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ABSTRACT

The purpose of this research is to develop and examine a causal relationship model of
electronic word-of-mouth communication that influences attitudes and purchase intentions of video
game products with consumer authenticity in Thailand. It also aims to study the direct, indirect, and
overall influences among the variables of electronic word-of-mouth communication on attitudes
and purchase intentions toward video game products with consumer authenticity in Thailand. A
sample size of 400 respondents was determined. The researcher analyzed the data using statistical
software to evaluate the consistency between the empirical data and the structural equation model
developed based on the research framework derived from a literature review. The results of the
structural equation analysis showed that the model was consistent with the empirical data, with
goodness-of-fit indices as follows: CMIN/df = 2.329, GFI = 0.904, NFI = 0.901, RFl = 0.915, IFl = 0.919,
TLI = 0.940, CFl = 0.928, and RMSEA = 0.067. The statistical hypothesis testing results indicated that
electronic word-of-mouth communication has both direct and indirect significant influences on
attitudes and purchase intentions toward in-game supplementary products at the 0.001 level of
statistical significance. The study's findings help stakeholders in the context of gaming products

develop marketing strategies to increase consumers' purchase intentions.

Keywords: Game Product, E-wom, Attitude, Purchase Intention
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A liteyasnae Tnewn3osdlowite sy Auiiruaf Tuanu19InI530n 558009 Qin et al. (2019); Howard
and Gengler (2001); Silvera and Audtad (2004); Gwiner and Swanson (2003) Wag Spears and Singh

| a

(2004) sn\ﬁmusuammwma’mwmuﬂ AT Hnendnde (Product Attitude)
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3. AwUsANUA9LIT D WalLINIINWUIAALA 8T uNSEUIUNISANSAndUladaves Kotler and

(%

Kellers (2012) wazAnwanwuziaiesloinszauniusilagonnissunssuds 9 AdnwiAgaduanunsla

[
N

gorvilldemmuiiomstnsedunnuiiladiovesiuilng o1l Salisbury et al. (2001); Lee et al. (2019);
Pelet et al. (2020) wag Suryaningsih (2020) lddamaufiannsohunadaduaiesdion
MiusIuTIudoya
s X g = S 2 v o = & dll a o ¢ UMY a
mAdelilumsfinuanussnnindudeuni@aduaulne Wemnudadamnilutagiulildgain
nsgeviegruiuimunudiadmeduuluaisnauninidnsdely Tudaguuladnisuneszuudunesiidn
wldnuasraduiuiliuinsvesusendunudmhenumedmiessuladluguuuunisailvaniu

seuu lae39uldmnunnudnyusvesiieg1edududiunulseying Mezuinsuwuvasuaiududuy

q

'
a va o

Lﬂ%mﬁamwaa%ﬁﬁmﬁvLﬂU‘ﬁauamuLﬂ%aﬁwamaéfﬂﬂuaauiaﬂﬁﬁmiimﬁwamémLﬂmmaaamﬂé’aaﬁ’u

a

AaTRUsENSTIITEasAnu Wedudunsifuteyasmsuuuasuauiaaseudosudifivhnisnsiaaey
ANNATUTIULAzaNYSalreITaYA mﬂuummiﬂmaaﬂﬁuagawmmmﬁb‘?ﬂmmaLﬂiwzmaa&amaaﬁmmalﬂ

nsaAszidaya

fAdesdumslinneideyalnglindnnisnadfvieadfdanssaun (Descriptive Statistic) uas
afAsouumTeadAiBesnada (Inferential Statistic) ileUszinanateyaillianmside Tnemsiasnesdiy
AToUAgUEIMTIATIEiAD A1lade $aay AnuLUsUTIL wardrudenuuninsgu wena N
AMTUINATANITILATIZU AU LN US I SlATeas 19N 1 UA LU UaNNTSIATIAS19 (Structural Equation
Modeling: SEM) anldifl onsiadeuninuaenadesvasiinuuiuteyaidaszdny nisudunisnaaey
aunfgIu (Hypotheses Testing) waginsnzsividunisaudusius (Path Analysis) Wneldlusunsudnsagy

