) can be seen as an internal factor and is used to
predict the intention in the use of social media. TAM has become quite popular that it has been
cited in researches that deals with user acceptance of technology (Lee, Kozar, and Larsen,
2003). The original TAM proposed that Perceived Ease of Use and Perceived Usefulness can
predict the Intention to Use social network. Davis et al. (1985) concluded that the degree of
social media usage depends on whether they believe it will help them improve their work
performance (Perceived Usefulness), and whether the effort required to use the system can
directly affects system usage behavior (Perceived Ease of Use)
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This study investigates the factors that affect baby boomers’ technology acceptance for
online purchasing behavior by using Facebook and the result of this study. It can be a guideline

for marketers to increase their knowledge about baby boomers’ online purchasing behavior.

1.1. Problem statement

According to Electronic Transactions Development Agency (Public Organization) the
highest activity on the internet is the use of social media. The top three most active social media
are YouTube, Facebook, and Line. Many businesses use social media ecommerce strategies to
target their customers on social network such as Facebook. People use Facebook to exchange
their information and experiences about a specific product to improve and support their
purchasing decisions. Facebook contains mass audience, great source of traffic and
testimonials, highly targeted advertising, and built-in tools for event promotion. Facebook
features, such as likes, shared, and comment allows users to engage to others.

There will be a market change in the aging society. In the next 20 years, the portion of the
world aging population will increase twice in size. 71 percent of the aging population live in
Asia. Also, in the next 15 years, Thailand will be ranked third of countries that will have a high
aging population in Asia. Technology is changed rapidly and plays an important role in daily
life. The aging population have to adapt themselves to learn new things. This group have higher
knowledge, time and purchasing power (Nielsen, 2016). They can spend more time to search
for more information on the internet because they concerned about quality and value. If they
love the brand or see the advantage information, they are likely to share them to their friend.

No marketers in Thailand have targeted the baby boomer’s market as this group has the
highest purchasing resources available to them. The developers or marketers have to develop
the knowledge in new technology to support the needs of baby boomer group, such as online
channel. This research provides a benefit to marketers and practitioners to understand factors
of baby boomer consumers’ online purchasing behaviors via Facebook which provides great

opportunity to enter the baby boomer market that will become a major trend in the future.
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This research will investigate Thai baby boomer consumers’ online purchasing behaviors
to provide a better understanding for scholar and guidelines for business practitioners (e.g.
guideline of how to create a more attractive content and marketing campaign to satisfy and
encourage baby boomer to do online purchasing) and justification for the implementation in
business practices. Therefore, the aim of this research is to find influential variables that has an
effect on baby boomers’ online purchasing intention by developing an empirical testing of an
extensive conceptual model, which is combining two conceptual models: Consumer
Socialization Framework and Technology Acceptance Model. The methodology of this
research is a survey which was conducted after reviewing the existing literatures. To verify the
research model hypothesis, a structural equation modeling (SEM) will be applied for the
analysis.

Hence, this research examines the causal effects of certain factors have on baby boomers

on online purchasing behavior.

1.2 The objective of the study

This study provides a better understanding to scholar. In summary, this project objectives are
the following:

1. To investigate baby boomers’ behavior of using Facebook for online purchasing.

2. Toinvestigate the influential factors of baby boomer consumers’ online purchasing via

Facebook.
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1.3. Overview of Research

The research is divided into four chapters, described as follows:

Chapter 1 provides the overview of the research, which includes introduction, problem
statement, and objectives.

Chapter 2 reviews the literature of antecedence factor that makes purchase intention more
effective.

Chapter 3 The research model is presented and related hypotheses are defined.

Chapter 4 identifies the research methodology, mainly explains the method of approach in
formulating the mathematical model by using sequential analysis which consisting of 3 steps
1. Exploratory factor analysis, 2. Confirmatory Factor analysis and 3. Structural equation
modeling.

Chapter 5 shows the results of the study based on hypotheses.

Chapter 6 provides the discussion on the hypothesized relationship of research model.
Chapter 7 provides the conclusion. This chapter also includes the recommendation and

limitations of the study by describing the value gain after conducting this research
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Chapter 2

Literature Review

In this chapter, the review of literature is classified into three sections. Section 2.1 explains the
meaning of baby boomer. Section 2.2 summarizes the definition of Facebook Characteristic

and Section 2.3 introduces Technology Acceptance Model (TAM) with Peer communication.

2.1 Baby Boomer

Baby Boomer refers to people who was born between 1946 and 1964 (Light, 1988). At the end
of World War 11, many women got married and had children. The children born in this era were
often characterized as patient and hard working. They grew up in a technology development
era, so they have to learn new technology and expect that technology will allow them to live
more conveniently. The size of the market will expand and become a major consumer in the
future. Baby Boomers are the big sector of consumers, therefore, Marketers need to understand
their lifestyle needs, as well as their attitudes toward the factors that surround them to create
an effective marketing strategy that can attract baby boomers. The numbers of baby boomers
will continue to increase until the year 2021. Until then, Thailand will enter the aged society
completely. While the European Union and countries close to Thailand such as Japan, South
Korea, Singapore and China has already entered the elderly society. The upcoming baby
boomers are technology learners, wealthy and healthy, unlike the original. Baby boomers
accessed the internet in the morning for about 4.5 hours per day using the smartphone. The
place where baby boomers used social media the most is at their home. They use internet as
the first source of information. Baby boomer are more connected to social media more than
ever before. They use social media to search for information and connect with old friends and
family. Facebook is the most popular site with 86.5 percent of baby boomers using it
(Electronic Transactions Development Agency, 2016). Baby boomers are the affluent
consumers with relatively high purchasing power and lots of free time (Litwin, 2009). Thus,
online purchasing is convenient for baby boomers who are not able to go outside. By
purchasing products online, they can save time and easily search and compare products to find

the best price.
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2.2 Facebook Characteristic

Facebook is the most popular social network site (Social Bakers, 2012). There are
approximately 1.18 billion total users active on Facebook. Thailand, with 46 million Facebook
users, is placed on 9" rank of countries with most Facebook users. The largest number of active
users is in Bangkok (Kemp et al., 2017). People are using Facebook to reconnect with old
friends and family or find new friends online by sharing images, status, or etc. Whereas,
Facebook can improve their purchasing experiences by using Facebook feature to help them
making better decisions (Burke, 2002). First, real time in instant messaging that facilitates users
to engage. It also provide choices to send the message as either private or public message.
Second, a Like button to create engagement between users and allow them to give positive
feedback to people that they care about. Users can “like” content such as status updates,
comments, photos, and links posted by friends, pages, groups, and advertisers (Facebook,
2017). Third, comment and share will appear in the user's friends' news feed. Their friends will
see and do the same thing if they interest in it. Duffett, (2015) the study revealed that user had
purchased products after they saw their friend share and comment on Facebook. Facebook
provide online purchasing channel on market place where is a feature that user can directly
purchase products on Facebook. Market place are convenience for baby boom to browse the

product in local area and easily to view the detail and contact the merchant.

2.3 The Technology Acceptance Model (TAM) with Peer communication

Technology Acceptance Model (TAM), developed by Davis et al. (1985), was used in
broad area to predict intention to use a new technology and explain a question with specific
answer, such as behaviors of baby boomer who accept the new technology by using conceptual
framework. The TAM was adopted from another popular theory called Theory of Reasoned
Action (TRA) (Rauniar, et al., 2013) from social psychology field which explains a person’s
behaviors through their intentions. The most importance factor in TAM are perceived ease of
use and perceived usefulness. It can be used to predict intention to use social network (Braun,
2013). The two particularly beliefs are the primary drivers for explaining and predicting users’
acceptance of specific type of system. Both perceived ease of use and perceived usefulness are
affecting the baby boomer’s attitude when using the new technology and determining

behavioral intention, which in turn, leads to actual system use (Davis et al., 1989).
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The TAM has also grown from its roots of predicting technology acceptance in
workplace. It has been used to predict intention to use in various types of population including
students, consumers, older adults and doctors (Braun et al., 2013). For example, studies where
elderly users actually use devices are mostly carried out in the framework of human computer
interaction and/or usability studies. The fundamental goal of TAM studies is the analysis of
these influencing factors on the use of media and the adoption or rejection of technological
devices (Dogruel, Joeckel, and Bowman, 2015).

Communication is an exchange of idea or information between two people from one
person to another person. Online purchasing channel are lack of product experience the
customer cannot touch and feel the product before they purchase. So, peer communication
plays an important role in the model to increase product experience that lead to purchase
intention such as a product review from friends or reviewer. The customer tries to purchase the
products that their peers like to use and also avoid the ones that their peers dislike. The positive
and negative information from peers is more reliable than business communication and
therefore peer communication becomes a major influencer of purchase intention (Armagan and
Cetin, 2013).

Many researchers use TAM to investigate consumers’ intention to use online
purchasing. Celik, (2011) studies the relationship between subjective norm, online shopping
anxiety and perceived playfulness by using TAM to predict customer’s online shopping
intentions. The study found that perceived playfulness had a positive effect on the use of the
internet for online shopping. This study could be used in developing online marketing strategies
and for future research. Law, Kwok, and Ng, (2016) that the mediator of purchasing intention,
who are between ages 31 to 60 years old and had strong purchasing power. It proposes a new
online purchase intention model by integrating the technology acceptance model with attitude
towards te online purchase as mediator. Fagih (2013) investigated the influence of perceived
risk and Internet self-efficacy on the consumers’ intentions to use online channels for
purchasing based on the extend version of TAM and concluded that self-efficacy influences
consumers’ intentions toward online shopping behaviors. Lastly, Wang et al. (2012), by using
social media, investigated Consumer socialization process through peer communication. In the
study, they found that social media usage can cause effect to purchase intention. Peer

communication directly affects purchase intention in two way: direct and indirect influence.
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This study combines Technology Acceptance Model and consumer socialization
process and used the combination to investigate the technology acceptance, including
Perceived Playfulness, Self-efficacy, Peer communication, Perceived Usefulness, Perceived

ease of use, Attitude toward to online purchasing and Purchase Intention.

