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Abstract

This article is aimed to study 1) develop and validate a causal of relationship model of
purchase intention tickets on Thai AirAsia Application in Bangkok and its vicinity. 2) find causal
factors influencing the intention to purchase air tickets on the Thai AirAsia application in Bangkok
and its vicinity. The sample was people who bought air tickets on the Thai AirAsia application and
live in Bangkok and its vicinity of 400 people, obtained by convenient random sampling. The tools
used in the research was online questionnaires. 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
consisted of 4 components are 1) instant messaging 2) trust 3) customer satisfaction and 4)
purchase intention and the model is consistent with the empirical data to a great extent. The
statistic shows the CMIN/df = 1.92, GFI = 0.93, AGFI = 0.90, SRMR = 0.03, RMSEA = 0.05. The
final is predictive coefficient of 0.84, indicating that the variables in the model can explain the
variance of the purchase intention on Thai AirAsia Application by 84 percent. It was found that the
perceived instant messaging, trust and customer satisfaction were respectively in influencing on
purchase intention. The results of this research are useful for Thai AirAsia which can use the

research results to plan and create strategies in the future.

Keywords: Causal Factors; Instant Messaging; Trust; Purchase Intention; Air Tickets
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Tﬂ‘NNﬁ’N (Structural  Equation Model: SEM) Lﬁ@‘ﬂﬂﬂﬂ‘uﬂ'ﬂ"lﬂﬂﬂ(ﬂﬂﬂ@\iﬂ@ﬂﬂﬁu‘ﬂ%fmﬂiﬂm@

auyAgniuryaidelszdny Tngfiansoie9inAaan CMINGS < 3.00 (Ullman, 2001); GFI >
0.90 (Joreskog & Sorbom, 1984); AGFI = 0.90 (Schumacker & Lomax, 2010); CFl = 0.90 (Hu &

Bentler, 1999); RMSEA < 0.08 (Schreiber et al., 2006); SRMR < 0.08 (Thompson, 2004), and

Hoelter > 200 (Hoelter, 1983)
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NANT15398

“5@33@%@%@;5@1%Lmuﬂ@umm FAUU 400 AW WU WA S1Waw 161 AN
Amiiusasay 40 ﬁmg@é"fu%m 36-65 1 41u9w 136 AW Anduspeas 34 aaruninlan
Fauau 231 au Aedusouas 58 a9FWNTNIeNTW S949K 150 Au Anduseuas 37.5
516 {AABIRDUTENAN9 15,000-30,000 UMW d1%Hau 227 A Asiiusasay 57.8 wazyney
WULABUATHINNNALAET 8 AT el un ke nansuneuesieouazinandetu
NTUNNHATHUATUAZUTHUNS

1. HANITWAHUTLAZATITFEUAIHAEAARDILDI W Lmmmé‘fuﬁuﬂ%ammqmmﬁy’ff@
FodandasdunuolnAniuauedede TungemmemuasuazUEHIma

1.1 NN AR AN E LSBT ARG (9T s AR BTN TLE WA LA

TvmLL@%L@L%ﬂTum;qmwumumm:ﬂ%umm WU T:Nwmmmuﬁuﬂ’u%@wmmﬁﬁwm‘%u
U3znaumag 4 am f9il 1) amunislaneusuurind 2) amuaainliansdes 3) amuaaadienela
qugm;ﬁ AT 4) AMUANIHAN 198 WRTHANITATINELAINATIBIIASIHT AT Confirmatory
Factor Analysis (CFA) @Wﬂﬂﬁ’iﬁm’i’lzﬁﬁ@’mL%@ﬁuﬂﬂdﬂ%z\lﬂﬂmﬂgﬂﬂﬂ’m?u (Internal
Consistency Reliability) Wia1 éff;LLiJiLLNmﬂéfqﬁm Composite Relicbility (CR) #1111 0.70 was
fiA1 Cronbach’s Alpha ¥11N41 0.70 ﬁmqﬂfc;q'ﬁ nnaTasiaulsunananualusauuuiaans
wdade (Har et al., 2014) N193ATIZANAINATIBIGBAAAEY (Convergent Validity) WUA7
Fauaunsnndafian Average Variance Extracted (AVE) #0191 0.50 Avagtilann fAaamsaids
’Nfﬂﬂﬂgﬂﬂbfunﬂﬁ%m‘mb\lwfmhlLWN (Hair et dl., 2014) FAUMTHATIEIANWED T 89w
danala (Indicator Reliability) w91 dauadaunalannsasian Outer Loadings #1nna7 0.70 193
a15197 1 wansrdaulsdana lnimnauluinainoinundede (Har et d., 2014) uaz

ANTNT 1 LRPNIBANDINIBIFaLUSAINR (A G
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A15199 1 HAN1TATI9AALAIINATIBITATIRT19A%Y CFA ATANNIE A UIBILLUAELNIN A1 Composite Relidbility (CR),

