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Abstract
The purposes of this research were to study factors of momentary characteristic,
persistent characteristic, trust and social commerce characteristic relating to visit intention and

purchase intention. This study used a questionnaire to collect information from 532 social
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commerce users who purchased the online product, aging between 18 and 34. These statistics
were applied in data analysis includes analyzed structural equation modeling.

The result indicated that momentary characteristic, persistent characteristic and trust
positively related to intention to visit. And intention to visit positively related to intention to

purchase. The results enable developing social commerce model and effective strategy.
Keywords: Social commerce, Intention to visit, Intention to purchase
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Wuladudn 16% (Positioningmag, 2017) awsauguslaatulvelud 2560 ﬁ%ULﬂﬁauqsﬁﬂﬁﬂauLﬁ%%
flnyftandie nduerysswing 18-30 U fnhnistedudosulataniianis 61.92% sesasndo o7y
3554 T 32.69% wag 01y 55 VTulY 5.39% mud1dy Fedufuensuiunagndiioliinduas
asodlagiuslnaunniu

msatiufnutiadanansaesureniennsainginssuvesiuilaa lumsiddesvauay
felagorutoemis Social Commerce fansoneulandienisingina dviumineaiu v3n

o

99N UagvinisAiveduiuudediauesulall iialimsuwazidilateausanisvesuilan

U
o

WNBY Bnvsanunsaiinadeyan e luuTuldlianUselevisegsiavewmues dulzdwnasionts

guiugsnaliaulawaziinn1seav1eduA1UL Social Commerce 1n893U wasdududsylovy

9

o w '

d1fgransasaiulamaAsygiakardinuvesUsemalny ielvineulandnistuiniou wauimwn

ARvialug Digital Economy l@egnaduudeuazivszdnsam

TUTTAIANTTIY
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5. n33aNa (Measurement) Nagmns Social commerce H3awiu Ao @1u15aTanalaogns
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3Rk 1udD Social Commerce 1un1sdeoulatiuszianuisiiinalaniuuunvie
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msﬂ,uﬂejm {‘Jaﬁ;ﬁ’uﬂimammﬁaﬂu Social Commerce Lﬁumﬁﬂ‘ﬁuﬁ% 9 Wil Mark Zuckerberg
firemsdedsnuooulaiiagng Facebook Idnanis Social Commerce dmnagamminaluladd
aznustlusuanalainiy Social Commerce (Chesshire & Rowan, 2011)
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Services %138 SNSs) @1113alUINITLAUTIAIRUIInAluNsARsegsAafiuraIUsENOUNITIWINA
nansuazgon (SME) uazilesain Social Commerce Hudufouunlnalunmnosulaififdsene
# 9naddediiuiidndvinslalsidiionSocial Commerce unnsnafusenly 1wy Marsden
(2010) flgnari1 Social Commerce A @ruvisvesdreudufililudoailifotlunsiujdusiug
fuguslnauazusuuganmsdeutleeulalliitedu wenaini Cecere (2010) o3unein Breudisuiiy
Tuselovdanlndoaiiie welulading q iefuussanuazmnlunistoduduazuinisvos
usanfuilaeliiBetu 3t Social Commerce unsideudedoasssviguilnauasuisuy
ooulatl Sniedadudesmamsdearsiidndennnsunideyarmasuagnsdaaiunismesa q
Tnefinuantafiddy 2 Uszns fie 1) mafuindesilensdeansguuvuunanslesuseulay 2) ns
HaunausEnIamalulaguasnsiufduiusmednuvesldanulumssiuiuadieyansiugldan

