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ABSTRACT

The objectives of this research were to study technology acceptance. Referral group conformance per-
ceived risk User’s intention and user behavior in purchasing goods and services through Facebook in Bangkok. This
research is a mixed research, i.e. this research is a combination of qualitative and quantitative. The quantitative
sample group is Facebook users in making decisions about purchasing goods and services in Bangkok. The sample
size was 700 patients. The sample group included 15 entrepreneurs. The tool used was an In-depth Interview
and used to analyze the interpretive data to confirm the results of quantitative research after processing.

The finding founded that:

User behavior is the first factor influencing purchase decisions of users on Facebook, followed by tech-
nology adoption. perceived risk User’s intention and conformity with reference groups, respectively. The interview
results supported that User behavior plays a big part in generating sales as most Facebook users or consumers
enjoy reading reviews from people who have experience with those products. especially the satisfaction expe-

rience from using Facebook to shop for products or services.

Keywords: technology adoption; menability to the reference group; perceived risk; User’s intention
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