2.3.1 Perceived playfulness

Perceived playfulness is the degree where a current or potential user believes that the

social network site will bring him/her a sense of enjoyment and pleasure (Sledgianowski and
Kulviwat, 2009). Hedonic value can influence the behavior of searching for information and
desire to purchase. If the baby boomers are satisfied with their online purchasing experience,
they will be likely to repeat the process of searching and purchasing online. (Soleimani, Danaei,
Jowkar, and Parhizgar, 2016). Hedonic value can be determined in various states of perceive
of playfulness, such as flow, enjoyment and cognitive absorption, significant contributing to
online shoppers’ search experiences, purchasing decisions and e-store patronage intentions
(Demangeot and Broderick, 2007)
Consumers who are motivated by utilitarian values online may seek the convenience of saving
time and problem solving information process (Anderson, Knight, Pookulangara, and Josiam,
2014). The perceived utilitarian value of a technology has found when baby boomers perceive
hedonic value. A social media user is likely to find a service more useful if he or she enjoys it
(Rauniar, et al., 2013).

2.3.2 Self-efficacy

Self-efficacy is defined as the extent to which an individual perceives that he or she is
capable of engaging effectively as a shopper or buyer in the online environment (Thaichon,
2017). This Self-Efficacy is defined as an individual’s judgment of his or her own capability
to purchase products on Facebook. It is baby boomers’ self-assessment and self-confidence of
his or her capabilities to use social media. The higher self-efficacy is, the more effort becomes
active (Bandura, 1982). As people grow older, their physical capacities decrease continually.
This physical change in the baby boomer consumers leads them to have a hard time learning
new technology and low memory capabilities to remembering detail (Milanovi¢, Panteli¢,

Trajkovié, Sporis, Kosti¢, and James, 2013).
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Baby boomers who have high experience with Facebook believe that they can use Facebook
easily to find-products, evaluate product information, perform product or price comparisons,
place order and check it out. On the other hand, baby boomers who have high experience with
Facebook will ask someone for help to purchase produce on online (Vijayasarathy, 2004).

2.3.3 Peer communication

Socialization theory suggests that baby boomer consumers develop consumption-
related attitudes and behaviors by learning from socialization agents through interactions with
them (Chu and Sung, 2015). Peer communication allows customers to interact with other
people on social media which different from traditional communication that customers have to
spend their time to interact with staffs at the brick and mortar stores. Facebook provides the
feature for customers that facilitate to social interaction of customer. They can communicate
to other people in the provided platform (Bagozzi and Dholakia, 2002). Customers are likely
to be more affected by people whom they have closer relationships. The customer’s close social
network also often plays a major role in his or her purchase decisions (Nitzan, and Libai, 2011).
This type of information is a new kind of word-of-mouth recommendation which were used in
traditional markets (Hajli, 2015).

In their recent study, Wang et al. (2012) investigated peer communication through social
media. They found that peer communication can be identified in two forms: Normative (direct
influence) and Informational (indirect influence). Normative influences push people to
conform to group norms and modify their attitudes and behaviors based on peers' expectations
(Bearden, Netemeyer, and Teel, 1989). Akhlag and Ahmed (2011) said that baby boomer
consumers’ acceptance of social media is affected by social influence from their peers. It proves
that positive words from group play an important role in acceptance of those who are closest
to customers. On the other hand, informational influences lead consumers to learn about
product by finding information from customer. They might search for information from online
community who has the same behavior, such as reviewer or blogger. Informational influences
have been affecting consumers’ decision processes and product evaluations (Wang et al.,
2012). The reviews and ratings from online community are effective to trust. However, the fake
reviews and ratings might reduce products’ credibility. The customers has to consider that the
information that they get is authentic. The authenticity of reviews and ratings can influence the

sales of product.

10
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2.3.4 Perceived Usefulness

Perceived usefulness was defined by Davis et al. (1989) as “the degree to which a
person believes that using a particular system would enhance his or her job performance.” It
follows the definition of useful which is “capable of being used advantageous.” Perceived
usefulness is the baby boomer consumers’ belief that using online services is beneficial to their
job performance (Davis et al. 1989) which is a representation of the perceived outcome of the
experience (Niederhauser and Perkmen, 2010). Elderlies who use the social network with
positive attitudes and stronger motivation will improve and tend to have more favorable
intention towards the system (Wei and Lu, 2014). Hence, it can be expected that when they

feel that social media is useful, they will be more likely to intend to use it.

2.3.5 Perceived Ease of Use

Perceived ease of use is referred to “the degree to which a person believes that using a
particular system would be free of effort.” It also follows the definition of “ease” which is
“freedom from difficulty or great effort” (Davis et al., 1985). The concept of Perceived Ease
of Use relates to Zipf’s (1949) principle of least effort which predicted that elderlies who use
social network with less effort will be more appreciative to learn about features, make use of
the applications, and perform social-media-related activities (Rauniar et al., 2013). This
principle of least effort can predict that the baby boomers who use social media with less effort
will be more appreciative to learn features, make use of the applications, and perform social-
media-related activities, such as commenting on posts, uploading and sharing photograph and
videos like a professional. On the other hand, social media is the “easy to use” social network
for elderlies since it allows them to interact and understand function of the social network

easily. Thus, they will be more likely to intently use it.

2.3.6 Attitude toward to online purchasing

Attitude towards online purchasing is defined as customers’ positive or negative
feelings on online purchasing and their consideration of it being a good ideal. Attitude is widely
used for predicting a person’s behavioral intentions. It also acts as a key mediator that supports

the positive relationship between other online behavioral factors and purchase intentions

11
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(Law et al., 2016). Recent studies show that the influence occurring in online social media
communities has impacts on baby boomer consumers’ product attitude and purchase decision
(Chen, Chen, and Xu, 2016). Baby boomer consumers conform to a group of norms to make
the purchase decisions. Then, social interaction of individuals influences consumer attitude
towards the products, which can be positive or negative. The information on social network
must be accurate and trustful. Similarly, the review and rating must be true and factual (E-
WOM). Since there are 2 sides of rating and review on the product, customers need to ensure
that the rating and review they view really comes from the customer, not form the unethical

merchant.

2.3.7 Purchase Intention

Purchase Intention is defined as the perceptions and intentions to accept a friend’s
product recommendation or review when purchasing a product on a social commerce site (Ng,
2013). Customers are willing and intend to purchase in online transaction. Online transaction
can be considered in an exchange of information, and purchasing product (Pavlou, et al., 2003).
In today’s connected world, we could say that social media are an important technological
innovation that directly impacts baby boomer consumers and eventually impacts their
perception which regards to intentionally purchasing online (Pookulangara and Koesler, 2011).
Social media allows baby-boomer consumers to buy products via online network. They also
provide the information about the products that creates positive attitude towards the products.
Furthermore, peer communication also provides the information and suggest customers to

purchase the products on online (Casal6, Flavian, and Guinaliu, 2010).

12
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Chapter 3
Research Hypothesis

3.1 Research Hypothesis

3.1.1 Perceived playfulness

Moon and Kim (2001) found that perceived playfulness is an intrinsic motivator
influenced by the user’s experience. The motivation of a user to visit a website is affected by
the perceived playfulness when the actual state meets his or her expectation of preference state
when they use Facebook. Perceived playfulness which baby boomers enjoy includes finding a
good deal, hunting for a good price with more positive playfulness (Anderson et al., 2014) and

greater usefulness when they are satisfied. Thus, the following hypothesis can be proposed:

H1. Perceived playfulness will positively affect Perceived Usefulness

3.1.2 Self-efficacy

Perceived self-efficacy concerned with people's beliefs in their capabilities to exercise
control over their own functioning and events that affect their lives (Bandura et al., 1982). Self-
efficacy can affect baby boomers’ behavioral purchase intention. Baby boomers with higher
self-efficacy (high assurance in their capabilities when facing difficult tasks may lead to
persistence to accomplish tasks) and high experience with Facebook are more likely to
purchase products (Gatti, Brivio, and Galimberti, 2017). In contrast, baby boomers with lower
self-efficacy and low experience may avoid using it (Compeau and Higgins, 1995). Thus, the

following hypothesis can be proposed:

H2. Self-efficacy will positively affect Perceived Ease of Use

13
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3.1.3 Peer Communication

Peer Communication has been used increasingly by baby-boomer consumers to answer
many types of questions because consumers can share their experiences or opinions to other
consumers via social media. Thus, we suggest that baby boomer consumers have been using
peer communication to learn more about products on social media. (Pookulangara et al., 2011).
Ahuja and Galvin (2003) argued whether social media facilitates communication and allows
users to connect with their friendship. The baby boomer consumers may interest in the product
when they obtain more information from peer or searching it on the internet. Ratings and
reviews from friends or third parties have effect on customer purchasing decisions with their
recommendation of products that directly influence customers who have never made online

purchases due to lack of experience. Thus, the following hypothesis can be proposed:

H3. Peer Communication will positively affect Purchasing Intention

3.1.4 Perceived Usefulness and Perceived Ease of Use

Based on literature reviews, the social media system will be useful when it helps baby-
boomer consumers keep in touch with their family and friends who might live far apart from
them. This usefulness, in turn, leads to baby-boomer consumers’ satisfaction as well as

intention to purchase. Thus, the following hypothesis can be proposed:

H4. Perceived Usefulness will positively affect Attitude toward purchasing
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Based on literature review, we can assume that baby boomers will use and are satisfied
by the applications that require less effort and are more user friendly. Furthermore, a clear and
simple overview for baby boomer which indicates as an easy-to-use website can enhance the
baby boomer’s experience (Rauniar et al., 2013). Social media must be designed to be easily
used for first-time baby boomer consumers, as well as efficient to get tasks done. Such
characteristics will lead to the perceived system usefulness. Additionally, it is commonly
known that the system will be useful if it is easy to use. Previous studies also show a strong
evidence of a positive relationship between perceived ease of use and perceived usefulness.

