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Abstract

This article aimed to 1) develop and validate a causal relationship model of apartment
rental intention on Facebook pages of service users in Bangkok and its vicinity; and 2) to find
causal factors influencing apartment rental intention on Facebook pages of service users in
Bangkok and its vicinity. This study was quantitative research. The sample was 400 people who
have rented apartments on Facebook pages and lived in Bangkok and its vicinity. 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 indicated that
the development of the causal relationship models consisted of four components: 1) reputation 2)
satisfaction 3) trust and 4) purchase intention, and the model was consistent with the empirical
data to a great extent. The statistic showed CMIN/Jf = 2.02, GFI = 0.90, AGFI = 0.90, SRMR =
0.02 and RMSEA = 0.05. The final prediction coefficient was 0.81, indicating that the variables in
the model could explain the variance of rental intention for 81 percent of apartments on Facebook
pages. It was found that trust, reputation and satisfaction were respectively influenced by rental
intention. The results of this research are beneficial to entrepreneurs or those who are interested in
the apartment rental business. It can be used as a guideline to further develop the business and

increase the efficiency of apartment rental services on the Facebook page.
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Reliability (CR) LL@:(ﬁﬁ Average Variance Extracted (AVE)

Construct Validity 1% CFA

I ARTIE Cronbach’s
e Alpha o AVE v? df p RMSE GFI
A
Satisfaction 0.89 0.90 0.71 15.19 4 0.05 0.08 1.00
SAT1 Outer Loading = 0.87
SAT2 Outer Loading = 0.85
SAT3 Outer Loading = 0.76
SAT4 Outer Loading = 0.71
SATH Outer Loading = 0.81
Reputation 0.92 0.92 0.68 7.06 3 0.70 0.05 1.00
REP1 Outer Loading = 0.78
REP2 Outer Loading = 0.83
REP3 Outer Loading = 0.87
REP4 Outer Loading = 0.84
REP5 Outer Loading = 0.87
Trust 0.93 0.94 0.7 9.86 4 0.05 0.06 1.00
TRU1 Outer Loading = 0.86
TRU2 Outer Loading = 0.86
TRU3 Outer Loading = 0.90
TRU4 Outer Loading = 0.89
TRU5S Outer Loading = 0.81
Purchase Intention 0.93 0.93 0.71 8.76 4 0.06 0.05 1.00
PUR1 Outer Loading = 0.86
PUR2 Outer Loading = 0.84
PUR3 Outer Loading = 0.89
PUR4 Outer Loading = 0.87
PUR5S Outer Loading = 0.83

1.2 HANTTATITEBLAITHIDAARDIVEI IHLARAITHNANT WS IBIF AR TINHWNE 1D
rayABIsyany nuan Tueafiimuntiuianuseanansuaznannduiueayadeszanuiiiv

p9197 TnaRansoun9n A lATLAS ANR NS (CMIN/df) = 2.02 ANFE GFl = 0.93, AGFI = 0.90
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uaz CFl = 0.98 uiulunsinouilagan GFI, AGFI, CFI pesfiansiaus 0.90-1.00 A" RMSEA =
0.05 A1 SRMR = 0.02 iiufinsinasmlngan RMSEA uaz A SRMR AesiiAipunan 0.08 uay
A1 Hoelter = 237 iuTUmsinaimlaaan Hoelter Ap9fin1unnal 200 9usd taanTuing
AN AN UG BIF MR AN AT DENT ALUALING NSl AN TB A ARBA A0y A 1B
Uszdne danamdi 2
2. HANMTAMNTATEIBIRIATIRAVENAADAHAILIIDLNATANLAUNG D1
199y lrANT NI AT LAZL IS N NS
2.1 WaNIF AT EIBITIMAT BN N AR D AHAIT9EIDENTT ANUALING
gy nesylruinislungemnaniuasuarlinung wuandadaniuaaiualain
prnITAUALN TN [AsuBnEnanassainiTadaamananele Tadunmialdes

o/ [

waziTadumupanfionals flau1ndnsna 0.76, 0.40 uay 0.15 s vdiladAty N9 aaRTITzL
001 pwady aautadaamanlannslalasuansnanimsannniigraintadaaiunany
fanela Fuuindnna Wiy 0.75 saeiiedfynvadnfisziy 001 wenanni Jasaau
panfanelalp3Uanananasmnnfigaaindadanndedes wadu 0.94 asnsiiltddyni
afiffiazdl 001 AanIwd 2

