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Abstract

The article aimed to study 1) develop and validate a causal of relationship model
purchase intention woven bag on Facebook pages in Bangkok and its vicinity, and 2) study causal
factors purchase intention woven bag on Facebook pages in Bangkok and its vicinity. This study

was quantitative research. The sample was people had bought woven bag via Facebook page and
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live in Bangkok and its vicinity of 300 people. The tools used in the research were 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) awareness 2) perceived
quality 3) trust and 4) purchase intention; the model is consistent with the empirical data to a
great extent. The statistic shows that CMIN/df = 1.549, GFI = 0.928, AGFI = 0.901, SRMR = 0.025,
RMSEA = 0.043. The final is predictive coefficient of 0.82, indicating that the variables in the model
can explain the variance of purchase intention woven bag on Facebook pages by 82 percent.
Trust and awareness have a direct influence on purchase intention for woven bags, respectively.
Therefore, woven bag entrepreneurs should focus on building customer trust and raising

awareness of the unique characteristics of woven bags to encourage repeat purchase intention.

Keywords: Causal Factors; Purchase Intention; Facebook Page; Woven Bag
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InMRnzinudeiiuveseudenadosniely (Internal Consistency Reliability) Wua1 fwUsuel
nﬂéhﬁﬁ'ﬁmamnaaumwm%aﬁus’amaaéf’JLLUiLerJa (Composite Reliability; CR) 111A11 0.70 wazdian
ATandiasiu Cronbach’s Alpha 1nnin 0.70 Fsagulédn mytndudsudsimuslulinadenuindede
(Hair et al, 2014) N1334AT1ERAUATATIABAAG DY (Convergent Validity) wu3n Fakuswianneadl
AladBvosnNLUTUTIUTIgnadale Average Variance Extracted (AVE) 1And1 0.50 3sagulean
ANURSATIARnAaasluyNfwUsLHsYasluwa (Hair et al,, 2014) drunmshessrnuindeteve s
wlsdanale (Indicator Reliability) wudn dauusdaunalanndifardmidnesdussnaunieuen (Outer
Loadings) 11111 0.70 Vel 9ad 1 uansindulsdanaldviamalilinnatirnanindede (Hair et al, 2014)
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M137991 1 wansesseaie danlosuuninggiu waslinan1sin (Measurement Model)

AnUsurlalag Construct Validity 14 CFA
o o Y Mean  SD CR AVE
frnlsdunale CMIN/df P RMSEA  GFI
Aunsuinnuawdud (PE) 641 085 0.892 0467 0001 0982 0886 0.612
Liaaunmlaunsgiu (PEL) 639 086 Outer Loading = 0.881
2 8lauvuniu (PE2) 639 087 Outer Loading = 0.811
3 fhhminusneunsideu 649  0.75 Outer Loading = 0.714
TuiinUsedniu (PE3)
a S mnisiaduiiléinasg (PEa) 640 089 Outer Loading = 0.647
5 fduteduaiuinusssu (PE5) 6.40  0.88 Outer Loading = 0.836
funsnsEmiing (AW) 632 096 1.492 0.005 0041 0935 0913 0676
Lnlaarnangainnsenlawun (AW1) 6.29  1.09 Outer Loading = 0.780
21 latngiuildanmsuilasan (Aw2) 639 0.90 Outer Loading = 0.829
3.udlagunssannnisvalaivan (AW3) 628 096 Outer Loading = 0.840
4. dlaanwugnslgauan 638 094 Outer Loading = 0.824
nsnlavan (AW4)
5. 1dlaismaiusnwnan 629 093 Outer Loading = 0.838
nsnlavan (AW5)
fualinga (TR) 638  0.85 1.170 0.319 0.024 0995 0927 0.719
1 Bnslalunisde (TR1) 642 0.79 Outer Loading = 0.863
213 4dlalugunn (TR2) 640 081 Outer Loading = 0.875
3 Pndlslunsdoinduuy 635  0.85 Outer Loading = 0.854
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Fupudsladedud (PU) 636 093 1.819 0.122 0052 0964 0925 0711
1adlavsdengiaun (PUL) 639 094 Outer Loading = 0.842
2 fdlavdelusuan (PU2) 638 085 Outer Loading = 0.820
3 dilavnduandedn 635 096 Outer Loading = 0.888
wnndludenindiu (PU3)
4 funliuiiesdesn 631 095 Outer Loading = 0.855
oviumududniignla (PUa)
5 dilaavdaniely 3 Weudhanh (PUS) 637 097 Outer Loading = 0.809

