Vol. 19, No. 2, July-December, 2020

navasamlindlauasandniisusldranisasladedudin
nedpsauladimalnvasldluluansamwavuns
Effect of Trust and Perceived Value on Purchase
Intention of Facebook Users in Bangkok

LURYYT WIIUWING'
Benya Whangmahaporn
AndSodl Lanides?
Tipparat Laohavichien Article History

Received: March 10, 2020
Revised: November 26, 2020
Accepted: December 4, 2020

UNANED

NI

wazAAisusldfdsomanilatoaudriumsdinueoulatnetnes
Aiflunngammamuas Ussens fo Jiiinsdnismesuazndduan
nIUIAVILAT ST 140 A TiTlony 18 VTuluRidedudiumsdany
ooulatiladn utoyalasliuuuasvammsiteesulaiiuaiedle
Tumssivrideya 1938msdusetanuvaluiveavsenuugnle @i
Mtlunsinsest Iiun Aade afosas Admdenuunnigiu ua
Tisuuvannslassasslunmsiinsgiias nngeuauuAgiu nan1sinw
wut fuuuiinnuaenedostudeyadeus inslnediaduiid inrne
ﬁwialﬂﬁi CMIN/df =1.95, GFI = 0.93, NFI = 0.94, RFl = 0.91, IFl = 0.97,
TLI = 0.95, CFI = 0.97 4z RMSEA = 0.08 HaN1SVAdaUaNNAgIunud
aruilindlafidvnaiimimssuazmadeusenisilatodudludsau
ooulatlmadnegnafidoddamaaianiszdu 0.01 mwilinsdaiiavina
manssronmAriisuldlunsdedudludeuesulainetneg ety
dndyyneadinfiszdiu 0.01 uazanuAisuslatidvinaremanalatodud
Tudsnuooulamadnegaifoddamaadnfisssu 0.05

N v

Tnausraniinfnwinansenuvesladeanuliingda

q

mdAgy: prwmlinaly auamsuzly nisadlete uiwdn

! JanlassnsuSya el Tadin a1u3nnuimsssng aueuImsgsie unninedinuaseans

Student in Doctor of Philosophy Program in Business Administration (Ph.D.), Kasetsart University, E-mail: benya.wh@ku.th
? AEUIMITINT UMINeNdeinunsenans

Faculty of Business Administration, Kasetsart University, E-mail: foustrl@ku.ac.th



BU ACADEMIC REVIEW

Abstract

This research investigated the effect of trust and perceived value on purchase intention
of Facebook users in Bangkok by using Structural Equation Modeling (SEM). The sample
was chosen using a snowball sampling method from 140 Facebook users who were over
18 years old and live in Bangkok. The instrument of research data collection was an online
questionnaire. Descriptive statistical techniques used are as follows: mean, percentage and
standard deviation. The result shows that the model is fitted with the empirical data. The
value of the structural model fit indices showed that CMIN/df = 1.95, GFI = 0.93, NFI = 0.94,
RFI = 0.91, IFl = 0.97, TLI = 0.95, CFl = 0.97 and RMSEA =0.08. The findings of hypothesis
testing revealed that trust have both direct and indirect effects on purchase intention at
statistically significance level of 0.01. Trust also has a direct effect on perceived value at
statistically significance level of 0.01. Furthermore, perceived value has a direct effect on

purchase intention at significance level of 0.05.
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