' v Lo '

| TRU1 || TRUZ || TRUB H TRU4 || TRUS ‘

SinadaRes

.
Fruaaa PUR2
= o
o Aalavan :

= =
BEWTIALHHEHA

g

X 2 =298.02, df = 147, CMIN/df = 2.02, GFI = 0.93, AGFI = 0.90,
CFl = 0.98, SRMR = 0.02, RMSEA = 0.05

At 2 anadfzesTinanNALEBIrIRANA TN RUA N N o9 51303

TungammamnesuazBuoma (ueafisenaassiurayaidelszdng
2.2 NaN1IANEITITTIRUNG BNTNANWATI BNTNANDBN UATENENATINATNG
I kA | s s v Yo Y A a
G]ﬂﬂfa’mGIQT@L“E']@&W’]‘N]LN%WUMLW@LW%HWH@G@T%U‘Eﬂ’]‘ff%ﬂ‘gdL‘V]WNM’]‘HWELL@L’U‘ENW%@

o A
PNFINTWNN 2
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A5197 2 UNANANBNBNAN A @‘VI%WNVI’N@@NLLZ\]‘&C@VI%WZ\I‘J’JNﬁﬁNﬂW@ﬂ'ﬁ’]NﬁﬂT@Lﬁ’]’ﬂ%W’ﬁ@LN‘H@]U‘NLW@

N2 o9y L ENNS TN ENEUATUAL NS

Faudsuslantslu

2 3 T v

Fauisuns AUANN AMNAIH AUAIIHAS LA
Aeuan Rawala Tannela LZIBENISNUR
DE IE TE DE IE TE DE IE TE
ALdBIReN Q4%re  _ Qhree g 70 88 40** q3Exx  BBes
auaEfanela - - - 7B - - A5 57 72
AAHTI91te - - - - - - 76% - 6%

"o £
ANNNUTEAND

AINENNTDs (RY) 0.89 0.93 0.93

WuIENAR ***p < 001, **p < .01, DE = BNENAVNAGY, [E = BNEWan8asd, TE = 8vEnaI

IINANTNT 2 WU ﬂ@@?ﬂﬁmmwﬁgﬁwn}ﬂmwﬁmLuuﬁumwmweﬁﬁ:ﬂ Tnsuananag
mqmqmﬂﬁqmqﬂﬁ@é’ﬂgflumwﬁqw% wnfy 0.76 ﬂéwﬁﬁﬂﬁqﬁtymmﬁ@ﬁﬁ:ﬁu .001
pAIA uazlnsuansnantsaasniigrainiaduaiuaainienels madu 0.57 gauilade
aunanawlalnsuaninannssarndasuauaainfonels fouindninanienss wafu
0.75 agnsfiduddyneadnfiazdy 001 wazlnfuansnanissanninfigaainiadenimn

Fodea WL 0.70 agilipddyneadnfiseau .001 uanannil Taduaiuaiuienalalnsu

BnBnanaTININTgaanTadeauBaides iy 0.94 agnefliladAtynieadifiisssiu .001

aAUs1gNan1sI9Y

WAdEDALTENa AN TR sT R AreIngATETn AoTl

1. TNm@mmﬁmﬁu%ﬁammv;mméiy’ﬁf«vLﬁ’m:m%mmuéumme%ﬁ"ﬂﬂm ﬁﬁﬂgu%mi
Tungemnamuasuazldnomna Usznausag 4 a1 Taun 1) awdeides 2) awaansiannsta
3) auaanfienels uaz 4) auanusele ez aue TeranAaBIRUIINESHYD
Curras-Perez et dl. (2017) uazliiAaAH @RS IBIa AT RmMUIT R A AR RBITLT0YA IR
Useanuiinesned TnaRensaunannaadnln-auaas x> Wy 298.02, AN CMIN/df e
2.02, ANBNANBRTE (df) WNTL 147, AN GFl WL 0.93, A1 AGFI 117U 0.90, A1 SRMR 1nfiu
0.02, ﬂlﬂ RMSEA Lﬁﬂﬁu 0.05 *‘éuﬁufﬂmummsﬁﬂm Ullman (2001), CMIN/df < 3.00; Joreskog
and Sorbom (1984) GFI = 0.90; AGFI = 0.90 Schumacker and Lomax (2010 ); Schreiber et al.