Mnewe *p<.01 PE = dun1suiianmnmaudn, AW = smumsasening, TR = suanulinga,

PU = Aumusdlade
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X ? = 237.071, df=153, CMIN/df = 1.549, GFI = 0.928, AGFI = 0.901,
CFl = 0.984, SRMR = 0.025, RMSEA = 0.043, Hoelter = 231
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Direct Effect B SE T p-Value Conclusion
H1: PER = TRU 808 0.115 6.638 001 aluayu
H2 : AWA = TRU 114 0.098 0.995 320 Lylaiuayu
H3 : PER = PUR -.263 0.179 -1.621 105 Lylatuayu
H4 : AWA => PUR 456 0.117 3.901 001 alluay
H5 : TRU = PUR 735 0.137 6.261 001 auayu
Indirect Effect Coeff.
PER =>TRU=> PUR 599 001 auayu
AWA =>TRU=>PUR 081 002 auayu

UBWA PER = 1un13usiannnmaud, AWA = fumsaseniing, TRU = duanulinga,
PUR = fuanundlage

A ! o v & & + & Yo a a i
1NNITIN 2 ‘W‘UU’]‘E]"\]R]Uﬂﬁuﬂ’sﬁmmﬂiﬁ]%@ﬂizL‘lJﬂﬁ’]‘L!‘LJuLW"\]LW“ZJQﬂ lﬁiuaWﬁwaWWﬂmiQmﬁﬂW?jm

aad

ntaduiuanulingdadiauindyninawindu 0.735 egeiidudrAgynieadavisyau 001 waglasu
SvBwavnadomanniignaintladedunissuitanunimdudi fvuedvinawintu 0.559 eensdiuddry
ysadAfiszdu 001 wazdadusuanalindaldsudninansnsannigaantadedunisiusia
A mAUA SedvEnaintu 0.808 eesiituddnmeadAisysu 001
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1. lmapnuduiusideannganuadadenseidiauuunamsdnlunsunnuniuasiag
USuauna Ysenaudie 4 du laun 1) arunissuiteqaunindudn 2) srunisasendng 3) auaing

9
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1594la uay 4) Sruauddlade Fedenadosiuauiseess Sun, Huang, Fang and Yan (2022) uay
Tumaanuduiudidsauvmiinauntugenndesiuoyadwseiniidusned Tnefinrsanaindadila-
auAs (XA WinAv 237.071, A1 CMIN/JF VAU 1.549, A199A18@asy (df) 1M1AU 153, @1 GFI Wiy
0.928, A1 AGFI i1y 0.901, A1 SRMR iy 0.025, A1 RMSEA windy 0.043 Fadulunuinasiaes
CMIN/df < 3.00 (Ullman, 2001); GFI > 0.90 (Joreskog & Sorbom, 1b984); AGFI > 0.90 (Schumacker
& Lomax, 2010); RMSEA < 0.08 (Schreiber, Stage, King, Nora & Barlow, 2006); (SRMR < 0.08
Thomspsom, 2004) and Hoelter > 200 (Hoelter, 1983)
2. ﬁﬁ]ﬂT&JL%ﬂmLmﬁﬁﬁw‘éwaG{@ﬂ’nué’jﬂa%@mmﬂﬂmwmm]Lﬂ/\l%ﬁ:ﬂiunzamwumumuag
Usuauma il
2.1 Saduduanuitladenseithauuumaiedn 1Eudninammnssindadssuaiy
Pndlamniign diioradumseduilnalindaluamnimuagmslideyaveanssihauiignies Sniis
é’qﬁmi@i’wLﬁuqﬁﬁaé”mmm%aé’méLLamﬂé’%’waamuﬁé’ﬁa AOARROINUITUITHUDY SUEYYT BULRTEY

wag Ay (2565) wuit Anlingdavesf@elidvenaduinegdidudAysoninuntlate uenainds
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2.2 Safodunuidlatonszilauummadn 1i¥usvinanimsssesannantiadeduns
nsgviing fadoradunseduilaadieunsevindlumadilameasnnnselesan drlatmgivi
Tganmsvalaiwan Wilagunsaanmsalavan Wiladneagnisidanuainmsvulavan wWiladsns
Ausnwiannsvalasan Jsaenadesiunuideves d3ns demdes uay qiﬁ‘mé QANTUA (2563)
WU mmmwﬁfﬂ::fmiﬁuﬁﬂﬁéwﬁwaﬁiammﬁgﬂﬁa UaNINiS donAdastUITEves AUNNIRYA
ARTNANS way NIuT aAMsAINA (2567) WUl nisnsevdn{didnsnarenudlade fady
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(Trust) intention)
AUMSTUSTR N mEDA ATUNIINTENUN
(Perceived Quality) (Awareness)
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