(Rauniar et al., 2013). Thus, the following hypothesis can be proposed:

H5a. Perceived Ease of Use will positively affect Perceived Usefulness

H5b. Perceived Ease of Use will positively affect Attitude toward to purchasing

3.1.5 Attitude toward to purchasing

Attitude relates to usefulness, ease of use and peer communication and performs as a
mediator of online purchasing intention. The more product and service contain accurate
information, the more information, such as customer review, information and experience of
other on community becomes credible. For example, the information from reputable members
through reviewing and rating of the products are likely to have higher level of trust in process
than the information from a commercial website (Hajli et al., 2015). When people become
familiar and participate on the website by searching for information, reading other review and
rating on the products, they will feel confident to purchase the products online. A positive
product attitude will increase the probability of the baby boomer conducting a purchase

(Bjering, Havro, and Moen, 2015). Thus, the following hypothesis can be proposed:

H6. Attitude toward to purchasing will positively affect Purchasing Intention
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3.2 Conceptual Model

According to the literature review a conceptual model; linked component that influence
purchase intention. Figure 3.1 shows the conceptual model of this study by using Technology
Acceptance Model, while Table 3.1 shows the adopted hypothesizes.

’/'L/’/> Perceive of
) _
. Usefulness
Perceived
Playfulness
| —
H4
)
Self-efficacy
H2 Hsa ]
Attitude toward Purchase
purchasing Intention

Percerve Ease
of Use

Peer
Communication

Figure 3.1 Conceptual model

Table 3.1 List of hypotheses

No. Hypotheses

H1 Perceived playfulness will positively affect Perceived Usefulness

H2 Self-efficacy will positively affect Perceived Ease of Use

H3 Peer Communication will positively affect Purchasing Intention

H4 Perceived Usefulness will positively affect Attitude toward purchasing
H5a | Perceived Ease of Use will positively affect Perceived Usefulness

H5b | Perceived Ease of Use will positively affect Attitude toward to purchasing
H6 Attitude toward to purchasing will positively affect Purchasing Intention
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Chapter 4
Methodology

4.1 Data collection

The survey questionnaire was adapted from previous study and translated from English
to Thai language.

Schumacker and Lomax (2010) provides a simplified formula to calculate sample size

n=>5xq

Where;
n = sample size required

g = number of items in survey

For this study, the sample size is estimated to be n =5*35 =170

Data will be collected by sending an electronic (used Google form to create) and hard
copy of survey to the baby boomers. The survey was formed with a 5-point Likert scale because
it is less confusing and will increase response rate (Babakus and Mangold, 1992; Devlin, Dong,
and Brown, 1993; Hayes, 1992). The scale ranged from 1-strongly disagree to 5-strongly agree.
The Likert-type scale was selected based on the fact that we want to identify respondent attitude
or feeling about the items of each construct. The survey must be done by respondent who are
baby boomers and use Facebook to purchase products. This method was selected because it
was cost-effective method and convenient.

The questionnaire will be conducted by selecting baby boomers who purchase products
via Facebook by creating online survey (google form) sending a link on social media (e.g. Line,

Facebook, and Twitter) and hard copy in order to reach a higher response rate.
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In this study, the abbreviations for construct are given in Table 4.1.

Constructs

Abbreviations

Perceived Playfulness

PP

Self-efficacy 1 SE1
Self-efficacy 2 SE2
Peer Communication PC
Perceived Usefulness PU
Perceived Ease of Use PEOU
Purchasing Intention Pl

4.2 Normality test

Normality test is a statistical process to test the assumption that fit to the shape of a

normal curves. According to West, Frinch and Curran (1995) propose that the value of a

skewness is +2 and 7 for kurtosis which is considered normal distributed. Critical Ratios is

the statistic coefficient dividing by standard error. The value of critical ratios greater than +1.96

indicate that the normal distribution. For the large samples 200 or more, threshold of £2.58 can

be use (Field, 2009).

Table 4.2 shows that most item value are acceptable in skewness and kurtosis ranges

which considered normal distribution except PC1 both values in skewness and kurtosis are not
in acceptable ranges. The critical ratios value the items are PP2, SE6, SE, SE8, SE1, PC1, PC3,

PC4 and PI3 have value greater than £2.58, while other items show lower values.
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Table 4.2 Assessment of Normality (Kurtosis & Skewness)

Descriptive Statistics

N Skewness Kurtosis
Statistic | Statistic | Std. Error g:tt.fsl Statistic Etr?or ggltﬁg:r?l
PP1 216 009 017 052  [0.36 0.33 1.09
PP? 216 047 0.7 280  [0.63 0.33 1.91
Pp3 216 033 017 198  0.34 0.33 1.04
PP4 216 -0.24 0.17 -1.42 0.45 0.33 1.36
SE1 216 014 [0.17 083  [-0.65  [0.33 -1.97
SE? 216 023 [0.17 137 [059  [0.33 -1.78
SE3 216 041 [0.17 245 044  [0.33 -1.34
SE4 216 036 [0.17 217 029  [0.33 -0.87
SE5 216 (035  [0.17 RSN 0.33 0.32
SE6 216 053  [0.17 322 [0.30 0.33 0.91
SE7 216 L0.47 - [0.17 284  [0.00 0.33 0.01
SES 216 055  [0.17 333  [0.18 0.33 0.54
SE9 216 035  [0.17 1208 043  [0.33 11.31
SE10 216 -0.45 0.17 -2.73 0.10 0.33 0.32
PC1 216 2.19 0.17 1319 1843  [0.33 55.85
PC2 216 -0.31 0.17 -1.87 -0.13 0.33 -0.38
PC3 216 -0.51 0.17 -3.07 0.14 0.33 0.43
PC4 216 -0.50 0.17 -2.98 0.09 0.33 0.28
PC5 216 -0.32 0.17 -1.92 0.08 0.33 0.25
PUL 216 036 [0.17 217 [0.20 0.33 0.59
PU2 216 050  [0.17 298  [0.40 0.33 1.20
PU3 216 (046  [0.17 279  [0.16 0.33 0.47
PU4 216 (013 017 077 006  [0.33 [0.17
PEOUL 216 (037 017 220 .22 0.33 0.68
PEOU2 216 039 [0.17 237 015 [0.33 10.45
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Table 4.2 Assessment of Normality (Kurtosis & Skewness) (Continued)

Descriptive Statistics

N Skewness Kurtosis
Statistic | Statistic | Std. Error |Statistic | Statistic Etr(:or Statistic
PEOU3 216 -0.20 0.17 -1.19 -0.09 0.33 -0.28
PEOU4 216 -0.35 0.17 -2.09 0.18 0.33 0.54
ATT1 216 015 017 090 025 .33 -0.74
ATT? 216 [0.04  [0.17 027 046  [0.33 -1.40
ATT3 216 0.16 0.17 0.96 040  [0.33 11.22
PI1 216 022 .17 (130  [0.03 0.33 0.08
PI2 216 (038 .17 229 002 [0.33 [0.05
PI3 216 [0.69  [0.17 (416 [0.92 0.33 2.77
PI4 216 025  [0.17 153 (044  [0.33 10.42
zlliiltlv?/i?e) S

4.5 Data analysis

The data will be analyzed in 3 sequential steps by applying the following statistical
method by using statistical package SPSS 24.0 and AMOS 21.0 in each step. First, the
exploratory factor analysis (EFA) was used to examine the degree to which item are relating to
the same concept by group the item together based on the relationship among each item.
Second, the confirmatory factor analysis (CFA) is a special case of factor analysis that was
conducted to assess validity and measurement error of all measurement scale in the
measurement model. Lastly, Structural Equation Model (SEM) was selected to perform

hypothesis testing to describe the relationship among the construct variable
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5.1 Descriptive Statistic

Chapter 5

Results

The study collected 216 survey respondents from baby boomer who was born 1946-

1964 and had been purchasing online in the last three months. The Demographic of the

respondents has been summarized in Table 5.1. The Table shown the gender, age, education,

income per month, the total time spent on Facebook in one day and factors influencing

decisions and payment method to purchase products online.

