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Abstract

The article aimed to 1) develop and validate a causal relationship model for purchase
behavior of graphic courses via Facebook pages of consumers in Bangkok and its vicinity and 2)
study causal factors influencing purchase behavior of graphic courses via Facebook pages of
consumers in Bangkok and its vicinity. This study was quantitative research. The tools used in the
research were online questionnaires. The sample was people who have bought graphic courses
via Facebook pages and live in Bangkok and its vicinity of 300 people. The statistics used in data
analysis were frequency, percentage, confirmatory factor analysis, and structural equation model.
The results of this research were the development of the causal relationship models, which
consisted of 5 components: 1) social media usage; 2) interpersonal influence; 3) e-WOM; 4)
purchase intention; and 5) purchase behavior, and the model was consistent with the empirical
data to a great extent. The statistic showed CMIN/df = 1.78, GFI = 0.94, AGFI = 0.90, SRMR =
0.05, RMSEA = 0.05. The final was a predictive coefficient of 0.74, indicating that the variables in
the model can explain the variance of purchase behavior of graphic courses via Facebook by 74
percent. It was found that E-WOM, social media usage, and interpersonal influence were
respectively influential on purchase intention, while purchase intention directly influenced purchase
behavior. Entrepreneurs who run businesses of graphic courses should consider e-wom and social
media usage as important in order to create the purchase intention that affects the purchase
behavior of graphic design courses through Facebook pages.

Keywords: Causal Factors; Purchase Behavior; Facebook Page; Graphic Courses
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Wan1Tn Usznaumag 5 anu 59fl 1) amunnsleie ldeaiifie 2) Auaaeduwussenan
YAAR 3) ANUNNSABEITLLLUNNABUNNUNEWmNEI IR 4) Auaanselade way 5) AN
Wq?m’i’iuﬂf]’i%ﬂ LLN:N@M’W}’?WN@Uﬂfzmmiﬁl,%\ﬁﬂ’iﬁﬂ;’l\ihy’m Confirmatory Factor Analysis
(CFA) @qﬂmiﬁmiﬁzﬁmwL%'@ﬁumqmmﬂ@mm;mmﬂﬁfu (Internal Consistency Reliability)
WU éffsLLﬂJ'ﬁLLNW;ﬂGTfJﬁéﬂﬂﬁﬁmmwﬂummL%'mj’mqmmﬁmmﬂm (Composite Reliability;
CR) #1191 0.70 wazflAn Cronbach’s Alpha #1nA27 0.70 F9ag1ilAan nnsdnsaulaursionan
Wlumafimauu@ede (Har et dl, 2014) N153LATIZIANASIBIEDARREY (Convergent
Validity) WA fiautlsuneynsiafianadsrasneinulalsaufignadala Average Variance
Extracted (AVE) #11191 0.50 AsaqUlnan fianunssdsannnanstuyniulsuisraslung
(Hair et dl., 2014) #99n193LATIEAAEWEDfanasiaulsqansla (Indicator Relibility) wuan
Faulsdanalanndasian Outer Loadings #1nn97 0.70 719 Ang97t 1 uaasadauLlsdanala
yianna s uwEetde (Har et al., 2014) uazA19197t 1 LEASTBAIOIHEBIRALLSAILNA
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A157199 1 Nﬂﬂ"l‘iﬁl‘i’]@ﬂﬂﬂﬂ’)’?ﬂ@l‘i\‘iL%QTV"I‘NN‘TNC"IQE CFA ATANNHIZDIHADILLLFAUDTN A1 Composite

Reliability (CR) LL@Z(ﬁﬁ Average Variance Extracted (AVE)