Ya v

meatatunsaiduns lunisanvaeugunmeesteya §33elinsiamaiaund (Outlier) Aumanng
184 Tabachnick and Fidell (2007) ifigl¥iulaindagafinnuauysoiuasniondmiunmsinasy uenaini
SeM Sagnlfidueiesiiolunsdudiu naaou warUszanuaeuduiusiBsanvamanefu mdeudu dadu
Horilisduderiassiienudazauniswilounsinsesinisanase (Regression Analysis) (Hair et al.,

va o

2010) lumsiaseiidalaseaing §33el0aidun1snsiaaeumnuisaureu iRt ke ANENTS
Fadussvineiuus Tefinnsanedulssansanduiusserinafudsusiase setimadnnesdlésniunis
Tuaossesy Téud Tumanisia (Measurement Model) uaglumalasiadna (Structural Model) dalana
ms¥aldnsiesnzaitade (Factor Analysis) ilefnwannuduiusseninsulsdunelivaesluaisey
uananilgifesldvaounnisimsvosinuuuaznrvaeuaiudenadestasianuuiutayaids
Uszdnyd Tagldinausiannsgiudiaguannnisnuniuissanssuves Hair wazany (1998) il elviiulaly

ANNYNADILAYANINUTRNBYRINTIATIEN

NaN1598

a ¢ ) . Yaw Y Yo a ¢ A a = v W o P |
mMywns1zitlade (Factor Loading) {3deldvhnisliessiiiieinnsanieaiufuusdanaladaus

a & a0 o o o a 9 o o LY o vaa
Lﬂuuu@iaqaﬂu’iu 27 AUS LLM‘Wan\]r]ﬂﬁnLUUﬂqimiﬁf\]aaUﬂquq‘WUﬂﬁfﬂfﬂEJWU']']@JM'JLLUiaQLﬂWVLﬂV]Nﬂ']

(% o

Wwitindadedinidy 0.7 Fasndunui (Chin et. al., 1997; Hair et. al,, 2006) #33833vn1sinduUsdwns
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lawanduesnaindiwuvaunisiassasievilvimviedeay 13 denfiadmindadeaninnueiisgn

[
Ya o v o

thunldlunsiiengsimuuvannislassaiiiely uenaindfisesaimsiinseiiiensavaousai
WotudenisAuinaanudotusanresiiutswel (Composite Reliability: C.R) dmsulunn 9 fuds
Tnemadildnudn nmsdeansuvuthndeliniudedidnnsednd (EWOM) Sdn CR. Wiy 0.816 wazden AVE
Wi 0.512 VirtunR (AT) Sfn CR. Wiy 0.802 wazilen AVE wirfu 0.600 Aussladedidn CR. Wi
0.936 uazile1 AVE Wiy 0.610 91nsanisnsIvdeumeadesiuvesnioslefldlunisifuteyadsliun
Fomamluuuuaouammuine Composite Reliability oeflutiag 0.802 fla 0.936 efionduseiuiivensu
lannunasin1sasianuaenndesn1gly (Internal Consistency) YouA3esile (Cronbach, 1951) wonanil
IgvhnsasavaeuAanufismsadaaion (Convergent Validity) Tnenisiunaeianuwlsusiuiiadale
\adly (Average Variance Exacted) %30 AVE uandliiiiudndn AVE vasusiazsudsudaduogluzag 0512 fa
0.610 FandafiAngendn 0.50 muneid awanddifiuauuwsiuglunsindulsiifsanemunzay
(Fornell and Larcker, 1981)

n15iATeviesAuseneuldedudu (Confirmatory Factor Analysis: CFA) H338lavNn15nsaadey
AraenndasasfLannslasadafiastuiudoyad s inddslduansmaaouaaunauniu
Fartoluil CMIN/DF winfu 2.329, GFI winfu 0.904, NFI winfu 0.901, RFI wirffu 0.915, IFI wirifu 0.919,
TLI winnu 0.940, CFI winfu 0.928 way RMSEA winfiu 0.067 Fanunmuuvaunislassaiafiatagudiul
AUEenAd I UT ey aldausedndniuinual (Loo and Thorpe, 2000; Cheng, Shih-l, 2011; Hu and
Bentler, 1999; Hair et. al., 1998) vilildanuuanmslassaisiviuupanysaludrnanadunuudiaes