Table 5.1 The Demographic of The Respondents

Items Category Frequency | Percent
Gender Male 95 44.0%
Female 174 56.0%
Age 54-59 years 147 68.0%
60-65 years 59 27.0%
66-72 years 10 5.0%
Education Upper secondary education 20 9.3%
Technical diploma/Associate degree 42 19.4%
Bachelor’s degree 99 45.8%
Master’s degree 55 25.5%
Income per month 15,001 — 20,000 Baht 31 14.4%
20,001 — 30,000 Baht 17 7.9%
30,001 — 40,000 Baht 9 4.2%
40,001 — 50,000 Baht 30 13.9%
50,001 — 70,000 Baht 36 16.7%
70,001 — 90,000 Baht 7 3.2%
Over 90,000 Baht 86 39.8%
The total t!me you spent on 1-3 hrs. 77 35 6%
Facebook in one day
4-6 hrs. 67 31.0%
More than 7 hrs. 72 33.3%
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5.2 Measurement Model

There are two analysis steps that was conducted for the model. First, exploratory factor
analysis (EFA) using principle component axis (PCA) analysis with varimax rotation was the
most widely used technique and easily interpretable results. Second, confirmatory factor
analysis using AMOS with the maximum likelihood to examine the hypothesis constuct

validity.

5.2.1 Exploratory Factor analysis (EFA)

Kaiser—Meyer— Olkin (KMO) and Bartlett’s test of sphericity was used to ensure that
the sample size is adequate. In Table 5.2 KMO value is greater than 0.6 which is adequate
(Tabachnick, Fidell, and Osterlind, 2001). Table showed KMO is 0.895 which indicates that
the data is sufficient for model and All of the factor in Cronbach’s Alpha are greater than the
recommended threshold of 0.7. In Table 5.3 the rotation component matrix shown the seven
factors ware extracted in data. Due to the survey question in self-efficacy it asking about baby
boomer learn how to purchase online by themselves or someone help them that make self-
efficacy are separated into 2 groups. Lower loading is less than 0.3 on unrelated factors should
be remove from the scale which are PP4, PC1, ATT1, ATT2, and ATT3.

Table 5.2 KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy | .895
Approx. Chi-Square | 3858.505

Bartlett's Test of Sphericity | df. 406
Sig. .000
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Table 5.3 Rotated Component Matrix

Rotated Factor Matrix®

Factor

3

4

SE9

782

SE7

.759

SE5

741

SE8

716

SE6

712

SE10

.618

SE2

872

SE1

.868

SE3

187

SE4

.692

PU2

74

PU4

.681

PU3

.636

PU1

.616

P13

.807

P14

.780

P12

124

PI1

.586

PC4

.829

PC3

.826

PC2

.729

PC5

.666

PEOU3

.688

PEOU4

673

PEOU2

.569

PEOU1

521

PP2

.793

PP1

.766

PP3

.702

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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5.2.2 Confirmatory Factor analysis (CFA)

The next step of analysis was tested using confirmatory factor analysis (CFA) by

AMOS 21.0 to examine the construct validity and reliability including Perceived Playfulness,

Self-efficacy 1, Self-efficacy 2, Peer Communication, Perceived Usefulness, Perceived Ease

of Use, Purchasing Intention.
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PP PercivedPlayfulness
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Figure 5.1 Confirmatory Factor Analysis (with standardized estimates)
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The CFA shows that the indicator reliability (square multiple correlation), the factor reliability
(FR) or composite reliability is the average variance extracted for each factor (AVE) is used in
the calculations. Fornell and Larcker (1981) said that convergent validity of the measurement
model could be obtained by having AVE greater than 0.5 and composite reliability (CR) was
applied to test the reliability (Wasko and Faraj, 2005). Therefore, the value of AVE should be
lower than CR and greater than 0.5 is indicates good reliability. Cronbach’s alpha measures the
reliability score which must be greater than 0.7 (Nunnally, 1978). The result of AVE in
perceived of usefulness and perceived ease of use are lower than 0.5 is acceptable. Fornell et
al. (1981) which stated that if AVE is lower than 0.5 but CR is higher than 0.7, the convergent

validity of the construct is still adequate.

25

Ref. code: 256159220401585GT



Table5.4 Reliability Calculation

Results CFA Reliability Calculation
Factor Squared Error .
Factor Indicator Loadin Multiple Variance Cronbach’s | AVE | CR
g Correlation Alpha
PP1 0.793 0.629 0.371
Perceived PP2 0.766 0.587 0.413 0.762 0569 | 0.798
Playfulness
PP3 0.702 0.493 0.507
SE1 0.872 0.760 0.240
SE2 0.868 0.753 0.247
Self-Efficacy V2 0.89 0.653 | 0.882
SE3 0.787 0.619 0.381
SE4 0.692 0.479 0.521
SE5 0.782 0.612 0.388
SE6 0.759 0.576 0.424
SE7 0.741 0.549 0.451
Self-Efficacy V1 0.826 0.523 | 0.867
SE8 0.716 0.513 0.487
SE9 0.712 0.507 0.493
SE10 0.618 0.382 0.618
PC2 0.829 0.687 0.313
Peer PC3 0.826 0.682 0.318
c icati 0.853 0.586 | 0.849
ommunication PC4 0.729 0.531 0.469
PC5 0.666 0.444 0.556
PUL 0.774 0.599 0.401
Perceived of PU2 0.681 0.464 0.536
Usefulness 0.820 0.462 | 0.773
PU3 0.636 0.404 0.596
PU4 0.616 0.379 0.621
PEOU1 0.688 0.473 0.527
. PEOU2 0.673 0.453 0.547
I'jercelved Ease of 0.806 0.380 0.708
se PEOU3 0.569 0.324 0.676
PEOU4 0.521 0.271 0.729
PI1 0.807 0.651 0.349
. PI2 0.78 0.608 0.392
'r”trc';‘?‘s'”g 0.873 0532 | 0816
ntention PI3 0.724 0.524 0.476
Pl4 0.586 0.343 0.657
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5.3 Structural Model

5.3.1 Hypothesis Testing

The structural equation modelling (SEM) was used to perform hypothesis testing to

build the structural model using maximum likelihood estimation.

In this study base on a sample of 216 respondents and a seven construct model with
thirty-four variables. The result of the model has been analysis by goodness of fit criteria such
as Byrne (1989) asserted that the ratio of y2/df should be less than 3.00 in order to imply the
very good fit, Goodness of Fit Index (GFI), and Adjust Goodness of Fit Index (AGFI) should
be above the threshold value of 0.8 to indicate a good model fit (Seyal, Rahman, and Rahim,
2002). Normal Fit Index (NFI), value should greater than 0.9 (Arbuckle, 2012) but To el al.,
(2008), the recommended that the value of NFI above 0.8 can be considered a fairly good fit.
According to Hair et al. (2014), Tucker-Lewis Index (TLI) and Comparative Fit Index (CFI) it
should be greater than 0.9. The Root Mean Square Residual (RMSR), and Root Mean Square
Error of Approximation (RMSEA) should be lower than 0.08 and considered a good fit. The
result of the Model Fit was in the acceptable range and the hypothesized relationship of
research model was conducted and the result was shown in Table 5.5 and Figure 5.2.

Table 5.5 Good Fit Criteria

Fit Recommended Actual

Indices Value SE Value Model Fit
x?/d.f. | <3.00 Byrne (1989) 1.811 | Good fit

GFlI >0.80 Seyal, Rahman, and Rahim (2002) 0.835 | Good fit

AGFI >0.80 Seyal, Rahman, and Rahim (2002) 0.800 | Good fit
~0.80 To, Liao, Chiang, Shih, and Chang

NFI 7 (2008) 0.840 | Fairly good fit
>0.90 Arbuckle (2012)

TLI >0.90 Hair et al. (2014)) 0.910 | Good fit

CFI >0.90 Hair et al. (2014) 0.920 | Good fit

SRMR <0.08 Hair et al. (2014) 0.073 | Good fit

RMSEA | <0.08 Hair et al. (2014) 0.061 | Good fit
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The Structural Equation Model is used to examine direction of relationship. Figures 5.2
and Table 5.6 shows the total of seven hypotheses based on a number of literature reviews. The
best fit measurement model shows the correlation between key factors in Table 5.6. The strong
correlation is explaining the correlation coefficient more than |0.5|, a moderate correlation
explains the correlation coefficient between |0.30|-|0.50|, and a weak correlation explains the
correlation coefficient of less than |0.30|. The hypotheses show the effects are highly significant
(p <0.001) are H1, H2a, H2b, H4, H5a, and H5b cannot be rejected. the correlation coefficient
in H1, H2a, H4, H5b are explains a moderate correlation and H5a is explains a strong
correlation. Conclusion the result in H1, H2a, H2b, H4, H5a, H5b are supported in the model.
Although H3 show p-value of 0.070 thus, the correlation coefficient is 0.112 explains a weak

correlation the result is not supported in the model.
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Table 5.6 The Result of Hypothesis Testing Result

Model Fit
x? =650.195 CFI =0.920 SRMR =0.073
x?/d.f.=1.811 TLI=0.910 RMSEA =0.061
d.f. =359
Hypotheses Relation Estimates P Result Level
Perceived Perceived
H1 Playfulness  — (+) Usefulness 0.329 *** | Supported | Moderate
(PP) (PU)
Perceived
Self-efficacy Ease of ke
H2a 1 (SE1) — (+) ik 0.461 Supported | Moderate
(PEOU)
Perceived
Self-efficacy Ease of al
H2b 2 (SE2) —(+) Use 0.289 Supported |  Weak
(PEOU)
Peer Purchase Not
H3 Communicati  — (+)  Intention 0.112 | 0.070 Suported Weak
on (PC) (PI) PP
Perceived Purchase
H4 Usefulness ~ — (+)  Intention 0.358 *** | Supported | Moderate
(PU) (PI)
Perceived Perceived
H5a Ease of Use = — (+) Usefulness 0.669 *** | Supported | Strong
(PEOU) (PU)
Perceived Purchase
H5b Ease of Use — (+) Intention 0.388 *** | Supported | Moderate
(PEOU) (P1)
***p<0.001
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Figure 5.2 Direct Causal effects (Standardized estimates)
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Chapter 6

Discussion

This chapter provides the discussion on the hypothesized relationship of research
model. There are two parts in this chapter, including discusion of the study and key

contributions.