loun guiedudn guilaa nquidvang wagldaunild (Turban, Strauss, & Lai, 2015)
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THiAansgeveauduarnsusnismng 9 Tnefiusv Social Commerce #14 ¢ Shusniiunmsiieafiu
AuAuarnsusnsvannvateyin sudsdlduan aves viselandiuaninung Tagdinuszanuauiu
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nslawanuuy WOM luAsnsiiidunuiininisnslavanwuudiaiy Taedaudi social
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YT (Scarcity of Quantity) @uanditey (Provisional Coupon) wazded1ina1uLIa (Scarcity of
Time) drulladoanwagi0125 (Persistent Characteristic) wuseanidu @auan (Discount rate)
AudUselevil (Usefulness) wazaduliangla (Trust) (Lee and Choi, 2014) dquiladuanue
\Agfu Social Commerce (Social Commerce Characteristic) 1w Foide (Reputation) N1
#9715 (Communication) AuAINYaya (Information Quality) Adudasadelun1svingsnssy
(Transaction Safety) wagn1susnsa (Word of Mouth Referrals)
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Eagly and Chaiken (1993) léfﬁammmwmmaamm@gﬂﬁa fio esunifinanseenisniy
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muarwsilateifudiodenta msviwenginssuesiuilnafiarlugnistons laedaarniioe
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n193981g3981998n19398189U3 0 (Quantitative Research) N13A1MUATUIAYDINGY
FrognsiildlunisdnwifeiBimuzaniundnnisiinsesilumaaunisdslasaine 3910013
NUNUNGE] wudn wazenAdeiiAsadomuin vuemegsivnganiefldlunsdnounisd
AN 200 Freg1etuly FedreBeainnisineauidde fauseneutundnlunisuseaudiae
ﬂ'W\nﬁﬁL@@ﬁﬂﬁ%ﬁlﬁﬁﬁ@ﬂ@dﬁﬂ (Maximum Likelihood) 1#f31n Lindeman, Merenda and Gold
(1980) invszgnAldlunisfnwadell seylimsimundiuuiiegnessan 10 - 20 whuewiauls
danald mnmsAnedfuusdanalddnau 13 fuds Kadueideedsdansldngusedng 130 -
260 feg1e Tunstiestunisgamevesdoyanionisléisudeyansunduiiltauysaflubuvasuany
e fonhnuanLUUABUAIAVIAT WY 500 90

Fonl¥TEmaduiiegnauutmaetunou (Multi-state Sampling) Ssdidrdudumeuswioluil

fudl 11498n13duiegrauuudie (Simple Random Sampling) lasn1sduaaniiiedonndu
fogne nanusmuwanisunaseseengamnumues Wi 6 ngun1sunases §ielalddeyadneda

wauAfidnguusznsauihunuwivinnfigalungunnumues 4 sudu eidunguiegislu
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N3ANYIFEATE laud lwau1esh Lueraedwe LWARIBTINE WasAUNENToY
Fudi 2 T¥nsguiiagrauuuanizianzas (Purposive Sampling) Tagfinualiiden Liv
freg19anita 4 e IRuA eu1eEn WRRRBLAY IATEYNY KaRIRNENtIoY ARy 125 U
ufl 3 13 msduuuussuaeslageduauazan (Convenience Sampling) 1agn1s
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w3esdolunsidelduuvasuany Fuiusiusiudeyasinnquiiegisiisuuuasuaiy
aaulail (Online Questionnaire) InsuuuasuauldguuuuAIauuuuUatsln Melldadiniud
i ldimuidediniy 111910015AN¥NETS VU] LazNANISANYITINEITY N1NAFOU

[
=

\adeaiiofillun1sids naseunugniesveailent (Content Validity) TWgiisrvgyiidiaaiy
Aerdasfuuiunamuiidanudsadudonluusasdama ilensaaouidenlvidniaugnieuas
psaUszdiu ndsannsnsadeuiasatazuuziunUTuURLUUARUNY Warnadeum L Tofe
(Reliability) $2e38m1ANdLUTEANS Cronbach’s alpha tileasiadeUALULIUELALA NN AL
yaawvvasuanlunsdearsligneunvuasuniudanudlonssiu wuir Yedrdnduuuna
duandfivey dodrdnsunan duan mnuiiuselevd amnalinds Jeides msdeans aunmdeya
araagadelunisvinganssy msvendeanudsladudouy uazaruddlade fadulszanives
wuuaeunmlayindu 0.813 0.803 0.826 0.848 0.793 0.764 0.797 0.826 0.863 0.761 0.780 0.767
uaz 0.830 dsagflutnassisinnnuniniedie (Cronbach, 1970) awnsathluinsizvidoyasiold

