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Abstract

The objective of this research is to examine the model of user online satisfaction
which derives from the following factors: machine interactivity and user control of flow who
bought products from social network business. The researchers applied the quantitative
method to 599 customers who bought products from social network business and analyzed
in term of structural equation model (SEM) analysis by AMOS.

The result revealed that 1) the model was consistent to the empirical data, Goodness
of fit measures were found to be: Chi-square 32.932 (df=23, p=0.082); Relative Chi-square
(y/df) 1.432; Goodness of Fit Index (GFI) 0.988; Rood Mean Square Error of Approximation
(RMSEA) 0.027; 2) In analyzing factors influencing user online satisfaction, it was found that two
factored influence user online satisfaction in descending order of influence as following: user
control pf flow (TE=0.668) and machine interactivity (TE=0.320) and all factors were predictive
of user online satisfaction at 42.30 (R’=0.423) and 3) The influence of user control of flow as

full mediating effect relationship between machine interactivity and user online satisfaction.

Keywords: machine interactivity, user control of flow, user online satisfaction
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H2: mslnadunsldnudssasonnuiionslovesild
H3: nMsufduiusseninadldiuseuuneuiamedmasaninuianelavasld
fauusdenny (Mediating variable) 1usuusing 3 Aduniidnsnawnsnsznineiauds
Saszumuusany Tnsagyimindidundeunnuduiusseninadudsdasedudunusanu Tng
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fudsdssuiudususdsinuanysol (Full mediating effect) widnAanaudlsifa 0 uir1anas
agefifudfnyfisyau 05 wansinduiauwusdeinuuisdiu (Partial mediating effect) (Baron &

Kenny, 1986; Us¥@nsdy wsinsad, 2561) WaAIANENNUSAININT 1

fauys fauys
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and Anderson (2010) kugin3INTIATIERAUNTSIATIATIE (SEM) aasldnqusiagne 10-20 winues
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o1guazUszaunsalnsviauvesinou iielildnguiiegeiiaenndosmuedonuiidmuely 4

HpeuluuasUnUNaUagsaNysal 599 Ya fodteglunaeinvangay

Journal of Management Science Pibulsongkram Rajabhat University

115




116

wuudnassnisluadunislaaulugruediulsasinunsufduiussennastussuuaoninges
AANUTIWe 909K LY

N13ATIVHDUAMNINLATINND

@

{Afensndeunmamvenniosdofn dontsmsnaeunriismsadaienlayisdel
ANuaenAdasvastamam (Corrected Item-Total Correlation) fuinguszasdangieamgsiiu
ANINAIARRTETINIL 3 YU wazviin1ssIedeumdaiiols (Reliability) veswuuaauauneu
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s

duUszansuaan1veansauun (Cronbach’s Alpha) 111131 0.7 (Nunnally, 1978) kagA1 KMO
(Kaiser-Olkin Measure of Sampling Adequacy) 11184 0.905 (A1 KMO A25111717 0.50 £197917)
wansIdilUsBasEnndanunsatindinssiesdusneuld fesay 90.50 fodneglusedudia
(Fornell & Larcher, 1981) LLazmsmaaummmmsawuaqﬂaq'uﬁaashq’l,uiuLmaﬁﬁaﬁwﬁ”ﬁquaﬁaﬁ

2 .05 (M157991 1)
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Loading
fauusuely/faudsdanale AVE CR

factor

nsufdunusszninegldtuszuunauiiomes (a =0.892) 0.738  0.894

ACl  msldaudng 0.826

AC2  dalimdeyasiia 9 Iy 0.914

AC3  fevuadewiilunisldnunain 24 4l 0.833

nslvadunisTdou (a =0.833) 0.623  0.832

Tl @unsaffuusiayduneunisdde 0.799

12 muqmwma’maamﬂﬁé’ﬁa 0.770

CT3  gunsaldneuiuszuuiuled 0.798

auawalavasdld (o =0.885) 0.719  0.885

0St  wwelalunsldau 0.862

052 flswelaudumanesulal 0.852

0s3  fawelafunisdessula 0.829

v : e CR = ik ; way AVE = (> 22)
B 10) i) 20
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ANATIABUANLLALINTUT9TUN (Discriminant Validity) 1uni1snsiaaeuainiieanss
2a9luna’dn (Measurement Model) vaasiaziinUsuile (Latent Variable) figunsainbaanizsod
vosiuUslivsuiuiumudsuledu Inefinnsanainedl JAVE agaanindn Correlation seninei

LU UL ALY LEAAIIIUINTIATANULTNLINTATIDLUN (A15197 2)
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nMsufduiussenIngld  mslvadunis  Aanuflanela
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ARUNILADT
mslyadumsmuaunsléou  0.623 0.448 0.791
ANufisnalavely 0.719 0.334 0.649 0.848
HAN19ILATIZN

1. ngagmauuuudauaudmu 599 au wuindumendssaeay 70.50 uazimameiovas
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29.50 feseng 20-24 Tunfigndosay 34.90 s0sa9NT0y 25-29 T Iosay 24.50 F2s01y 30-34
T Yoway 17.90 92901y 35-39 U fowaz 15.00 agsnd1 20 U $evay 92901y 40-44 U Fovaz 2.80
way 93987y 45 VulU Zovaz 1.80 mudy nsfnwamlvgjegluseduuSynes Sevay 59.30
sotasAINIUS RS fesas 25.90 Usaailn Sevay 13.50 wazgandnUIaayln Jesay 1.30
AUEAY

