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Abstract

The objectives of this research are 1) to develop a causal relationship model
for the decision to purchase products through social media of undergraduate students
in Bangkok and the surrounding areas and 2) to examine the invariance of the causal
relationship model. By applying the multiple-eroup model, the quantitative research

consists of 3 latent and 12 observed variables. This research uses multi-stage sampling.




The sample consisted of 1,200 undergraduate students in Bangkok and surrounding
areas. The research instrument was a questionnaire with a 5-level estimation scale.
The causal relationship model was analyzed with the LISREL program. The results of
the research found that 1) The development of a causal relationship model for the
decision to purchase products via social media of undergraduate students in Bangkok
and the surrounding area: the multi-eroup found that the technology acceptance
variable was a factor affecting the decision to purchase products through social media,
followed by expectations. The developed model conformed with empirical data using
statistics to measure the goodness of fit index (x2 = 36.48, df = 41, P-value = .06,
RMSEA = .000, RMR = .005, CFI = 1.00, AGFI = 1.00). 2) The results of the invariance
analysis of the model between male and female student groups were invariant to the

model. However, there is variation in the parameters.
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HA1milnesAUsznauNIN2 .5 LagdIUNINdAILINAIT .7 LayA1 Average Variance Extraction
(AVE) w2anna1uilia111nn1 0.5 wuiu 3nuuunadeuiassguianunsadequuieglunumi

a v
AN MIR1T19 1

M13199 1 AnhwdnesrssaUsznaulusuasuLiNATEIUTRRILUT AATUATITRPT KALAIAIY

Jieawesesnusznau
JaAnu EXPECT TECH ACCEPT DECISION
PROD .823
PRICE 741
PLACE .658
PROMO .834
EASY 748
BENEFIT .806
COMPAT .936
RISK .936
TRUST .818
CHOICE 912
ATTITUDE 755
SEEK .851
Average Variance Extraction 0.728 0.813 0.781
Construct reliability 0.827 0.915 0.829
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NANITIATIEUIIAIANILITES (Reliability) wasanumianialazniseausumaluladneanisde
dunniudediruoaulauresindnwseauUSuaeslunngunnumuasLasUsuuma 31w 57
ve laglygnidudsedns woanive9asouuna (Cronbach’s alpha coefficient) Wu3 1
ANANNLT B9UD LWUUABUAINNIRUUEAN .943 LT aNNTUIATAIULNLIVBIH VST AINAIARI

! a ! ! = =~ ' ) Al - a

WUIAAIMNUTIEI0ETENING 774 B9 .897 FatlmnegluszAuinaniigs InediuagniianAuiedsnn
ign Ao n1seausumalulad sedanfe AuA1ands waznsandulade (0.774, 0.891, 0.897

AUAIRAU)
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noudl 3 wansia Tueaa LTSI R sE I vassdnauladedudrinudedeausaula
YaunAnvIUSYInTlulanJunNEIUATIAsUSIANA

3.1 mawanlunaauduiusdameuesmsinaulatoduamudedseuseulay veq
UnfnwuTaanslunnsunnuniuaswasUsuuna ﬂq‘uﬂ’ﬂﬁﬂmﬁm WU FUINISERNSY
welulad (ACCEPT) Wudadeiidmananisinaulededunmnuiedsaussulan (Beta = 0.83, p<.01)
FOIRIUIAD AUAINNIY (EXPECT)(Beta =0.04, p<.01) LLazT,mLmaﬁﬂ’;maa@ﬂgaqnauﬂﬁuﬁ’wgayja
FeszdnumeadiTnsyiumunaundy (Y? = 36.48, df = 41, P-value = 0.67, RMSEA = 0.000,
RMR = 0.005, CFI = 1.00, AGFI = 1.00)

AauanslunIng 2

/ EASY jle—— 0.37

_w| BENEFIT +«— 0.69

032—>| PROD | /v 0.84
0.89 = «— 020

RISK

A
016 TRUST | +— 042
0.83
0.53

0.50 —*| PpRCE [|*~

0.08 —» "

PLACE 0.04
0.80 \ _»| crore +«— 039
0.78
"
041 —>1 promo 95 —*
0.95 ATTITUDE |+—0.02
0.91
~

SEEK <+« 0.32

MW 2 eapnuduiusidamnveinisinauladedunniudedinusaulay veslindnyiuSaya,

o

PSRN TENNAMIUASWAzUSIAMA NautinAnyivie

3.2 mMavawlieaauduiusdEguensanduladedunmudedinuesulan  ves
UnAnwuTyaesluanannumuasiasdiuama  nauinfnwvigs WU MkUsNseeNsy
walulad (ACCEPT) duladenamwananisinaulateduanudedianeoulay (Beta= 0.96, p<.01)

5898911 ANUAIANI (EXPECT) (Beta= -0.06, p<.01) wagliinainnuasnnasenaunauiuveyaid

[ [y A

Uszdnumeadniasyiueunaundu ((* = 36.48, df = 41, P-value = 0.06, RMSEA = 0.000,
RMR = 0.005, CFl = 1.00, AGFI = 1.00) Faansluning 3
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/ EASY [ 015
0.79
_ | BENEFIT «— 021
0.57
0.09 —» PROD / 0.96
s
045 Rk | +— oot
0.42
0.79
028 —>| PRICE \
027
/
033 =™ prace -0.06
0.49 _»| croce |+ 0%
/ il 0.78
018 —>1 promo . —>
0.9 ATTITUDE |+—0.02
0.89
~
SEEK  |+— 0.05