AN N 3

nsdesswuundeUnswite
Sidnmsaiind
(E-WOM)

anundlede
(Purchase Intention)

ViAunR
(Attitude)

AT 3 LARSLUUIIABIANUNTOUIUINY

NansVAERUANLAILT 1 “nisdeaswuuinaelindudedidnvselindiidvsnadauiniuviruag

[ cal

Nisondnduainlanuiidevuninuasurivesusiaalulsenalne” nan1svaaeunuingeusuauuigIu

v
v @ o w a N 1o

sgRutpdAgyneais 0.05 dA1 p-value Wiy 0.001 Tnsdiauintintadewinnu 0.540 Nan1sNAEDU

£ L3

anufgIud 2 “msdeansuuuiinrelndudedidnnsedndlaninadsuiniuauaslafioNiinondndne

[ YY) 19

Faloinuiidevuanuasurivesuilnalulsemalng” nanisvageunuigesuanuAgIunseduud Ay

o
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M19adii 0.05 A1 p-value 1Ay 0.001 TngdA1tmintadevnau 0.259 HanN1INAFOUANNAFIUN 3

Aa a o gl

“YirupRNavsnalduIniuanusilageniidendniaeinlenuiiievuauaswvivesuslnalulsendlng”

HaN1INAaeUNIIUasaNNfgIuseaudedAgmieada 0.05 A1 p-value iy 0.289 lagesedu

Ted Ay 9B RveINaN1TVIAFRUALNAFIULARAAIN1TIN 1

A5991 1 LARINANIIVAFRUANNAFIUNERRLAz A TER Ut AT NEDaA

auuaﬁqu C.R. p-value NaN1INAgdU
E-WOM —> Attitude 8.699 0.001** Accepted
E-WOM — Purchase Intention 3.458 0.001%** Accepted
Attitude — Purchase Intention 1.049 0.289 Rejected

o [ a

F1SUNaNITIATIERLEUN19B NS Wa (Path Analysis) Wadnswaniemse (Direct Effect) 8n3wa
V989w (Indirect Effect) wazdn3nalaasiu (Total Effect) nuindaudsnisdearswuuiinsediniiude
Sidnvsedndiivswanenseiuitmuailaeihimindadewihiu 0.541 Liffsvswansden svanalaesiuie
0.541 FauUsiirumAidvsnanismssiuanusslagelneiimintadowiiu 0.076 (ufideddynieann)

a o

Liifignsnan1eden svsnalagsiude 0.076 MuUsuaiugieuduslaaiidvinanimsaivanundlagelagdl

ANNNINTTUNNU 0.258 wardldnsnaniaoaunumnusdshatalaeiiaiuindndadewinnu 0.041 dnsna

19859UAD 0.299 FetLauslanimIs1en 2

A15197 2 WARINITIATIZAEUNIBNENE (Path Analysis)

Path Analysis Direct Indirect Total Effect
Effect Effect
E-WOM —> Attitude 0.540 - 0.540
Attitude — Purchase Intention 0.074 - 0.074
E-WOM —> Purchase Intention 0.259 0.039 0.298

ORIEREIAG

' ¥
a Ya v

HAN1TIFLAINNIANYIIATIETReAUTENBUEEUEY nudrdwuuaunslasasengideasnety
INNINUMIUITTUNTIUT U AUAenRd eei Ut oy Al aUsEdnYoe lunaeis Lazainuan1smagey

anuAgIuIdvaunsoasUlafieasidensialull

cala

a = Y = i A aa a a
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v v o W
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udmuenanaeiialeinala q luszduiiGonindanuaiaifuilanfazAevinunfidsuindenansiasi
Nty q nanmsvadeuaydgiuiinnuaenndosiunuves Erfan Severi (2014) uaz Elseidi (2016)
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