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Abstract

The purpose of this research was to study the factors of technology adoption that
affect the decision to use social media (Social Commerce) to sell the products of
entrepreneurs in the era of the corona virus epidemic 2019 (Covid-19). The sample used
was 250 entrepreneurs who have been selling health and beauty products via Facebook,
Instagram, Twitter, TikTok Line Official and YouTube channels. Questionnaires were uses
as a tool for conducting data. The samples were purposively selected from Facebook,
Instagram, Twitter, TikTok Line Official and YouTube applications. Finding of the research
were achieved by analyzing standard statistics by using SPSS program and structural
equation modeling by using partial least square structural equation model (PLS-SEM). The
results of the research revealed that the perceived benefits and perceived ease of use
affects the decision to use social media to sell products of entrepreneurs in the era of the
corona virus 2019 (Covid-19) epidemic, while the attitude factor does not affect the
decision to use social media to sell products of entrepreneurs in the era of the corona
virus 2019 (Covid-19) epidemic, the recommendations can be implemented to develop a
better business.
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Construct ltem Loading CR AVE
NAUAR Attitude 0.91 0.95 0.79
Attitude2 0.89
Attitude3 0.89
Attituded 0.86
Attitude5 0.89
nssinaula Decision1 0.90 0.95 0.74
Decision2 0.87
Decision3 0.86
Decisiond 0.86
Decision5 0.75
Decision6 0.88
Decision7 0.87
nsfuimnunglunsldanu Easel 0.92 0.93 0.78
Ease2 0.86
Ease3 0.88
Eased 0.85
Ease5 0.91
ns¥usieUselevinnsldanu Perceived1 0.93 0.87 0.67
Perceived2 0.87
Perceived3 0.71
Perceivedd 0.66
Perceived5 0.89

nu8nn: *CR = composite reliability; **AVE = average variance extracted

NsUsERMA I SsEAUTIALaLUILINR AT 13
3176
The 13 Hatyai National and International Conference



URDNeNagmAlRny
HATYAI UNIVERSITY
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Ringle and Sarstedt, 2013) UagA1 AVE dA18g521319 0.67 - 0.79 %amnndﬂﬁwmmgm 0.50
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Construct Attitude Decision to Use Ease of Use Usefulness
Attitude 0.89

Decision to Use | 0.92 0.86

Ease of Use 0.96 0.94 0.88

Usefulness 0.91 0.92 0.93 0.82

AT 3 MdleTednuasadsiuunienaaeufudsusiuiesata (Indicator)
gesfauUsIansaTafunUsulaiy q Iieghefaauuasldlusrdoutufuys wlsdu q wui
Aaruduiusresiid Tausazineluulsfefuisgniamsduiussuid i uus
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Hypothesis | Relationships Beta |SE t-value | Decision
H1 Usefulness -> Decision to Use | 0.30 0.11 | 2.70 ** aﬁuaqu
H2 Ease of Use -> Decision to Use | 0.48 0.12 | 4.18** aﬁuaqu
H3 Attitude -> Decision to Use 0.18 0.14 | 1.30 iﬁaﬁuauu

NUNYLNAR): *P<0.05, t>1.645, **p<0.01, t>2.2327, ***p<0.001, t>3.092 (one tailed); SE:
Standard Error
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