(1)

a

PUDINYTNUS ANBNAVBINITEDASHUUUINABUINNNTE WY

f & '

dumesidaranusladedumveduilnanig

widlygdiannseiingd
A va £La )
BRI WEIgVaEAn Junslen
FouIan WIFENTUN TSR (FEUUANTAULYALINDA1TIANT)
AU/ ARE/UNINYNAY SPUUATAUVALINDNITINNIT

WP ANERNS LAz N1SUT

UANINYIRYTTTUAENS

9127159NUSnB 1IN TNUS $99FNARI19158 99.0087 WANTUA TN
UnsAne 2558
UNANED

nsanfiugsialulagiuinisudsiudeudias FamnudnluegeBaniasdns

gsnafeaiinmsUTuununagnsnsaniunulmiuivaninsallulagtu luaiadissuilssia

I3 ¢ o Y a _ao

Wavddannseting ntduteaniinisinnisendaalssnaniluldiAnanulauseu

9

(% '
o w

NINITULUITUANNINTY  BeAUTENRUNdA1Aydanils Aon1sduinudeyaludaduslae

i i < A S ] - =
ﬂﬂiﬁ@ﬁ’]’ii%ﬂ’)’]ﬂuﬂﬂﬁL‘UuaﬂLLUW]N%UQV]U']ENT,QW’Nﬂ’]iﬂﬁ]ﬂ’ﬁﬂ?%'G]ﬁ’]@] nNsaRaE1skuUuUIN

o 1 a

soUlnlansziineudumesidnfnatau eWord of Mouth neliinUaIsUancanil
BvBnadon13Us wazn1seeusuAw1eY vetuslaneg1wn Wesnniduyasiinain
nsdeansuaniUdeudea ANAA warUszaunsalseninuslaameiues

N1sAN¥IASIEYIINITATIINEUTInATIwIY 389 Aundszaunsallunisie

[ Ya o

duduazrusnismagsianduddianvsetind {IduladnsnziesAuszneuddudunazl

Y

lumanisgeusutayatnians (Elaboration  Likelihood Model) unesunefsadaduius
seyinsudanugiunaueatiuslaa (Customer Expertise) sefunaAgtesesiuilan
Aunansi (Customer Involvement) mm@imﬁéﬁiﬂﬂ%i (Perceived Risk) wagsau
vosnuynilndda (Tie Strength) Aumssuiamnindedieveanisdearsuvuuindetn

(Perceived eWOM Credibility) LLazmsaau%’U%’aga%aami?iamil,wumﬂmmﬂ (eWwOM

[ a 4

Acceptance) dnasenlunlagedunivesguilnaniuniegsianidlvdaiannseiing

(Intent to Purchase on E-Commerce)



(2)

'
[ P

Han1sAnwansliiuIszRuresnuniulnddniinasd 19l Tedfyuniian
sennsiuimnuindeievesnisiearsuuuiinseuin uaznssuianuuniedevesnis
doansuvuinseuininasienissensuteyavesnsearsuuuiindetin wazniseeniu
foyavesnmsdeasuuuiindetiniinasionusslatedudvesiuilaasinumagsiandd

Sannsaiind

Adfey: Luudiassnuiiezdulunisfnlasnses widvddiannsednd nsdeansuuy

UnepunNIudumesLin ANUAlATeRUAYBEUTLAA



(3)

Thesis Title INFLUENCES OF eWORD OF MOUTH IN E-
COMMERCE ON CONSUMERS’ PURCHASE

INTENTIONS
Author Miss Sutthida Chan-okul
Degree Master of Science Program

(Management Information Systems)
Department/Faculty/University ~ Management Information Systems
Commerce and Accountancy

Thammasat University

Thesis Advisor Assoc.Prof.Dr.Nitaya Wongpinunwatana
Academic Years 2015
ABSTRACT

The business world is now more competitive than ever before. To
survive, many businesses must improve their marketing strategies. In this millennium,
e-commerce is one of the most efficient channels to communicate with consumers.
Moreover, business organizations have to consider on the marketing communications
which aim at passing on information to consumers. Interpersonal communication, or
“Word of Mouth”, is one interesting channel. Once word of mouth communication
has gone through the Internet, it is called electronic word of mouth (eWOM). This is a
very powerful tool of mass communication because consumers possess the power
to control and exchange messages through their e WOM.

This study uses surveys from 389 experienced consumers in E-Commerce
purchases and confirmatory factor analysis (CFA) to create an extended Elaboration
Likelihood Model (ELM) that describes the relationship between customer expertise,
customer involvement, perceived risk and tie strength to credibility, acceptance and

use of eWOM in making purchasing decisions.
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Study results show that tie strength has the most significant effect on
perceived eWOM credibility and perceived eWOM credibility has a significant effect

on eWOM acceptance and intent to purchase as well.

Keywords: Elaboration Likelihood Model (ELM), E-commerce, eWord of Mouth
(eWOM), Purchase Intention



