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KING RAMA IX'S COINS VIA SOCIAL MEDIA (FACEBOOK) OF
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%A A% a &%
KL a;mqwﬁaﬂﬁLm:qiamqﬂuﬁmaﬁz

AmzuImapsiaaniunalulading-guu'?

Charoon k@hotmail.com!
surasit@tni.ac.th?

UNAALD
o Ao

= a 4 A A = o
mM3anIdpidianiseasd 2 dsznnifa 1)NednwTade
' “ a & a & o A ' A o
anwlislalunisdeduladawsognedoissniad o dinfedsan
4 o ' & o A = 1%
oaulatt (Woijn) sasnduianaissud 2 iednsnifasoussgdlalunis
« a & a & o o = & o
dadulazamssynsdalssnman o iudedsausanlad  (vwidn)
. o ac & a & a .
vasnguauastudlosnsdidviudwiSnadnmanaandnlungy
vosvmiindszianazaunisynndaliuam s nduisnua 400 Al
nafiusuadayalosuuusauaiueawlaiianzidayasae
AanudaisagazAladad oIl wNIAIFIRLATNIIILATIZRAY
w1/313914(One-Way Analysis of Variance #380ne-Way ANOVA)lasns

Yszmaanadayaldllsunsudiiagl

wanmsAsenuidulngidwnwandianaz62.25dany3zwing
30-390an1wnnlaadszaunisdnundiggiaifonwiduwinan
a o ' o & v q ol o
usEnaeladaidanszaus0,000uniuldinsdnldfessauaonlat
WuszozianTinz-4 TlaARIMMNIMeRaUFUNATIL WUIINGNALUE
< ada . v a @ a & a o o = |
atudfdaguandrinufinaadulagomioynnuUniisnud oiuge
o ' o 4 o a " o o @
sennaanladuandrenudssennsosnuanuignuadslinodragnig
aad o Y a ' v a & a & o
shanau0.01awlislhinadenisaaduladomsaynunalsony
a ' A o 4 o 4 @ o a ' a
i sruFadanusaunlan (Woin)iraaadesnuauuiginadiod
v o w Aaad o a . o a & a
undAyn1Iaianszan o0.01uaz wisyladuadansdaduladomiog
& o :.1' ' 4 o & o @ o
nulaiian1uf o uFedsaueaulad (Waln)iiraaadasny
FuNGz ML IAREI AN IRHANT=AD 0.01

andan:anwlinga ussgdls mydadulade adnuszinuaistud

ABSTRACT

To study the trust that affected the decision to purchasing. Studying the
motivations that influence the decision to purchasing the 9th King coins
through social media (Facebook) of Generation C is conducted as a
quantitative survey. Sample of Group is 400 people. Data collected by
online questionnaire. Data was analyzed by percentage, mean,
standard deviation and F-test relationship analysis by using the

software package to analyze the data.

The result showed that the majority of respondents were
female aged between 30-39 years old with Bachelor degree, private
company employees and earned income more than50,000 Baht with
once per month, totally social media usage more than 2- 4 hour per
day. Term of the research hypothesis, Different of ages Gen C
significantly influences purchase intention shown the statistical at 0.01
significance.Trust had influences purchase intention KING RAMA
IX'scoinsvia social media (facebook) of customers generation C at
0.01significance and motivation had influences purchase intention KING
RAMA IX ‘s coins via social media (facebook) of customers generation
C at 0.01 significance.

Keywords:Lifestyle, Trust, Motivations, Decision to purchasing,

Facebook and Generation-C
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