6.1 Discussion

First, H1 hypothesized that perceived playfulness positively affect perceived
usefulness. Baby boomers perceive playfulness when they enjoy shopping on Facebook, which
leads them to do not realize that the time has passed and encourage them to explore more.
Therefore, they are finally led to purchasing intention. When baby boomers enjoy finding
variety of products, hunting for low price and special offers on online channel, they tend to be
affected, which resulted in purchasing intention. The result shown that perceive playfulness
has high significant on perceive usefulness. Thus, it can be concluded that H1 is supported and
have positive effect on perceive usefulness.

Second, H2 hypothesized that self-efficacyl and self-efficacy2 have positive effect on
perceived ease of use (H2a, H2b). According to the survey question that was adapted from
Venkatesh and Davis (2000), after the analysis of the result of self-efficacy has been separated
into two group, consisted of 1. Ability to accomplish a task by themselves and 2. Ability to
compete the task by asking someone for help. It is shown that self-efficacy has high significant
on perceived ease of use. Since baby boomers are getting older, they have to live with new
technology and learn how to use it to make life efficiently and easier to connect with their
families and friends. There are two group of baby boomers: (1) Baby boomers who have high
experience with online purchasing and use Facebook to skillfully purchase products and (2)
Baby boomers who have low experience and feel less comfortable with online purchasing
which will affect their purchase intention. Thus, it can be concluded that H2a and H2b are

supported and have positive affect on perceived ease of use.
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Third, H3 hypothesized that peer communication positively affect purchase intention.
This study used peer communication from Consumer Socialization process instead of
subjective norm in the original TAM. The results found that peer communication does not
support purchasing intention. Recommendation from friends and information received from
experienced users (families, friends or others they have not met, such as influencer, blogger,
etc.) influence baby boomers’ decision to visit online stores and purchase products on
Facebook. Therefore, they need to trust the information. Robinson and Smith, (2002)
investigated that trust between people will cause peoples to be more willing to accept
recommendations from other recommenders (Lu, Zhao and Wang, 2010). When people desire
to purchase products, they will talk to and search information from peers to gain more
experience that meet their requirement and make purchase decisions. The lower risk in
Facebook and high self-confidence make customers feel safe and secure to purchase products
online. The research suggest that trust is the important factor in conceptual model because of
unsafe online environment. Since online purchasing does not happen in face to face, consumers
are unable to access and evaluate real products before purchasing it (Ng, et al., 2013).

Forth, H4 hypothesized that perceived usefulness positively affect purchase intention.
Since online information plays an important role in baby boomers’ purchase decisions. Baby
boomers are able to use and understand the feature of Facebook and obtain the benefits through
Facebook. They perceive that Facebook enhances their effectiveness in accomplishing
shopping tasks and is the best way to purchase the products. Consequently, effectiveness of
Facebook leads to purchase intention. The results showed that perceive usefulness has high
significant on purchase intention. Thus, it can be concluded that H4 is supported and have

positive effect on purchase intention.
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Fifth, H5 hypothesized that perceived ease of use positively affect perceive usefulness (H5a)
and perceive ease of use positively affect purchase intention (H5b). Baby boomers perceive
that purchasing through Facebook is convenient and useful when baby boomers put less effort
in it. For instance, if the description of the product is precise and accurate, and finding a
merchant that sells the product, it will encourage the baby boomers to want to use Facebook
for their online shopping. The result shows that perceived ease of use has a high significant on
perceived usefulness and purchased intention. Thus, it can be concluded that H5a and H5b is
supported and have positive effect on perceived usefulness and purchase intention.

Lastly, the hypothesized of attitude towards purchasing will positively affect
purchasing intention. In the findings of the result in EFA analysis, we remove all of the factors
in attitude towards purchasing because the factor loading is less than 0.3. The study of
Venkatesh et al., (2000) showed that attitude towards purchasing can be removed from the
model due to its weak role as a mediator between the construct and purchase intention (Mun,
Jackson, Park, and Probst, 2006). Perceived usefulness can have an independent effect on

purchase intention and perceived ease of use has an effect on perceived usefulness

5.2 Key Contributions

This research studied baby boomers who have grown up in the digital age. The
outcomes of this study will provide the following:
1. By empirical assessing the impact of certain internal and external factors have on online
purchase intention; practitioners will be able to understand baby boomer customers’ behavior
and interest. As a result, they can create a more attractive content and marketing campaign to
catch baby boomer customers’ interest (e.g. invite friends to get discount, create a playful
content).
2. Practitioners can revise their content and campaign to create a desired image in baby

boomers’ mind (create a trusty or playful looking image in baby boomers’ perception).
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Chapter 7

Conclusion

7.1 Conclusion

This study investigated Facebook usage behaviors of Thai baby boomer consumers to
develop a conceptual model, to study the baby boomers’ behavior of purchasing products on
Facebook. Thus, we revised Technology Acceptance Model (TAM) with consumer socialize
process in order to explain baby boomers’ acceptance and behavior of purchasing products
online. The perceived usefulness and perceived ease of use were determined to be the
antecedent of the key TAM construct (Venkatesh et al., 1996). We conducted questionnaire
survey and collected 216 respondents from baby boomers between 54 to 71 years old by using
online survey (Google form) and hard copy. The survey methods were conducted in this study,
using Structural Equation Modeling (SEM) technique. In additional, SEM was selected to
perform hypothesis testing. Thus, the relationship in the structural model were more accuratehy
than the other multivariate method.

The results showed that 84.38 percent of baby boomer have been purchasing product
on Facebook. Facebook is not only an online community, but also an online shopping channel.
Online shopping channel is convenient as it provides 24-hour of product ordering with special
offers for online site and lower price when compared with traditional stores. Such features
cause baby boomer consumer to enjoy purchasing product online. Easy and convenient to use
are important factors that make baby boomers adopt new technology. In addition, high
experience with Facebook will increase new opportunity of purchase intention. Low experience
with Facebook leads to lacking of knowledge and fear of purchasing products online.
Moreover, peer communication can influence baby boomers through posting and sharing
features on Facebook. The more credible information, such as review and rating is, the more
purchase intention intensifies. The first and second most used payment method by baby
boomers are online banking service and online payment by credit card, respectively. Only a
small group of people prefer to use offline payment with cash when the products are delivered

because they not trust or familiar with online payment.
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On the other hand, 15.62 percent of baby boomer have never purchased things on Facebook
because of the lacking of touch and feel of merchandise, the lacking of shopping experience
and frauds in online shopping.

The study recommends practitioners to develop and implement online marketing and
user friendliness for baby boomers as they have good experience with online purchasing and
they will have a strong purchase intention. In contrast, for baby boomers who have low
experience with social media and online purchasing, the organizations should provide training
class for them as they will have a high purchase intention in the future.

This study confirmed that, perceived playfulness, self-efficacy, perceive usefulness,

perceived ease of use are the influential factors of baby boomer consumers’ online purchasing

7.2 Limitation

This research was conducted in Thailand, where the baby boomer generation have less
experience with online purchasing. A limited number of surveys was distributed with 84.38
percent return rate from respondents who purchased products online and 15.63 percent of
respondents who never purchased products online and were asked more questions. A larger
sample would have provided better results. Furthermore, the limitation in this study is the lack
of diversity in terms of samples. The samples were collected from a single social media
(Facebook) and mostly with an age range of 54-59 years of age, which was insufficient to
represent the population and the cooperation of the respondents. Moreover, while there are two
groups of people in baby boomer generation, who were working baby boomers and retired baby
boomers, who were rare to find. This study only reached the age population of ages 54 to 72.

Note that the respondents may not truthfully answer the survey questions.
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7.3 Further study

In this study, intention, adoption as a basic to empirically explore the factors affecting
the online consumer purchasing process (Chan, Cheung, Kwong, Limayem, and Zhu, 2003).
Future researchers can be done to explore other influential factors and study baby boomers’
opinion about their trust in online purchasing. Moreover, future researchers should investigate

whether each generation may carry a different result indifferent purchase intention behavior.
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Appendix A

Survey Questionnaire (English Version)

Perceived Playfulness

When shopping at social media. | do not realize the passing time

(when using social media, | do not realize the passing time)

I enjoy shopping at social media. (I enjoy using social media)

Shopping at social media makes me want to explore

(using social media makes me want to explore)

Shopping at social media makes me imaginative

(using social media makes me imaginative)

Celik, H.
(2011)

Self-efficacy

I could complete the job using social media if there was no one around to
tell me what to do as | go

I could complete the job using social media if I had never used social media
like it before

I could complete the job using social media if | had only Facebook manuals
for reference

I could complete the job using social media if | had seen someone else using
it before trying it myself

I could complete the job using social media if I could call someone for help
if 1 got stuck

I could complete the job using social media if someone else had helped me
get started

I could complete the job using social media if I had a lot of time to complete
the job for which Facebook was provided.

I could complete the job using social media if I had just the built-in help
facility for assistance.

