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CONSUMER BEHAVIOR/LINE APPLICATION

The objectives of this research are 1) to study the effect of the perception of
technology influence on attitude, intention, and consumer behavior for goods
purchasing via Line. 2) To study the effect of attitude influence on intention and
consumer behavior. 3) To study the effect of subjective norms influence on attitude,
intention, and consumer behavior. 4) To study the effect of intention influence on
consumer behavior by studying through moderator variables. 5) To study the indirect
effect of attitude, perception, and subjective norms influence on consumer behavior by
studying through intention variables. 6) To study the indirect effect of perception and
subjective norms influence on consumer behavior by studying through attitude
variables. Data was gathered from 815 samples who purchase fashion goods via Line in
Thailand. They are collected by questionnaires. Moreover, this research employed
descriptive statistics such as percentage, mean, and standard deviation and inferential
statistics, including the Confirmatory Factor Analysis (CFA) and the Structural
Equation Model (SEM).

The results indicated that 1) perception of technology has direct and indirect
effects on consumer behavior, and has direct effects on attitude but it does not has

significantly affected on intention. 2) Attitude has direct effects on intention but it has



indirect effects on behavior through intention. 3) Subjective norm does not has direct
effects on attitude but it has direct effects on intention and behavior. Subjective norm
has indirect effects on behavior through intention. 4) Intention has effects on behavior
using moderator variables. It is interesting to note that purchasing intention has a
significantly positive influence on consumer behavior when income is moderator

variable, but this is not the case for age as moderator variable.
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