(2006) RMSEA < 0.08; Thompson (2004) SRMR < 0.08
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| '
AAda o

2. aduiBagumgiifiansnanaausclagoniTAEUALIWa T nY Dy A3
TungammamasuasBnoma Aol
2.1 JadaaInuA A laLENa NI LN N A UAVE AN 19RFININT 4a
sanladanmacniinnta dessnaingliuinislilaluniamesnidmumsauumna sy
sondefinnsinreyaiignaes naouisdnfingsfiantenadedpsuasinanaufainidaemn
ARAARDITUIMASEB9 Whangmahaporn and Laohavichien (2020) Ta@nunnazasaanniantla
7505 lARaN1TE D AUATUATIANTHINNIINTLN BD95 15 I ANFINNEMIUATUAZISHOmNE
W27 ﬂ’J"lNT’?’JNT’Vﬁ@VI%W@VK‘IVI”NG]‘NLL@ZWﬂdgﬂNﬁﬂﬂ"l‘iﬁgff@‘%ﬂﬁué/ﬁumwmweﬁﬁﬂm’mﬁqm
WBNINHTIEDAARDINUINNATH8S Jaikhun and Phothongsaengaroon (2019) TaAnu1A91H
Torslauaznisnainniudonnanulaniifinanoniindaladafuainiurasmianeyn law
(Facebook LIVE) ?lmﬂ@:m;ﬁ‘ﬂﬂﬂ Generations X, Y, Z W91 m’mﬁyjﬁ%%ﬂﬁuﬁy’lﬁhmwaﬁﬂﬂfﬂﬂ
(Facebook LIVE) T&T%’u@w%wfmq”l\imamﬂmwff;qNT@Tuﬁmd@ﬁwTﬂﬁgﬂ@Tmemmﬁuﬁuhyw’%a
wsn fan Ay udnisignesnismuuaumma e n AssAfisienainiannslaens
wlauanag Tngnnslnaeyavesniignaes Faeuuuunsslungsmn vintglauannslaanstasn
a7 iEnaznnsasuRas AnIsnaRaUA i daauLazgnaad
2.2 Tadamupatannslalnsuansnantsmssnniigaainiadeaiunanienels
ABNTIEUANITENDINITNUA LN N TN Henneny ruEniaganitana TaTunigian
prnSAENA LN ELn wananiidefanelansnazaanTunisinneduusnfinuazgdn
Uasadelunszuounisinunalasafaaaanamsyn ganaaesiueAdagas Srpetch
(2014) TnAnEAUHmeNIaa519A2 8 (s Tarnsgnan Tugafiaussiu@anlulszmalng woan
msaasarnienelanindugualnassinimanaaslinslaessgnan usnaniissaennand
ALNTHATEU89 Muangkhot, Swasthaisong and Kittilertpaisan (2022) T@Tﬁﬂmﬁw%wmm@mmw
nnstuinisuazauianalarasysunsniafisawana avaideioaansladiineudents
ANATENRVBUAT TN ADNNGMHIBUALNNTTIFLARTIMIAYNAMAT WU B9ALsENaLYDY
panflanalaraniuusnisasnanaannidadalinnslesnsdinendenisnnnsnsansuay
WANRDNWNGMHIBUALNNFTTIFUARTINIANNAMNT ATy ILEN1SENBENTAHUALING
wann pasnivanuazaanlunisfnaedaamsiiuylauanisuumamenn wazamialaly

mstnLanng Avazaana nylsuanisganienalala
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