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Abstract

The objectives of this research were (1) to study the factors influencing the purchase
intention of online leaming courses. (2) to compare the level of factors affecting the purchase
intention of online leaming courses. The conceptual framework was based on the Theory of
consumption value and applied research from the Cognitive-Affective—-Conative framework. This
research used a survey by collecting data from online questionnaires. The population was in
Bangkok Metropolitan Region. A stratified sampling method was used from a sample of 565 people
and the data was analyzed using a structural equation model (SEM).

The results found that (1) factors influencing the purchase intention of online learning
courses were: trust in the platform, identification with knowledge contributor meaning brand, and
trust in paid knowledge with the supporting factors that contributed to trust in paid knowledge
was knowledge quality, price utility, perceived enjoyment, and social commerce influence. If
leamers realize the value and benefits of online courses, they perceived trust in paying for their
online knowledge, and intention to purchase knowledge from the online course have significantly.
(2) The identification with knowledge contributors, such as brand, differentiation, the distinctiveness
of knowledge content, etc,, was the highest factor effect to the intention to purchase an online
course. Secondly, the trust in paying to purchase knowledge, which depends on leamers' trust in
the platform, and perceived enjoyment, price utility, social commmerce influence, and knowledge

quality are all factors that influence purchase intention, respectively.

Keywords: Online Learning Course, Online knowledge contributor, Trust in paid, Intention to
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 Sheth, Newman & Gross (1991)

» Sweeney, Jillian C., Soutar, Geoffrey N.
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« Wang, Yi-Shun., Yeh, Ching-Hsuan., Liao, Yi-
Wen. (2013)
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Douglas. (2016)
« Gallagher, Catherine E., Watt, Margo C., Weave
Angela D., Murphy, Keely A. (2017)

5. Social Commerce influence (SC) « Hajli, Mahmood. (2012)
« Hajli, Nick., Lin, Xiaolin., Featherman,
Mauricio., Wang, Yichuan. (2014)
« Maia, Claudia., Lunardi, Guiherme.,
Longaray, Andre., Munhoz, Paulo. (2018)
« Dabbous, Amal., Barakat, Karine Aoun.,

Sayegh, May Merhej. (2020)

6. Social Knowledge-image Expression (SKE) « Sheth, Newman & Gross (1991)
« Kim, Hee-Woong., Gupta, Sumeet., Koh,
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. Packard, Grant., Wooten, David B. (2013)

7. Trust in paid Knowledge (TK) - Gefen, David. (2000)
« Gefen, David., Karahanna, Elena. (2003)
« Gefen, David., Straub, Detmar W. (2004)

8. ldentification with the Knowledge « Oliver, Richard L. (1999)
Contributor (IKC) « Nicola, Stokburger-Sauer., Ratneshwar, S.,
Sen, Sankar. (2012)
+ Albert, Noel.,, Merunka, Dwight., Pierre, Valette-
Florence. (2013)
+ Bhattacharya, C.B., Sen, Sankar. (2017)
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« Hajli, Nick., Sims, Julian., Zadeh, Arash H.,
Richard, Marie-Odile. (2017)

10. User Experience (UX)
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