ﬂlﬁ Average Variance Extracted (AVE)

Aauilsupsnas Cronbach’s Construct Validity T‘l’fl CFA

s alpha R AVE x? df p  RMSEA  GFI
Instant Messaging 0.93 0.92 0.68 8.04 4.00 0.09 0.05 1.00

INT1 Outer Loading = 0.78

INT2 Outer Loading = 0.83

INT3 Outer Loading = 0.87

INT4 Outer Loading = 0.85

INT5 Outer Loading = 0.87
Trust 0.89 0.90 0.73 5.02 4.00 0.29 0.03 1.00

TRT1 Outer Loading = 0.89

TRT2 Outer Loading = 0.83

TRT3 Outer Loading = 0.75

TRT4 Outer Loading = 0.71

TRTH Outer Loading = 0.85
Customer Satisfaction 0.90 0.94 0.72 7.29 4.00 0.12 0.05 1.00

CTS1 Outer Loading = 0.88

CTS2 Outer Loading = 0.89

CTS3 Outer Loading = 0.87

CTS4 Outer Loading = 0.89

CTSH Outer Loading = 0.78
Purchase Intention 0.85 0.93 0.7 9.89 4.00 0.42 0.06 1.00

PCI1 Outer Loading = 0.86
PCI2 Outer Loading = 0.84
PCI3 Outer Loading = 0.90
PCl4 Outer Loading = 0.87
PCI5 Outer Loading = 0.83

1.2 N@mimq@ﬂﬂumwmmmy@emﬂmLmm’mﬁ’uﬁu%@qmm@ﬁﬁ%mﬁuﬁu
vayaiBeardny wuan Tunafiimundnfinnsenaaeasuaznannfuiureyaidelszdndn
p2197 TnaRansaunannAlaaLASRaiN g (CMIN/Df) = 1.92 ANFaE GFl = 0.93, AGFI = 0.90
Wy CFl = 0.98 dauinlUsnsnaunlagan GFI, AGFI, CFl apefinnsious 0.90-1.00 A1 RMSEA
- 0.05 A1 SRMR = 0.03 iiuluUmsinnailagan RMSEA uazA1 SRMR Aaviia1uasnet 0.08
wazAn Hoelter = 250 Winlumaninasnlagan Hoelter AB9RAINANN91 200 F9U9T (A9 luAa
ANENRLEIBIR IR AHAs ladedaRaasTun uetnAlATuneLedIe B Sauasnnaad

fiureyadIlssany AININg 2
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k1) q
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Vv
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1
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2
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PP L2l TR e
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INT1 g7 \ - .56 PCH1 |
— INT2 7 \ gene
s> . PCI2 |
INT3 - rrneu 5%+ puisla °
o A . - B7**
b . WLUYILA E _— PCI3 |e—
’ INT4 fa7aen B4rer PCl4 | _
INT5 o e
— PCI5 |—
Arsianels
YBIGNHI
A gl S e CL )
crst | [crs2| [cT1s3| [cTs4a] [cTs5
X2 = 280.36, df = 146, CMIN/df = 1.92, GFI = 0.93, AGFI = 0.90,
CFl = 0.98, SRMR = 0.03, RMSEA = 0.05
A 2 AnadifvaslnaRNENTLS BIs IR AN daLAE e Tn
mmmﬂwﬁmﬁﬂWLLmL@L%ﬂsﬁuﬂ‘gqmwwmmumﬂ%mmmﬂ
(nafisenpassiurayaidesdny)
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maAdNslagafaasasdun el narduineussio@alungamnaninasuaziumna
PRI N 2

v
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LEalkid
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AmAnTeta - - - - - - - 56 - - .56

puAIIHRINe e - - - - - - B2 - B2

ABIQPNAT

ANFNUSZRYENIS

WeNT0s (R?) 0.95 0.85 0.84

WNILNA*p < .05, **p < .01, ***p < .001, DE = BNENANNAG, IE = BnEnaneaaw, TE = BVEnaTon

Py ! o Y H T Y & A A ! A o \’E 4
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yV a a Adl o/ ¥ g o A ' o/ ! s o/ ) o/
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o/
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v
=
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489 Kwahk et dl. (2012) uazlinaAuFuius Bsanng inmundusannaasiuayaid
Uszdneiduanni Tneflansnnainanadfla-auaas (X2 wafiu 280.36, A1 CMIN/DS Wiy
1.92, ANBYFNEASE (df) WINfiU 146, A1 GFl WA 0.93, A1 AGFI Winfiu 0.90, A1 SRMR il
0.03, A1 RMSEA 1171 0.05 @auinlmnsinassians Uliman (2001) CMIN/F < 3.00; Joreskog
and Sorbom (1984) GFI = 0.90; Schumacker and Lomax (2010) AGFI = 0.90; Schreiber et al.
(2006) RMSEA < 0.08; Thompson (2004) SRMR < 0.08
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