NTIATIERTeYa TAT1ElaeNITIATIErieeAUsENauLTaBudY (Confirm Factor Analysis:
CFA) Wlenraseuanunsadslassairsvediaaaunfigiu uaydinseilunadmeaunislasaaing
(Structural Equation Modeling: SEM) ifian1snsivdauaduduiusseninadauys die3snisin
awdiusseriesudsdanalafusudsuss Tnefinasiraaaflilumsiinsziteya loun

1) f1 CMIN/Gf adsilAntieendn 3.00 wanedn lunadinuaenndeinaunduiudeyaids
Usedn® M1uuwIAnved Hair et al. (1998) Bollen (1989) and Sorbon (1996) #3atiaenin 5 Ay
wwIRAYasTabachnick and Fidell (2007) wanainlaaaiinudenndonaunfudausedng

s

2) friinAudonAanINaNNAuLTIUTEdnY (Comparative Fit Index: CFI) N19Wa1368d7
Adonndesnaunaudlsydny Tng CFl Aidaqsian 0.90 Tuld uansinlunaiininuaenndas
naundudalsedny navesadutidulunuwunAnves Hair et al. (1998)

3) fiiinAunaundu (Goodness of Fit Index: GFI) lun1suanafiaUSuiannunlsusiuy
warAuLUsUTIUNTiesuelsseluna navesrdatilulumunuifaues Hair et al. (1998) uaw
Mueller (1996) AndiAiaasiiAn 0.90 Tl Wiasnnnin 0.80 AuUUIARYES Schumacker and Lomax
(2004) wanalinaiinuaenAaRINaNNAULTIUTEINY

4) Fsi¥aniunaundufiuunilouds (Adjusted Goodness of Fit Index: AGFI) 1unns
wanadaUsinamnunlsusunazauwlsusuniuiiesuigldmelumalsusiaeasmannudy
ey navesrdulidulunuuuAnues Hair et al. (1998) waz Mueller (1996) fndifimasilen 0.90
uld ®39111N71 0.80 MIULUIAATBY Gefen et al (2000) falutnaliaNEOAARBINANNAULTS

Useane
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v A

5) fyisnfiassvesanadsnnuaaininieuidanveanisuszIuaT (Root Mean
Square Error of Approximation: RMSEA) Lﬁumaﬁamsﬂumi%ﬂaauammagﬁuimEJF-h RMSEA #i
AIsHAtaENn 0.05 SeilA15ening 0.05 814 0.08

6) fuilineusenndesnaundulusUanuaainiadeu vie SInfidesueradeindsaes
YBIAIUMRBNINIFIU (Standardized Root Mean Square Residual: SRMR) asilentiasndn 0.05 34
aagllailunadenndesnaunduiuteyalisUsedng

7) drilanunaunaulssaniUIsuiiguiugUwuudase (Normed fit index: NFI) Tagan NFI
fyauuldmstianmnnit 0.90 Fauansilueaiinruaenadosnaundudsying

8) sullmnunaunfuldadisuitguiuguiuugiu (Incremental fit index: IFI) A2531AN
WA 0.90 Fwansinlumaiinuaenndssnauniudelseing navesaseiilulununwifnves

Hair et al. (1998)

NANITIVY

MNnuUUaRUANTIaNysaiTiua 532 g wuiinguiiegdlvaidumands Sevaz 69.20
(368 AL) 311852 WINe 26 - 30 U Fegay 62.60 (333 Aw) Usenaue1Tngsiadiudl Sevay 25.90
(138 aw) fisnelaladssieiiou 15,000 — 20,000 UM eeaz 50.20 (267 AL) mawqamimﬁmmﬁiu
N19197 Social Commerce Lﬁam%aga%uﬁwﬁauhdauﬁm?uiﬁa $1uu 3 Ase Seway 43.40
Feamslunsidendodun fie Facebook Souaz 39.70 Ussumaudidende Ao uidulaziaios
Weiene Segay 38 warsmaunidumstedudeoulaiusasievudnue 23 alwiaieu Soaz 50

nan1Anszidayadiieladetedudu

HANTIATIElAaesAUTENO UGB uGUNUI dnnuasnnresiuteyaideuseindely

a1

neudid Tnedlan CMIN = 408.152 df = 113 wag CMIN/Jf = 3.612 < 5.0 fiAudanAa0slasAEas
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