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Abstract 

 

 The objectives of this research are to study the factors that influence on 

intention to buy legally mobile application in Bangkok Thailand by integrating theories of 

consumption value theory and consumer behavior theory with technology acceptance 

model (TAM). This study presents the quantitative research applying the survey 

research by using questionnaire as a toll to collect information from sampling group. 

Questionnaires are distributed by direct and online to sampling group who are smart 

phone user in Bangkok Thailand. There are 290 respondents participating in this 

research, which are 200 samples (69%) has bought legally mobile application and 90 

samples(31%) didn’t buy. The data, have bought legally mobile application 200 

samples, were collected to test the reliability of each variable with cronbach’s alpha and 

test the hypothesis by using the simple regression and multiple regression analysis. 

Research results showed that all factors security, perceived ease of use, perceived 

usefulness, perceived monetary value and perceived consumption value has positive 

influence on the intention buy legally mobile application in Bangkok Thailand. While 

factor perceived ease of use have no affect to perceived usefulness. 

 This study provides useful guidelines to develop software industry in mobile 

application software. To set up organization strategy or design mobile application 

products for Thailand market. By use the result of this study to understand factors that 

have affected intention to buy legally mobile application specially factors security, 

perceived ease of use, perceived usefulness, perceived monetary value and perceived 

consumption value,  
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