I could complete the job using social media if someone showed me how to
do it first

I could complete the job using social media if | had used similar social
media before this one to do the same job

Venkatesh et
al., 2000
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Peer communication

| talked with my peers about the product on social media.

| talked with my peers about purchasing the product on social media.

| asked my peers for advice about the product

| obtained the product information from my peers

My peers encourage me to buy the product

Wang et al.,
(2012)

Perceived Usefulness

I find social media useful for accomplishing my shopping tasks

(using this social media helps me get better decisions)

Using social media improves my performance in accomplishing my
shopping tasks. (using this social media improves the performance of my
tasks)

Using social media enables me to accomplish my shopping tasks faster.
(Using this social media enables me accomplish tasks more quickly)

Using social media enhances my effectiveness in accomplishing my
shopping tasks. (using this social media increases my task productivity or
improves my quality

Celik, H. et
al., (2011)

Perceived Ease of Use

I find social media easy to accomplish my shopping tasks.

(the social media is easy to use)

It is easy to become skillful at using social media to accomplish my
shopping tasks. (it is easy to become skillful at using the social media)

I find social media flexible to interact with when accomplishing my
shopping tasks. (learning to operate the social media is easy)

It is easy to learn how to use social media to accomplish my shopping
tasks. (learning to operate the social media is easy)

Celik, H. et
al., (2011)
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Attitude toward to purchasing
I like the idea of using the internet to shop from this site
Hsu, Chuang,
Using the internet to shop from this site is a good idea Purchasing goods | and Hsu,
(2014).
Purchasing goods from this site is a wise decision
Online Purchasing Intention
I think it is very good to use social media for my shopping tasks instead of
traditional methods. (I think it would be very good to use the internet for
may shopping activities in addition to traditional method)
It is very desirables to use social media for instead of traditional methods.
(in my opinion, it would be very desirable to use the internet for my
shopping activities to traditional method) Celik, H. et
It is much better for me to social media for my shopping tasks instead of al., (2011)
traditional methods. (it would be much better for me to use the internet for
my shopping activities in addition to traditional methods)
Using social media for my shopping tasks instead of traditional methods
is a good idea (using the internet my shopping activities is a good idea)
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Appendix B

Survey Questionnaire (Thai Version)
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KMO and Bartlett's Test

Appendix C

Output of Factor analysis

Kaiser-Meyer-Olkin Measure of Sampling
.895
Adequacy.
Bartlett's Test of Approx. Chi-Square | 3858.505
Sphericity df. 406
Sig. .000

Communalities

Communalities
Initial Extraction
PP1 1.000 .678
PP2 1.000 173
PP3 1.000 .604
SE1 1.000 .845
SE2 1.000 .854
SE3 1.000 735
SE4 1.000 .676
SE5 1.000 635
SE6 1.000 682
SE7 1.000 .720
SE8 1.000 .688
SE9 1.000 .685
SE10 1.000 .623
PC2 1.000 707
PC3 1.000 780
PC4 1.000 .801
PC5 1.000 619
PU1 1.000 677
PU2 1.000 .788
PU3 1.000 .650
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Communalities (Continued)
PU4 1.000 .668
PEOU1 1.000 .698
PEOU2 1.000 679
PEOU3 1.000 .623
PEOU4 1.000 679
Pl1 1.000 .670
P12 1.000 .788
PI3 1.000 .806
Pl4 1.000 763

Extraction Method: Principal Component Analysis.

Total Variance Explained

Total Variance Explained

.. B Extraction Sums of Squared Rotation Sums of Squared
Initial Eigenvalues . .
Factor ! Loadings _ Loadings _
Total % of Cumulative Total % of Cumulative Total % of Cumulative
Variance % Variance % Variance %
1 102'365 36.751 36.751 |10.658| 36.751 36.751 | 3.820 13.172 13.172
2 2.608 8.993 45.744 | 2.608 8.993 45.744 | 3.289 11.343 24.515
3 |2.015 6.948 52.692 |2.015 6.948 52.692 | 3.045 10.499 35.014
4 |1.694 5.841 58.532 |1.694 5.841 58.532 | 2.880 9.933 44.947
5 11520 5.242 63.775 |1.520 5.242 63.775 | 2.878 9.926 54.872
6 |1.087 3.747 67.522 |1.087 3.747 67.522 | 2.393 8.253 63.125
7 |1.012 3.491 71.013 |[1.012 3.491 71.013 | 2.287 7.888 71.013

Extraction Method: Maximum Likelihood.
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Rotated Component Matrix

Rotated Factor Matrix?

Factor

1 2 3 4

SE9 182

SE7 759

SES 741

SE8 716

SE6 712

SE10 .618

SE2 872

SE1l .868

SE3 187

SE4 .692

PU2 A74

PU4 681

PU3 .636

PU1 .616

P13 .807

P14 .780

P12 124

PI1 .586

PC4

.829

PC3

.826

PC2

729

PC5

.666

PEOU3

.688

PEOU4

673

PEOU2

.569

PEOU1

521

PP2

793

PP1

.766

PP3

702

Extraction Method: Principal Component Analysis.
Rotation Method: VVarimax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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Appendix D

Output of Confirmatory Factor Analysis

Reliability Statistics (Cronbach’s Alpha)

Factor | Cronbach's | Cronbach's Alpha Based | N of Items

Alpha on Standardized Items
PP 762 763 4
SE .890 891 10
PC .826 832 5
PU .853 .853 4
PEOU .820 822 4
ATT .806 .806 3
Pl 873 873 4
Inter-Item Correlation Matrix

PP1 | PP2 | PP3 | PP4
PP1 |1.000| .574 | .418 | .263
PP2 | .574 |1.000| .581 | .363
PP3 | .418 | .581 |1.000 | .476
PP4 | .263 | .363 | .476 |1.000

SE1 | SE2 | SE3 | SE4 | SE5 | SE6 | SE7 | SE8 | SE9 | SE10
SE1 |1.000| .874 | .696 | .595 | .309 | .115 | 426 | .372 | .273 | .397
SE2 | .874 |1.000| .722 | .583 | .254 | .128 | .388 | .370 | .273 | .386
SE3 | .696 | .722 [1.000| .593 | .251 | .263 | .407 | .406 | .330 | .361
SE4 | 595 | .583 | .593 |1.000 | .428 | .247 | .468 | .441 | .375 | .468
SE5 | .309 | .254 | .251 | .428 |1.000 | .595 | .549 | 471 | 574 | .447
SE6 | .115 | .128 | .263 | .247 | .595 |1.000 | .507 | .392 | .476 | .329
SE7 | 426 | .388 | .407 | .468 | .549 | .507 | 1.000| .706 | .595 | .589
SE8 | .372 | .370 | .406 | .441 | 471 | .392 | .706 |1.000| .601 | .616
SE9 | .273 | .273 | .330 | .375 | .574 | .476 | .595 | .601 | 1.000| .541
SE10| .397 | .386 | .361 | .468 | .447 | .329 | .589 | .616 | .541 | 1.000
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PC1 | PC2 | PC3 | PC4 | PC5
PC1 | 1.000 | .427 | .306 | .387 | .411
PC2 | .427 |1.000 | .642 | .594 | .448
PC3 | .306 | .642 |1.000 | .696 | .488
PC4 | .387 | .594 | .696 |1.000 | .573
PC5 | 411 | 448 | .488 | .573 |1.000
PU1 | PU2 | PU3 | PU4
PU1 |1.000 | .663 | .490 | .588
PU2 | .663 |1.000| .658 | .630
PU3 | .490 | .658 | 1.000 | .526
PU4 | .588 | .630 | .526 |1.000
PEOU1 |PEOUZ |PEOUS3 |[PEOU4
PEOU1| 1.000 | .641 gl 520
PEOU2| .641 | 1.000 | .418 ochi
PEOU3| .513 418 | 1.000 | .587
PEOQU4| .520 531 587 | 1.000
ATT1 | ATT2|ATT3
ATT1/1.000 | .654 | .581
ATT2| .654 |1.000 | .505
ATT3] .581 | .505 | 1.000
PI1 | PI2 | PI3 | Pl4
PI1 [1.000| .612 | .505 | .552
PI2 | .612 |1.000| .745 | .677
P13 | .505 | .745 |1.000 | .698
P14 | .552 | .677 | .698 |1.000
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Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 83 817.217 413 .000 1.979
Saturated model 496 .000 0
Independence model | 31 4288.137 465 .000 9.222
RMR, GFI
Model RMR GFlI AGFl  PGFI
Default model 048 809 771 674
Saturated model .000 1.000
Independence model | .262 .212 .160  .199
Baseline Comparisons

NFI RFI  IFI TLI
Model Deltal rhol Delta2 rho2 e
Default model .809 FE5NEme9h 881 .894
Saturated model 1.000 1.000 1.000
Independence model | .000 .000 .000 .000 .000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model .888 7 19 S94
Saturated model .000 .000 .000
Independence model | 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 404.217  326.777  489.438
Saturated model .000 .000 .000
Independence model | 3823.137 3617.210 4036.378
FMIN
Model FMIN FO LO90 HI90
Default model 3.801 1880 1520 2.276
Saturated model .000 .000 .000 .000
Independence model | 19.945 17.782 16.824 18.774
RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model .067 .061 074  .000
Independence model | .196 .190 201 .000
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AIC

Model

AIC BCC BIC

CAIC

Default model
Saturated model
Independence model

983.217  1012.244 1263.365 1346.365
992.000 1165.464 2666.138 3162.138
4350.137 4360.97/8 4454.77/0 4485.770

ECVI
Model ECVI LO9 HI9 MECVI
Default model 4573 4213 4969  4.708
Saturated model 4614 4614 4614 5421
Independence model | 20.233 19.275 21.225 20.284
HOELTER
Model HOELTER HOELTER

.05 01
Default model 122 128
Independence model | 26 28
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Estimates (Group number 1 - Default model)

Scalar Estimates (Group number 1 - Default model)

