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Abstract

The researchers attempted to study the positive influence ofperceived value, interface,

visitor greeting page, catalog pages, shopping cart page(s), checkout page(s), product quality, time saving
towards intentionto shop at Hypermarket A’s website of consumers in Bangkok. The convenience
sampling was implemented and the 280 survey questionnaire were collected from hypermarket A’s
customers in May 2017 and analyzed using multiple regression analysis. The researchers found that
product quality( # =0.277), time saving ( # =0.193), and catalog pages( f = 0.171) explain 18.6% of the

positive influence towards intention to shop at Hypermarket A’s website at .05 significant level.

Keywords: Intention to shop, Product quality, Bangkok
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