2. wan1sieszsitadeiitinadanuiawslovasld unsiinseviaunislasaaing
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e @ (7 = 32.932, df = 23, p-value = 0.082, y°/df = 1.432, GFl = 0.988, IFI = 0.997, CFl =
0.997, RMR = 0.011, RMSEA = 0.027) (Bentler, 1988; Browne and Cudeck, 1993) aﬁqm'ﬂlmma

AnuisnalavelifianuasnadainaunduiutoyalieUseindseduneensuld (nwi 2)
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H1 0.668***

R? = 0.423

0.401%**
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senI9ldriu VDI
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ABURIMDS

¥ =32.932, df = 23, p-value = 0.082, y%df = 1.432, GFI = 0.988, IFI =
0.988, CFl = 0.997, RMR = 0.011, RMSEA = 0.027

AN 2 NTBULLIAANITIVY

A15197 3 NANINAFDUANNAFIY

FAIVEN (8) t-value Ha
H1  msufduiussenineldiussuuneuiunes 0.401 9.531%*  ajuayu
> mslyadumsldo
H2  nsluadunisldonu > anufianelavesld 0.668 11.827%*  aiuayy
H3  msufdunusseninelldiussuuneuiiumnes 0.052 1209 latiuayu

> Anuiisnalavely

naee: (1) * vianeda Todfyneadffisysiu 0.05 (p < 0.05) (1.96 < tvalue < 2.576), (2) ** wuefia Teddayna
adRTiszau 0.01 (p < 0.01) (t-value > 2.576), (3) *** winwis HodAynIsena fisvsfu 0.001 (p < 0.001) (t-value >
3.291)

v & '

INNINN 2 kAEAITIN 3 WurauuAgIun 1 nsufduiusseningldtussuupeuiames

Y

19 a1 o a £

f8vdnanenisluadunislaau egrsddeddgveadAnszav .001 danduuszandidung 0.401 (B

= 0.401, t = 9.531, p < 0.001) @uuAgIUA 2 n1slnadunisldnuddnsnaseniuinelaves]ly

1 o o w aaa 1Y

adaiifedAynaainfisedu 001 SrndulseaAnsiduma 0.668 (B = 0.668, t = 11.827, p < 0.001)

¢

auuAgIui 3 Msujduiusseninadldiussuuneuiunesiidvinaseaiuianelavesld agadl

ydRunsadRnsEay 001 flnduUssansidunig 0.052 (ff=0.052,t = 1.209, p > 0.05)

1158153INTIANT AMEINGINNTIANTT WnInedenvigiyaansiy



Vol.3 No.2 (May-August 2021) 119

913724 4 nuirladeniidnsnaiu (Total Effect) samnuianelavesligeigade n1s
Inadunisauaunisida (TE = 0.668) war Msuduiusseninagldiuaeuianes (TE = 0.320)

muaiu waztaderanuasiuiuneinsalanuiswelavesyldldsesay 42.30 (R® = 0.432)

A1519 4 BvSnavewIwUsuniade (Antecedents) NilfafauUsnu (Dependent Variable)

fuUsyndade (Antecedents)

AU , angwa nsUfduRuS nslyaduns -
R o L auiienela
(Latent Variable) (Effect) senIglaiv AuANNTSlY )
U Vould
AOUNILADS Ny
msluadunis 0.201 DE 0.401 0.000 0.000
AIUANNTTITIU IE 0.000 0.000 0.000
TE 0.401 0.000 0.000
AMudisnelaves 0.423 DE 0.052 0.668 0.000
Hl IE 0.268 0.000 0.000
TE 0.320 0.668 0.000

18 DE = 8nSnWan1emse (DE), ndwan19vau (IE), dnSwasu (TE)

3. NAN19IAIITNAMUTERINY (Mediating effect) 91na519wuIAENUSEENS ()

senInadUsdase A UfMLUsA LALLM ILUTARIY (N 3 waznInd 4)

Ay w e f = 0.328%* .
ATURENNUGTENIN ANuanela

ARUTIABSULLY

Vol

= a a v a Y P IRP Ry Lo
29 3 BnSnaTInsEnIeLUIRasEAUMLUsA U LT R IuU AN
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a'ar;humﬂwa?{umimu@mmﬂ%muammmﬂ 0.328 10U 0.062 agnsliiidadAyneana (p > .05)
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o1 wenndnansideidmuianuielunsldmuivleedmalagldansaldnoutiuiuled
lanasaLIan (Papagiannidis, See-To, & Bourlakis, 2014)
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Finneran and Zhang (2005) #glddannsafifuusiasdunounisddordmaliinaudfionels
Tun15l997u wag Noort, Voorveld, & Reijmersdal (2012) ﬂa"ndw?fa;ﬁ%mmmmuqmwsmm
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Astdnulsfazdsassanuianalalunisldesulavlauinau

v

VLA UDLLUY
Jarausuuznaly
Mndyunsidenlananundrsiumsivadunisidaududnusdeulasanuduwus

va o '
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