Maximum Likelihood Estimates

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P

PP1 <--- PercivedPlayfulness | .805 .093 8.634  ***
PP2 <--- PercivedPlayfulness | 1.000

PP3 <--- PercivedPlayfulness | .874 090 9.733  ***
PP4 <--- PercivedPlayfulness | .668 092 7302  ***
SE8 <--- SelfEfficacyV1 1.023 .088 11.588 ***
SE7 <--- SelfEfficacyV1l 1.092 .091 12.064 ***
PC5 <--- PeerCommunication | .731 073 9.952  ***
PC4 <--- PeerCommunication | 1.000

PC3 <--- PeerCommunication | .945 074 12775 ***
PC2 <--- PeerCommunication | .860 SOl 3%, TINS30 W **
PU4 <--- PerceivedofUse .803 066 12.159 ***
PU3 <--- PerceivedofUse .864 /8 T8l . Sd8m T&
PU2 <--- PerceivedofUse 1.000

PU1 <--- PerceivedofUse .875 D68 A08854  *&8
SE6 <--- SelfEfficacyV1 AT 092 BB 7P T d
SE5 <--- SelfEfficacyV1 .846 087 9.716%% 7 &
PC1 <--- PeerCommunication | .664 L9505 =4004 " = F&
Pl4 <--- PerceivedIntention 1.061 080w 36 g™
PI3 <--- PerceivedIntention 1.000

Pl1 <--- PerceivedIntention .823 SO0 SGhEN [T >
PEOU4 <--- PerceivedEase 1.139 A27 8997  ***
PEOU3 <--- PerceivedEase 1.000

PEOU2 <--- PerceivedEase 1.328 145 9,132 *F**
PEOU1 <--- PerceivedEase 1.317 135 9.758  ***
SE10 <--- SelfEfficacyV1 967 .093 10.345 ***
SE9 <--- SelfEfficacyV1 1.000

SE1 <--- SelfEfficacyV2 964 043 22436 ***
SE2 <--- SelfEfficacyV2 1.000

SE3 <--- SelfEfficacyV2 .802 .052 15.389 ***
SE4 <--- SelfEfficacyV2 624 054 11535 ***
P12 <--- PerceivedIntention 1.147 074 15.434 ***
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Standardized Regression Weights: (Group number 1 - Default model)

Estimate
PP1 <--- PercivedPlayfulness | .633
PP2 <--- PercivedPlayfulness | .809
PP3 <--- PercivedPlayfulness | .721
PP4 <--- PercivedPlayfulness | .537
SE8 <--- SelfEfficacyV1 .804
SE7 <--- SelfEfficacyV1 837
PC5 <--- PeerCommunication | .656
PC4 <--- PeerCommunication | .831
PC3 <--- PeerCommunication | .807
PC2 <--- PeerCommunication | .755
PU4 <--- PerceivedofUse JT47
PU3 <--- PerceivedofUse 332
PU2 <--- PerceivedofUse .838
PU1 <--- PerceivedofUse 778
SE6 <--- SelfEfficacyV1 583
SE5 <--- SelfEfficacyV1 .680
PC1 <--- PeerCommunication | .484
Pl4 <--- PerceivedIntention 791
PI3 <--- PerceivedIntention .831
Pl1 <--- PerceivedIntention .678
PEOU4 <--- PerceivedEase 28
PEOU3 <--- PerceivedEase .657
PEOU2 <--- PerceivedEase 5%k
PEOU1 <--- PerceivedEase .804
SE10 <--- SelfEfficacyV1 721
SE9 <--- SelfEfficacyV1 743
SE1 <--- SelfEfficacyV2 926
SE2 <--- SelfEfficacyV2 934
SE3 <--- SelfEfficacyV2 776
SE4 <--- SelfEfficacyV2 .655
P12 <--- PerceivedIntention .887
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Covariances:

(Group number 1 - Default model)

Estimate SE. CR. P
PercivedPlayfulness <--> SelfEfficacyV2 257 057 4550 ***
PercivedPlayfulness <--> SelfEfficacyV1 198 042 4704 ***
PercivedPlayfulness <--> PeerCommunication | .241 049 4930 ***
PercivedPlayfulness <--> PerceivedofUse 309 049 6.300 ***
PercivedPlayfulness <--> PerceivedEase 187 036 5.136 ***
PercivedPlayfulness <--> PerceivedIntention 222 041 5.464 ***
SelfEfficacyV1 <--> SelfEfficacyV2 331 058 5.724 ***
PeerCommunication <--> SelfEfficacyV2 259 061 4219 ***
PerceivedofUse <--> SelfEfficacyV2 310 059 5.265 ***
PerceivedEase <--> SelfEfficacyV2 .264 048 5475 ***
Perceivedintention <--> SelfEfficacyV2 274 052 5292 ***
SelfEfficacyV1 <--> PeerCommunication | .239 047 5.059 ***
SelfEfficacyV1 <--> PerceivedofUse .256 045 5.634 ***
SelfEfficacyV1 <--> PerceivedEase 203 037 5.493 ***
SelfEfficacyV1 <--> PerceivedIntention 176 037 4708 ***
PeerCommunication <--> PerceivedofUse .326 1053 ambtl44e ***
PeerCommunication <--> PerceivedEase 205 040 5.126 ***
PeerCommunication <--> PerceivedIntention 242 045 5.428 ***
PerceivedofUse <--> PerceivedEase 300 1045) \6167 4 N ***
PerceivedofUse <--> Perceivedintention 341 047 7.246 ***
PerceivedIntention <--> PerceivedEase 245 038 6.428 ***
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Correlations: (Group number 1 - Default model)

Estimate
PercivedPlayfulness <--> SelfEfficacyV2 .388
PercivedPlayfulness <--> SelfEfficacyV1 434
PercivedPlayfulness <--> PeerCommunication | .453
PercivedPlayfulness <--> PerceivedofUse .630
PercivedPlayfulness <--> PerceivedEase 529
PercivedPlayfulness <--> PerceivedIntention 511
SelfEfficacyV1 <--> SelfEfficacyV2 .508
PeerCommunication <--> SelfEfficacyV2 341
PerceivedofUse <--> SelfEfficacyV2 442
PerceivedEase <--> SelfEfficacyV2 521
Perceivedintention <--> SelfEfficacyV2 440
SelfEfficacyV1 <--> PeerCommunication | .458
SelfEfficacyV1 <--> PerceivedofUse 530
SelfEfficacyV1 <--> PerceivedEase 582
SelfEfficacyV1 <--> PerceivedIntention 410
PeerCommunication <--> PerceivedofUse .580
PeerCommunication <--> PerceivedEase 504
PeerCommunication <--> PerceivedIntention 484
PerceivedofUse <--> PerceivedEase 801
PerceivedofUse <--> Perceivedintention 739
PerceivedIntention <--> PerceivedEase 137
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Variances: (Group number 1 - Default model)

Estimate S.E. CR. P
PercivedPlayfulness 464 072 6.415 ***
SelfEfficacyV1 449 073 6.126 ***
PeerCommunication .610 .086 7.085 ***
PerceivedofUse 519 071 7.293 ***
PerceivedIntention 409 .056 7.251 ***
PerceivedEase 270 .053 5127 ***
SelfEfficacyV2 .948 107 8.881 ***
el 449 .051 8.835 ***
e2 .245 .041 6.009 ***
e3 .328 1040 o 7.3 M >>
ed b1l .054 9456 ***
e5 .387 043 9.032 ***
e6 .363 .041 8842 ***
e7 257 .032 8.096 ***
e8 229 KBIRSrAG0 4 E8%
e9 431 04 92850
el0 273 .039 6.932 ***
ell .293 039 7.499 ***
el2 .340 101 83100 B4
el3 .266 IOSOMY 8+815  ***
eld 1335 MOSTRILAG, O RS
el5 P21 080, 7.478%3¢
el6 .259 .031 8.468 ***
el7 499 (5% 028" 58
el8 374 .040 9.314 ***
el9 491 (50, R%B58=" 372
e20 404 043 9.325 ***
e2l .140 027 5.087 ***
e22 146 .026 5539 ***
e23 .881 .089 9915 ***
e27 275 .032 8511 ***
e28 .183 023 7.859 ***
e29 146 023 6.284 ***
e30 325 .034 9.446 ***
e31 .320 .037 8.717 ***
e32 357 .039 9.235 ***
e33 402 .047 8575 ***
e34 .256 .034 7563 ***
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Squared Multiple Correlations: (Group number 1 - Default model)

Estimate
PEOU1 .647
PEOU2 543
PEOU3 431
PEOU4 523
PI1 460
PI2 .786
PI3 .691
P14 .626
PC1 234
SE1 .858
SE2 872
SE3 .602
SE4 429
SE5 462
SE6 .340
PU1 .605
PU2 .702
PU3 536
PU4 .558
PC2 571
PC3 .650
PC4 .691
PC5 430
SE7 .700
SE8 .646
SE9 563
SE10 520
PP4 .288
PP3 519
PP2 .654
PP1 401

67

Ref. code: 256159220401585GT



Model Fit Summary

Appendix E

Output of Hypothesis Testing

CMIN

Model NPAR CMIN DF P CMIN/DF
Default model 76 650.195 359 .000 1.811
Saturated model 435 .000 0

