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Abstract

The purpose of this study was (1) to study direct influences Indirect and overall influences
between consumer ethnocentrism Genuine truth, and the pursuit of novelty, and (2) to develop
and investigate causal relationship patterns between consumer ethnocentrism. Genuine truth, the
pursuit of novelty Attitude, and intention to buy products within the game adulterated with Thai art
or culture. The study was conducted on a sample of 400 people who had played this type of game
and were potential buyers. The result shows that the conceptual model aligns with the empirical
data (CMIN/df = 2.974, GFI = 0.918, NFI = 0.925, RFl = 0.907, IFl = 0.949, TLI = 0.936, CFl = 0.949, and
RMSEA = 0.070). The findings of the research indicated that consumer ethnocentrism and authenticity
variables had a direct and indirect effect on the attitude and purchase intention of video game

in-app purchases at a significance level of 0.01.

Keywords: Video Game Product, In-app Purchase, Ethnocentrism, Authenticity, Purchase Intention
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Faudslaenaiilanuin nasuansmanuwdaniva (NO) fidn C.R. Wiy 0.858 wazilan AVE Wiy 0.603
AUITIUT (AU) SR C.R. Wiy 0.888 wawildn AVE Wiy 0.727 vidwugieuguslaa (ET) den CR.
WinAU 0.858 wazlA1 AVE Ay 0.668 iAua® (AT) &A1 C.R. vinAy 0.875 wazdiA1 AVE 1y 0.701
mnusalageiiAn CR. winiu 0.827 uaxilen AVE whifu 0.61591nransasideumadotuveaniadiio
Altlunafudeyadalduntornaluwuuasuanmuina Composite Reliability oeglutas 0.827 e 0.888
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(Cronbach, 1951) wonanildrinisnsiageuAtmTiBInsduaiou (Convergent Validity) laan1s
mMuraAAuwlsUTIuiataléiade (Average Variance Exacted) 3o AVE 09n31%991n0157971 1 wans
Tiifiudndn AVE veausiagiauysudaiuoglutng 0.603 fis 0.727 FansiiAngandn 0.50 mainausitauany
T umuuduglumsTasulsiiieswamianzay (Forell and Larcker, 1981)
AFIATIERRIAUSENBULT sB Ui (Confirmatory Factor Analysis: CFA) ﬁjj Julavinnisnsiaaey
mmaamaaaﬁuaqﬁuwuauﬂ’rﬂmaaiwmaiflaﬁuuﬁwagaL%wwé'fﬂwsmlmmaﬂ’ﬁmaauﬂ'wmmﬂamﬁu
ﬁﬂﬁi@lﬂﬁl CMIN/df = 2.974, GFI = 0.918, NFI = 0.925, RFl = 0.907, IFl = 0.949, TLI = 0.936, CFl = 0.949 uay
RMSEA = 0.070 FswuianuuannslassadiiastuduiimuasnadestudeyaidaUssdndnuinasi
(Loo and Thorpe, 2000; Cheng, Shih-I, 2011; Bentler, 1999; Hair et. al., 1998) vinl#laRnuuauns
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seugIdelainisiaseiiduniadvinasenineiulsianualaginlilaadnsnannuduius

SENINAWUTNINIIATI NN99DULALIAYTIN HANITAATIEINULEUDLA AIR15199 1

A157199 1 LAAINANITILATIZAEUNIBNENE (Path Analysis)

Path Analysis Direct Effect Indirect Effect Total Effect
ET > AT 0.298 - 0.298
ET ->PU 0.339 0.076 0.415
NO -> AT 0.058 - 0.058
NO -> PU 0.046 0.015 0.061
AU -> AT 0.609 - 0.609
AU -> PU 0.381 0.154 0.535
AT -> PU 0.254 - 0.254
aAUENa

' v
a Va v b =
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a v fa v/ 0% 1A a !

FakUsvRNusReuaUsSIna (Consumer Ethnocentrism) HunUINIdnSnasneiAuARLaLAINUAILD

9 U
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feanunsnedunsldidassduresminusiouduilnaiigefsdailiiruafuas audalatondn s
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(2019), Rambocas and Mahabir (2021), Makanyeza and Du toit (2017), Guo and Zhou (2017), Thomas
et al. (2019)
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