Aandsureuas Cronbach’s Construct Validity % CFA
Y CR AVE

Aaue alpha %2 df p RMSEA GFl
aunsladelndsaiife 080 089 073 1.70 1 020 005 099
1. T%LW‘CﬁZﬂguiﬂ’]i’]ﬂﬂ:@ilﬂﬂﬂ%m%ﬂu (SMU1) Outer Loading = 0.76
2. Tamnun@en (SMU2) Outer Loading = 0.88
5. Wl nunsAaIaiFam (SMU3) Outer Loading = 0.80
gﬂummﬁ'ﬂﬁuéﬁxwéwqﬂﬂa 085 089 074 2.60 1 011 008 099
1. Wonuizinide (P1) Outer Loading = 0.80
2. ﬂu%ﬁmm:ﬂﬁﬁ;%ﬂ (IP12) Outer Loading = 0.82
3. nguilaunafinuusinlide (PI3) Outer Loading = 0.86
;ﬁuﬂ’]‘iéﬂﬂﬁﬂmuﬂ’mﬁ;ﬂﬂﬁﬂuuﬁutﬂﬂétﬁﬂ 0.85 0.84 0.65 0.37 1 0.84 0.00 100
1. hyumﬁm,l,uzﬁwm;;ﬁLmﬂ%ﬂﬂaém‘%ﬁu (EWMT) Outer Loading = 0.83
2. pEdesyiiinedanasaiFm (EWM2) Outer Loading = 0.82
3. UBNUSYALUNNTINNTEBABSAEEM (EAM3) Outer Loading = 0.62
AAHAIIaTE 077 089 075 002 1 088 000 100
1. sulaazdonnsaBawana (PCH) Outer Loading = 0.90
2. fulaas@omesadenluawinn (PCI2) Outer Loading = 0.87
3. fotasrdanasaBuuidedlusTuiu (PCi3) Outer Loading = 0.69
gﬂquﬁﬂssumsg’a 0.84 0.83  0.62 2.14 1 0.14 006 099
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3. fumlundiazdorasadouluounn (PCB3) Outer Loading = 0.74
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= 0.98 #afiulumsinounlagan GFl, AGFI waz CFI aesflAndious 0.90-1.00 A1 RMSEA
= 0.05 uAZA" SRMR = 0.05 ifiulUmiainainlagal RMSEA uaz A1 SRMR AavfiAiuaengn
0.08 wazA Hoelter = 220 iiinluUnainninlngAn Hoelter masfiA1n1nnan 200 B91193 (A7
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X ? = 130, df=73, CMIN/df = 1.78, GFI = 0.94, AGFI = 0.90,
CFl = 0.98, SRMR = 0.05, RMSEA = 0.05, Hoelter = 220
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santlsuplane i

fandsuplsnieuan AuAINsslada (PCI) ;qquﬁﬂssumss‘z'}"a (PCB)
DE IE TE DE IE TE
aunsleae T @uaiiAe (SMU) B4xxx - B4xxx - 29% %+ 29% %+
ARSI ARR (IP) 20%* - 20%* - A7 A7
AunIsRpEsLLUINAs N UNEWme e (EWM) 48 % ** - A8 F** AR AR
AMAHS AT (PCI) - - . 867+ . 864
ANUsERVENIaNEINT0l (R?) 0.79 0.74

WNILLNR ***p < 001, **p < .01 DE = BVBWAN WA, IE = BNEWaN 988N, TE = BNEnaTa

1 1 o A A A Vv '
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;;ﬁ‘[m"fuﬂ‘gqmwumummzﬁ%umma Usznoumag 5 A laun 1) awnnsteas lmdaaiiie
2) éjmmwﬁwﬁf%ﬁ:whmﬂm 3) ATNNNTABENTLULLINABUANUWBWWEIIEIA 4) AN
nalade uaz 5) hyquﬁﬂiwmi%@ FIapARADILIATaY89 Jain et dl. (2020) uazlniaa
mwéfuﬁu%l,%qmm@;ﬁﬁmmﬁummﬂgﬂqﬁuﬂ/ﬂqﬂ@L%am%ﬂﬁlﬁuﬂﬂlwﬁ TagRe150471910
ANFER (P-FUA2S X wnfiu 130.09, AN CMIN/df WINFU 178, ANBFNARTY (df) WNfiu 73, AN
GFI WU 0.94, A1 AGFI WInfiu 0.90, A1 SRMR WU 0.05, A1 RMSEA #11iu 0.05 @auiulyl
NN M Yas Ulman (2001) CMIN/df < 3.00; Joreskog and Sorborn (1984) GFI = 0.90;
Schumacker and Lomax (2004) AGFI = 0.90; Schreiber et al. (2006) RMSEA < 0.08; Thompson
(2004) SRMR < 0.08
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