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ABSTRACT

According to The National Statistical Office of Thailand, the number of
internet-users has increased every year from 2003-2012 periods. Many types of
devices were used to connect to the Internet; for example, basic phones, smart
phones, tablets, PDA, desktop computers and laptops. By these devices, people
could use the Internet to read books while the publishers and authors could make
money by selling ebooks through this channel. However, ebooks had not been
popular even though there were many benefits. Thus, this research was to study the
factors that influenced behavioral intention to buy novel digital book. In this
research, the theory of Planned Behavior, Attachment theory, Mental Accounting
theory and Diffusion of Innovations theory were used to adapt to the conceptual
framework.

This research was a study of females age 18 and over who used to read
electronic books and novel books. Plus, they used to visit online novel digital book
store. One hundred and sixty-seven readers completed online questionnaires. The
statistical regression was used to examine the relationship of factors that influenced
behavioral intention to buy novel digital book. The result of this study revealed that

emotional attachment to book exerted behavioral intention to buy novel digital
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book via attitude towards novel digital book. The result also revealed that
compatibility exerted behavioral intention to buy novel digital book. On the other
hand, emotional attachment to an author and perceived price did not exert
behavioral intention to buy novel digital book.

In addition, the empirical data showed that there was relationship
between emotional attachment to a book and emotional attachment to an author.
Moreover, compatibility and perceived value novel digital book correlated with
attitude towards novel digital book. Therefore, future research should continue to
take these factors into consideration.

Benefits of this research, in business terms, the publishers and authors
will know how to design novel digital books in order to make readers buy novel

digital book.

Keywords: ebook, novel digital book, novel book, author, attitude, compatibility,

emotional attachment, behavior intention
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