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Abstract

The objective of this study was to study factors affecting the interest in using Libra
Cryptocurrency. Using online questionnaires were collected from 400 respondents who use
financial service on smartphone and were analyzed by Logit model. The result from Logit model
showed that factors affecting the interest in using Libra Cryptocurrency, at the statical level of
0.1, were gender, age, education, salary frequency of using financial service through the
application, the experience on purchasing via Facebook network. The additional factors were
trust in terms of being supervised by an independent organization, network through friends and
acquaintances, acceptance of innovation and technology in terms of low service rate, Quickness
& stability and payment without having to exchange to local currency including the factor
regarding virtual money. The service provider, from both public and private sectors, can apply
this result to improve their own Cryptocurrency.
Keyword: 1) Cryptocurrency 2) Libra 3) Facebook 4) Trust
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Bitcoin 111,750,624,610 6,490.00 3,447,311,298
Ethereum 20,412,709,848 301.00 1,561,933,359
Ripple 13,134,393,923 0.34 356,146,101
Bitcoin Cash 4,858,933,911 566.20 411,553,358
Eos 4,083,596,089 5.26 763,129,371
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‘17@7: Electronic Transactions Commission (2018)
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1-2) 1ag Facebookimﬂamammaas U
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1-3) Ysznouluseuidniiundede waviigu
anfawalngmatswrisliinasdu Master Card,
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waglusuian Facebook ﬁguﬂwmﬁmf\i’wmu
audnilanlilénsu 100 esdnsnieluaiedusn

989U 2563

UsTLANNGUSSNa

FauSen

N1595ENU

Visa, MasterCard, PayPal, PayU ,Mercado Pago, Stripe

waluladwaznainevigeaulay

Booking Holdings, eBay, Facebook,Calibra, Farfetch, Lyft,
Spotify AB, Uber Technologies Inc.

nsAuuUIAL

lliad, Vodafone Group

339 Blockchain
Limited

Anchorage, Bison Trails, Coinbase Inc., Xapo Holdings

CEARGNIN

Andreessen Horowitz, Breakthrough Initiatives, Ribbit

Capital, Thrive Capital, Union Square Ventures

ganalduarammlsuas
andunsAn

Creative Destruction Lab, Kiva, Mercy Corps, Women'’s
World Banking

wnewe: S1uandnanunsaUdsunladld
931: Libra Association (2562)
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ananaiufdvia Bitcoin Luanandn Suiiles
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Teerasakdapong (2016, p. 73) WU315EAUAIIY
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