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Abstract

This research has the objective to identify factors that influence online furniture
purchasing behavior of service users and to compare the level of acceptance of
value according to the online furniture purchasing intentions of service users in
Bangkok metropolitan and its vicinity by applying the research concept from theory
and the concept of technology diffusion and acceptance of values as intended
Value-Based Adoption Model (VAM) was applied in the study, survey methods and
data collection using a Convenience Sampling method of 406 people from a group
of people who use or have used the online furniture buying service in Bangkok
metropolitan and its vicinity. The sample was divided by gender and age to answer
the concept of technology diffusion and acceptance of values as intended
Value-Based Adoption Model (VAM). and analyzed the data using a structural
equation model.

The research results found that factors influencing online furniture purchasing
behavior of service users were found to be different age groups of service users.
There is a level of acceptance of values according to the purpose of service users.
The age range from 18-44 years gives more importance to every factor than other
age groups. (2) Factors that affect the level of acceptance of value according to the
intentions of service users. It was found that perceived value and brand trust affects
the level of acceptance of value according to the intentions of service users

statistically significant.
Keyword: Service Users, Service, Perceived Value, Purchase Intention
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