Independence model | 29 4056.619 406 .000 9.992
RMR, GFI

Model RMR GFI AGFI PGFI

Default model 056 .835 .800 .689

Saturated model .000  1.000

Independence model | .268 .214 157  .199

Baseline Comparisons

Model NFI RFI IFI TLI CF

Deltal rhol Delta2 rho2

Default model
Saturated model

Independence model

.840 FOIIONSE0 24, SIONS.S20

1.000 1.000 1.000

.000 .000 .000 .000 .000

Parsimony-Adjusted Measures

Model

PRATIO PNFI PCFI

Default model
Saturated model
Independence model

.884 743 814
.000 .000 .000
1.000 .000 .000

NCP
Model NCP LO 90 HI 90
Default model 291.195 223.707  366.518
Saturated model .000 .000 .000
Independence model | 3650.619 3449.990 3858.574

FMIN

Model

FMIN  FO LO90 HI9

Default model
Saturated model

Independence model

3.024 1354 1040 1.705
.000 .000 .000 .000
18.868 16.980 16.046 17.947
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RMSEA

Model

RMSEA LO90 HI9 PCLOSE

Default model .061 .054 069  .007
Independence model | .205 199 210  .000

AlIC
Model AIC BCC BIC CAIC

Default model
Saturated model
Independence model

802.195 826.844  1058.717 1134.717
870.000 1011.081 2338.246 2773.246
4114.619 4124.024 4212502 4241.502

ECVI

Model

ECVI LO9 HI9 MECVI

Default model
Saturated model
Independence model

3.731 3417 4.081  3.846
4047 4.047 4047 4.703
19.138 18.205 20.105 19.182

HOELTER
Model HOELTER HOELTER
.05 01
Default model 134 141
Independence model | 25 26
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Estimates (Group number 1 - Default model)

Scalar Estimates (Group number 1 - Default model)

Maximum Likelihood Estimates

Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P
PerceivedEase <--- SelfEfficacyV1 340 .068  5.007 ***
PerceivedEase <--- SelfEfficacyV2 144 039  3.650 ***
PerceivedofUse <--- PercivedPlayfulness 408 .082 4950 ***
PerceivedofUse <--- PerceivedEase 949 129 7.360 ***
Perceivedintention <--- PerceivedofUse 332 .099 3345  **x*
Perceivedintention <--- PerceivedEase b12 149  3.427  ***
PerceivedIntention <--- PeerCommunication 092 051 1.812 .070
PP1 <--- PercivedPlayfulness 1.010 .125 8.064 ***
PP2 <--- PercivedPlayfulness 1.294 144  9.017 ***
PP3 <--- PercivedPlayfulness 1.000
SE8 <--- SelfEfficacyV1 1.051 .091 11520 ***
SE7 <--- SelfEfficacyV1 1.105 .094 11.802 ***
PC5 <--- PeerCommunication 712 074 9563  ***
PC4 <--- PeerCommunication 1.000
PC3 <--- PeerCommunication 969 .076 12.838  ***
PC2 <--- PeerCommunication 852 074 11543  ***
PU1 <--- PerceivedofUse 024 MOTSF 12.68Z28 ***
PU2 <--- PerceivedofUse 1.000
PU3 <--- PerceivedofUse 921 .078 11.806 ***
PU4 <--- PerceivedofUse 798 .069 11561  ***
SE6 <--- SelfEfficacyV1 713 .094 7574  ***
SES5 <--- SelfEfficacyV1 817 .090 9.112  ***
P11 <--- PerceivedIntention 839 .082 10.182 ***
PI2 <--- PerceivedIntention 1.100 .073 15.064  ***
Pl4 <--- PerceivedIntention 1.033 .078 13.198  ***
PEOU4 <--- PerceivedEase 1.155 .121 9572  ***
PEOU3 <--- PerceivedEase 1.000
PEOU2 <--- PerceivedEase 1.445 169 8.528  ***
PEOU1 <--- PerceivedEase 1.430 .159 8.976  ***
SE10 <--- SelfEfficacyV1 997 .096 10.373  ***
SE9 <--- SelfEfficacyV1 1.000
SE1 <--- SelfEfficacyV2 960 .043 22361 ***
SE2 <--- SelfEfficacyV2 1.000
SE3 <--- SelfEfficacyV2 787 .052 15.035 ***
SE4 <--- SelfEfficacyV2 605 .055 11.082 ***
PI3 <--- PerceivedIntention 1.000
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Standardized Regression Weights: (Group number 1 - Default model)

Estimate
PerceivedEase <--- SelfEfficacyV1 461
PerceivedEase <--- SelfEfficacyV2 .289
PerceivedofUse  <--- PercivedPlayfulness 329
PerceivedofUse <--- PerceivedEase .669
PerceivedIntention <--- PerceivedofUse .358
Perceivedintention <--- PerceivedEase .388
Perceivedintention <--- PeerCommunication 112
PP1 <--- PercivedPlayfulness .651
PP2 <--- PercivedPlayfulness .858
PP3 <--- PercivedPlayfulness .676
SE8 <--- SelfEfficacyV1 815
SE7 <--- SelfEfficacyV1 .836
PC5 <--- PeerCommunication .639
PC4 <--- PeerCommunication .831
PC3 <---  PeerCommunication .827
PC2 <--- PeerCommunication .748
PU1 <--- PerceivedofUse .802
PU2 <--- PerceivedofUse .819
PU3 <--- PerceivedofUse 1762
PU4 <--- PerceivedofUse 122
SE6 <--- SelfEfficacyV1 542
SE5 <--- SelfEfficacyV1 .648
Pl1 <--- PerceivedIntention .702
PI2 <--- PerceivedIntention .868
Pl4 <--- PerceivedIntention .784
PEOU4 <--- PerceivedEase .687
PEOU3 <--- PerceivedEase .616
PEOU?2 <--- PerceivedEase 751
PEOU1 <--- PerceivedEase .819
SE10 <--- SelfEfficacyV1 734
SE9 <--- SelfEfficacyV1 134
SE1 <--- SelfEfficacyV2 927
SE2 <--- SelfEfficacyV2 .939
SE3 <--- SelfEfficacyV2 .7166
SE4 <--- SelfEfficacyV2 .639
PI3 <--- PerceivedIntention .848
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Covariances: (Group number 1 - Default model)

Estimate S.E. C.R. P
SelfEfficacyV1 <--> PeerCommunication 239 .047 5.074 ***
SelfEfficacyV1 <--> SelfEfficacyV2 330 .058 5712 ***
PeerCommunication <--> SelfEfficacyV2 266 .062 4295 ***
PercivedPlayfulness <--> SelfEfficacyV2 204 .048 4.249  ***
PercivedPlayfulness <--> SelfEfficacyV1 158 036 4.437 ***
PercivedPlayfulness <--> PeerCommunication 180 .041 4386 ***
e3l <--> 32 107 .031 3438  ***
e27 <--> e29 -060 .020 -2.985 .003
el9 <--> e20 098 .035 2.777 .005
el7 <--> ¢l8 A77 .037 47783 ***
el3 <--> el5 -092 .024 -3.841 ***
Correlations: (Group number 1 - Default model)

Estimate

SelfEfficacyV1 <--> PeerCommunication 463

SelfEfficacyV1 <--> SelfEfficacyV2 510

PeerCommunication <--> SelfEfficacyV2 .348

PercivedPlayfulness <--> SelfEfficacyV2 374

PercivedPlayfulness < SelfEfficacyV1 427

PercivedPlayfulness < PeerCommunication 413

e3l <--> 32 287

e27 <--> e29 -274

el9 <--> e20 $2 M

el7 <--> ¢l8 381

el3 <--> elb5 -.356
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Variances: (Group number 1 - Default model)

Estimate S.E. C.R. P
PercivedPlayfulness 312 .061 5.070 ***
SelfEfficacyV1 437 .073 6.007 ***
PeerCommunication .609 .087 7.021 ***
SelfEfficacyV2 958 .107 8.935 ***
R2 135 .030 4.442 ***
R1 148 .029 5.170 ***
R3 182 .029 6.374 ***
el 432 050 8.569 ***
e2 187 .045 4.168 ***
e3 S0 H045 o 8. 7688 **
e5 B2 K042 N 818384 R
e6 T3y 0] 2% B. 030 2>
e7 244881031 f 833" "
e8 230 .031 7.394 ***
e9 4B ABI=O 2 7R S
el0 4 MO 6,69 M
ell 265 .039 6.798 ***
el2 349 .042 8.321 ***
el3 s 2200030 Tud 7 1 B2E
eld 235 MO29MF 071 **%
el5 1794 REOIRIPS 020 el
el6 279 .031 9.160 ***
el7 534 .054 9.819 ***
€18 404  .043 9445 F**
el9 509 .052 9.872 ***
e20 449 L OAER NGB A" FE
e2l 429 [RO2BY ".5575*
e22 Jd44 027 5.275 ***
e27 299 .034 8.793 ***
e28 163 .024 6.896 ***
e29 161 .023 6.917 ***
e30 275 .032 8.685 ***
e31 354 .040 8.843 ***
e32 389 .042 9.287 ***
e33 384 .047 8.244 ***
e34 239 .034 7.008 ***
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Squared Multiple Correlations: (Group number 1 - Default model)

Estimate
PerceivedEase 432
PerceivedofUse .690
PerceivedIntention .559
PEOU1 671
PEOU2 564
PEOU3 379
PEOU4 473
P14 .615
PI3 719
PI2 754
P11 493
SE1 .859
SE2 .881
SE3 .586
SE4 408
SE5 419
SE6 .294
PU4 522
PU3 .580
PU2 671
PU1 .644
PC2 .559
PC3 .684
PC4 .690
PC5 408
SE7 .699
SE8 .664
SE9 .539
SE10 .539
PP3 457
PP2 .736
PP1 424
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