A 3 Teapnuduiusidsamnveinisinauladedunnudedinusoulay

YINANWIUTY NS luANJnEIUASLAUSUMNa nauTinAnwinids

a ¢ . = ¥ v ¢ a v a & =]
n15aas1ziAuliuUsiasuvaslananudunusideanvnveinisanduladevasinne
U3yey 103 UL UANJINNWANIUAT

' U ‘:‘Id ' U = ' 5 ‘39{ U a ‘&J a ¥ ! ‘ﬁl L4

WU ANNAIAniIniinenseeNsumalulagneanunslatenaznsandulareduniuiediay
paulau veslnAnwuSyaesluwaniunnumuasiazUsuama veesnquindnwNdinaniany
fenuluuusivdsunususuuling wilanuiusiuioureinmsinesveuminuduuseansnis
aneavasfwlsdnnalauuimlUskanIeuen (LX) wazmm1sfiwasdy 9 eniu AnIsilmesves
nIneBnEnadans ML Uswneuenlugdudsuranely (GA) luinnuuusiuaeusemig

YUINVINAUENANYIT AT Aakanalunisned 2
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A1574 2 Han1snaaeuALluLUsiUAsuTadlunakarnIsNmeslulung

lunaanufguniwinin lupaauuAgunmwiiasa | x2 df | x¥/df | p-value | RMSEA | NFI | CFl | RFI
1. H o LsUuwuuideaiuy 36.48 41 | 0.889 | 0.065 0.000 1.00 | 1.00 | 1.00
2.HT 2(1)+GA = IN 4453 | 45 | 0989 | 0.013 0.027 | 099 | 099 | 0.99
3.HT A x 3(2)+LX = IN 5360 | 50 | 1.072 | 0.025 0.030 | 099 | 099 | 098
aHTAxA y 4.(3)+LY = IN 53.60 50 1.072 0.025 0.030 0.95 0.99 0.98
5HEAxAy B @ 5(a)+PH = IN 7415 | 53 | 1399 | 0042 | 0045 | 095 | 098 | 0.97
6.HT AxAyP 6.(5)+BE = IN 8733 | 63 | 138 | 0039 0045 | 093 | 098 | 097
7ZHTAxA y B [0)) \J 7.(6)+PS = IN 105.62 73 1.447 0.051 0.058 0.91 0.97 0.95
BHTAxAyPD y0; 8.(7)+TD = IN 12871 | 77 | 1672 | 0.120 0061 | 091 | 097 | 095
9. HTAxA y B (0] \7} 0 5 0 £ 9.(8)+TE = IN 149.23 87 1.715 0.178 0.087 0.85 0.93 0.93
NAdoUANNUANANYDILILAG Adf mitlarnnsidamss (32) asuna
2By 1 = 8.05 Adf,, =6 AIngm = 9.487 Tufieuudsidsu
3 1By 2 = 9.07 Adfs ,=5 AN = 11.070 fianuuusiasy
4fieu 3 lunaasuiiissanlumalunaundu
5 Wigu 4 limpaeuidosanlunalunaundu
6 LBy 5 Tunaasuiiissanlumalunaundu
7 Wiy 6 limpaeuidiosanlunalunaundu
8 Wiy 7 Tunaasuiiosanlusalinaundu
9 1wy 8 limaasuilosanlunalunasniu

aAUs18la (Discuss the results)
1. NNANIFITeANUIN dasniseausumaluladidudadeNnaswananisdnauladadunn
W1uFedenusoulay vidlunauinAnwinaviguazinangs laun nmssusanulinngda nssus

Usgloyu msfuzanudsanuanudasndy wayn1siuzanune tesinmsgeusunaluladlag

'
a

ns¥usiisvinanonisindulateruremnseaulau Jududafeiinszaulmiangdnssalunisly
welula? Femufonslododinuooulaviuies SsaonnansfunuiAnues Pukahuta & Tanimkam
(2022) FuradefivinlnAnnisseusumelulalnsdmnadeuivsenoumes masuzdsslevuan
sl ﬂﬁ%’ugmmiwiuﬂﬁ"[,%wu ms%’uﬁmm%ﬁuﬁ miﬁ"ugw%’wmﬂswmmsﬁu mﬁ%‘ug

ANAEeY wagnssuzanalingda

1% v
4 a

2. MnuamsiaulunaewdnTusBaavaueansindulat eduawiudedauooulay
vostinAnsuTynsluangammuviuasuasUsuama alunquindnuinarsuagmandgs
w21 fMuvsnmssoufumalulad iWudadedamanensdaduladoduamiudedsauooulay
dosnalulatdedinueeulauriilvgnenannsnfvasaumaiitarlylumsdinaulato feay
ihlgnginssunstelufianla seswan anumanimemulszaumsnan esanmngnarlady
sansauwanudedinusaulauiiy 5 ssaUszney Ae Anunelunislenu Ysslewsu anuandule

Anudesigeusula waganulingdale fgennassiuanuannimeaIuyssaun1snann lauwn
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ian JedennasdiuauIdeves Do (2021) My Tunsteduainiuyemisesulautu guslaa

neIn1snanduniidaunin lnganiznisdndmuieiidussuusassnii uazdidennasiu
Mullasatsarathom et al. (2020) Ainuayuslaaduulunlun1s@eduaiiuwnaniosueoulay
wszauglunsaumduaiwaznislyanu sudedeaennassiyu Phothikitti (2021) AinUI

nseenuuuilonuasiuleniidvsnanengfnssunisdeduaseulauunnian
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