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Abstract

The article aimed to 1) develop and validate a causal relationship model for the purchase
intention of amulet bracelets via Instagram of consumers in Bangkok and its vicinity; and 2) study
causal factors influencing the purchase intention of amulet bracelets via Instagram of consumers in
Bangkok and its vicinity. This study was quantitative research. The study sample consisted of 375
individuals who purchased amulet bracelets through Instagram and resided in Bangkok. The tools
used in the research were online questionnaires. The statistics used in the data analysis were
frequency, percentage, confirmatory factor analysis, and a structural equation model. The research
resulted in the development of causal relationship models, which comprised five components: 1)
online content factors for products; 2) social media advertisements; 3) perceived benefits; 4)
perceived risk; and 5) purchase intention. The model was consistent with the empirical data to a
significant extent. The statistic showed CMIN/df = 1.89, GFI = 0.95, AGFI = 0.92, SRMR = 0.03,
RMSEA = 0.05. The final predictive coefficient of 0.67 indicates that the variables in the model
can explain 67 percent of the variance in the purchase intention of amulet bracelets via Instagram.
The study revealed that the online content factors of products, perceived benefits, perceived risk,
and social media advertisement had a significant influence on purchase intention. Entrepreneurs
who sell amulet bracelets should consider perceived benefits and perceived risk as important
elements to create purchase intention for amulet bracelets via Instagram.
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Reliability (CR) LL@Z(ﬁﬁ Average Variance Extracted (AVE)

Cronbach’s Construct Validity {2 CFA

Frudsudsuaziaulsdaunnla CR AVE

alpha Xz df p RMSEA GFI
B T T I o 0.91 087 069 050 1 048 0.0 1.00
1. fdnunsiiusgaaruanla (0C1) Outer Loading = 0.85
2. fiumeunnsasdniiany (0C2) Outer Loading = 0.85
3. fAnndaen walasne (0C3) Outer Loading = 0.79
gﬁumsfmﬂmﬂshuﬁ"aﬁaﬂwafau‘faﬁ 0.91 0.87 0.69 6.99 1 0.08 0.01 0.93
1. ﬂ’]‘iLﬁuT%HmﬁLIlﬂﬂ il ﬁﬂ?ﬁlgﬁﬂ Outer Loading = 0.86
ﬁ\?@ﬂﬂ'ﬂﬁiﬁ%?@ﬂ’mf‘ﬁu (SM1)
2. ﬂ’]itﬁlﬂ%‘iﬂm’lﬁﬂﬂ q ﬁﬁsfvfy‘%ﬂ Outer Loading = 0.87
$9%9 (SM2)
3. NuT@TmHm’mlfmﬁuﬂmLmiN Outer Loading = 0.76
ﬁﬁgﬂmwﬁmmw (SM3)
mumssugssTaan 0.87 086 067 176 1 013 005 098
fiauanndenannvany (PB1) Outer Loading = 0.88
annsneaeBeuifieusnanlaeg Outer Loading = 0.80
(PB2)
finng3mnanAnanylEe3e (PB3) Outer Loading = 0.78
(;ll’luﬂ"l‘i%’u;:‘/ﬂ’nutéﬂd 0.94 0.92 0.80 0.82 1 0.36 0.00 0.99
Tuanarnaz i lnsuRuAuNIayEnss Outer Loading = 0.91
{Fuuaa (PR1)
Tuifananas nlnsuRuanbaaan Outer Loading = 0.91
it (PR2)
Tufsamanaeiafgmuninluivie Outer Loading = 0.87
Feiufl (PR3)
- 0.90 089 073  1.64 1 020 004 098

salaasdaiana (1)
silaazdaluaunn (P12)

sslaavdanuvaniiias (PI3)

Outer Loading = 0.87
Outer Loading = 0.85
Outer Loading = 0.84

1.2 NANITATITADUAIINTEAARDITDI IHIAR AN ANIUE BIFMA TR U T WA
vayaBaazdng wuan Tueaiiimuiudannsanaassuaznannduiureyalalszdnsidn
a9197 TagRiersaanannanlaauasduime (CMIN/df) = 1.89 ANG Gl = 0.95, AGFI = 0.92,
uaz CFl = 0.98 Baifiuldpsinasmlagan GFI, AGFI waz CFl mesilAnsaun 0.90-1.00 A1
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