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Abstract

The objective of this research is to canonical correlation analysis between perceived
factors and consumer loyalty in Bangkok Province. By surveying data using questionnaires of
385 consumers who used to buy products in electronic commerce channels to sample
selection data in this research. Sampling without using probability by accidental sampling
method and data analysis using canonical correlation techniques.

The results of the study showed that between the perceptual variables and
consumer loyalty set variables are related to canonical correlation coefficient equal to 0.87 By
the perceived factors, weight of canonical importance between |0.35] - [0.90| consisting of trust,
perceived usefulness, enjoyment, perceived ease of use and perceived quality respectively As
for the loyalty of consumers, there is a weight of canonical importance between |0.59] - 0.88|
consists of word-of-mouth, customer repurchase, reduce customer complaints and reduce
price sensitive respectively which the level of perceived factors that affect the loyalty of consumers
in the purchase of goods through the e-commerce channel is a guideline for improving and
developing distribution channels for products via electronic commerce for efficiency and to

meet consumer needs.
Keywords: Canonical Correlation, Perceived Factors, Customer Loyalty
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4. N1IATVHDUAMAINYBIATDD
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91y 18 - 36 U 227 58.96
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3R isenAnwinaulae/Uar. 76 19.74
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57 Au (3ewaz 14.81) way 24shopping S1uau 48 A (Beway 12.47) audidu Fudiiteudeds
L?:aﬁWLLazLﬂ%u;mm F1au 128 au ($ovay 33.25) 5090931 LA30IFID1UALAINLNL F1UIL 104 AL
(Sewaz 27.01) waglnsdwiletie/aunsaliasy 91U 33 Au (fevay 8.57) muaiu lagldvemianis
U19813UNIU Mobile Banking 911U 242 au (5e8ag 62.86) UnILATARN 31UIU 62 AU (Fouay 16.10)
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Buq 10 2.60

AuA Aeruaziesesvia 128 33.25
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Insénvidletie/aunsaliasy 33 8.57
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A151991 2 weANSIUNSTeRUABINUYRIeWdlvdBlannseding (sa)

it 31uU2U (N=385) Soway #ade
aualunsie Younindouay 1 A 11 2.86
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Faviay 3 - 5 Ads 106 27.53
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gauil 3 nan1snsiifeafuALATiuveadeildlunsAn
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3.1.1 wamsAnsenszauladediunisiug
NaMFAazseAuadafunsiul 91nesed 3 nud Jedesumssusleesmeglu

seauann (X = 4.28, SD. = 0.08) LLazLﬁaﬁmsmswﬁmﬁu{]aé’aLLﬁiaxé’mﬁmmﬁaasﬂuizﬁummﬂiuﬁ’u
e MsFuitiennudelumsldau X = 4.45, SD. = 0.74) Msfuinann (X = 4.36, SD. = 0.62) m35u3
Usglgwilumsliau X = 426, SD. = 069 anulingda X = 4.17, SD. = 0.70) uagmsiuianny

aunENUNEAWAY (X = 4.17, SD. = 0.56)

M1919% 3 szaudadeiiunisiug

UJaduaunisius X S.D. AUNINY
nssusamunw X1 4.36 0.62 1N
nsfueanudelunislden X2 4.45 0.74 ly
nssuiuselevdlumsldau X3 4.26 0.69 1N
Aulinga X4 4.17 0.70 hy
NSTUIANUAYNAUNLNEALNEL X5 4.17 0.56 N

394 4.28 0.08 N
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AeAveglusysuInuiy fie slu3nse1 (X = 4.25, SD. = 0.33) msuensie (X = 4.14, SD. = 0.66)

nwgAnssulifeuseu (X = 4.00, S.D. = 0.76) kazanussulmnesial (X = 3.96, S.D. = 0.86)

P ) v v a [N
M54 4 'ﬁgﬂU@ﬁqﬂJ"ﬂﬂiﬂﬂﬂﬂm@Qﬁ&Uiiﬂﬂ

auinAnAvesuilana X S.D. AMURUNY
ANNGANIINNITTDAUTOU Y1 4.00 0.76 1N
AMUBIUlMIRBIIA Y2 3.96 0.86 170
NISUBNGEY Y3 4.14 0.66 11N
AuRelaToTn Y4 4.25 0.63 110
573 4.09 0.10 N

[V K.Y

3.2 nan1sATEdNU s AvS auduiusadisiesenine ladedunisiuifuaay
asininfvasguilag

Mnmsfiasandussavsanduiusseninaaduds dadedunisuifuyadauys
AnuasininAvesfuilna dAnegseming 0.191 - 0.753 dailanuduiusiuluirmauineedidod iy
aERRTsEEU 0.01 fuUsraueiiAndseansanduiusramaiaiiesnit 0.8 (Cooper, Schindler &
Sun, 2006) kanaamalsnneg tudanuduiusiues ansnluieeilutuneuseluld (seit 5)

M13199 5 ArdulseAnsanduiusedeineseninnuanguslaasuiiuanuasnindvesguslan

Y

X1 X3 X4 X5 X6 Y1 Y2 Y3 Ya

X1 1
X3 120%* 1
Xa 300%* 37T 1

X5 202%% 0 344%% 621 1

X6 447 285%% .400%* 331 1

Y1 Bagxx 257 493%*%  421%* [ 390** 1

Y2 259%% 191 4re** 471 284%F  672%* 1

Y3 206%*  300%*  55g**  753**  394**  405%*  360** 1

Ya 252%%  335%*  bog¥*  b2g**  Bh9** 358 244%*  525%* 1

o w

nnewme ** seauiudAny 0.01
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M13199 6 Aranduiusalulineaseninnumfusiaauiivanuasnindvesuslan

Y

Square o F-value
. Canonical . Eigen Wilks )
Function Canonical (Chi- p-value
Correlatio 2 Value Lambda
(F)*** (RO square) (sig.)
n (R) \) (N )
)
1 0.87 0.75 2.96 0.19 40.79 20 0.00*
2 0.43 0.18 0.22 0.75 9.67 12 0.00*
3 0.28 0.08 0.09 0.91 5.74 6 0.00*
4 0.09 0.01 0.01 0.99 1.43 2 0.24

nnewms * seautediAgy 0.05
landualuiineavzdiduuwiiuinusiugamuusnidnulesniy
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