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Abstract

The objectives of this research were to study the relationship between perception of service innovation,
perceived benefit (functional, emotional, price and social) and willingness to pay. This study was quantitative
research that used questionnaire for collecting data. The samples were 360 participants of consumers via modern
vending machine in Bangkok by the multi-stage sampling survey data. Structural equation model (SEM) was
analyzed using AMOS program. Clearly, statistic results showed that perceived benefit in terms of perceived
functional benefit, perceived emotional benefit, and perceived social benefit had a positive effect on perceived of
service innovation and willingness to pay. The results also revealed that perceived of service innovation a positive
effect on willingness to pay as a mediating variable accentuating the relationship between perceived benefit and
willingness to pay of consumers via modern vending machine in Bangkok. The results showed that our data
explained the model very well. Our findings of this study will help modern vending machines It can be applied to
practice in order to increase the competitiveness of the business and make the customer willingness to pay for
the purchase, which when consumers perceive the benefits, especially physical benefit and price benefit, it will

effect the good distribution and the growth of the modern vending machine business in the future.
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2. adfBaoyanu (Inferential Statistics) 1l a141un1s
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0.087, A2 /df = 1.538, GFI = 0.939, AGFI = 0.900, IF/
0.974, CFl = 0.984, RMR = 0.026, RMSEA = 0.050) aiﬂdﬂ
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Tnanmgudinmualilussauisousule
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- WAN3
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H1 PB->WP 0.264 3.668%* GG

H2 PB ->PS 0.691  19.174% EGIT

H3 PS ->WP 0.420  7.963% GG
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value > 3.291)
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NA1599 3 WU auufgiun 1 nssuinnuselenid

dmswansuanseauiulanagingeg s itud Ay

1Y

fAsediu 0.001 (B1=0.264, t = 3.668, p < 0.001) FunAgIU

v

7 2 Msfuyaudseloviiidninantsuindenissus

7isgau 0.001

o w

uinnTsuN1IUINIsoE19ldBd Ay NIead

(B1 = 0691, t = 19.174, p < 0.001) UazaNLAFILA 3 N3

Y

$usuinnssun1susn1sidnswanisunsennuialanay

Y

'
o w =~

TodrAgyn1sanange

=

91908194 AU 0.001 (,31 =0.420,t =

7.963, p < 0.001)

nM1599 4 wudn Yadeiisnuefidawanonnudulad
A¥d1y Ao NMsTuiAmUselevd (TE = 0.554) 509A9U1AD
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(Dependent Variable)

Aauusnu R? andwa fianUsdasy
PB PS
PS 0.420 DE 0.691 0.000
IE 0.000 0.000
TE 0.691 0.000
WP 0.538 DE 0.264 0.420
IE 0.290 0.000
TE 0.554 0.420
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