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A Study of Factors Affecting the Adoption and Purchase via Social Media of
Students Silpako‘rn';University Petchaburi IT Campus
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Abstract

The main purposes of this study are to investigate the factors affecting the
adoption and intention to purchase via social commerce and to be used as a
guideline for applying social commerce as an effective marketing tool. This study is a
quantitative research. Data were collected from 198 samples of facebook users via
questionnaire. The samples are facebook users who study in Silpakorn University
Petchaburi IT Campus.The data were analyzed through statistic methods such as
descriptive statistics and regression analysis. Results showed that the factors that
influence the adoption and purchase intention are 1) perceived usefulness and 2)
social involvement.

Keywords: Adoption, Intention to Purchase, Social Commerce, Students Silpakorn
University Petchaburi IT Campus
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1. usegelanglu (ntrinsic Motivation) A n135uiirussgslavesuyudifinain
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2. wsegslanisuen (Extrinsic Motivation) o n1s¥uiinussgdlanyudaziiniudi
yanaannsnamnisldindevnudutaudieslisudaidents uasiuityanadoni

azlstng mmﬂmummamauwu LLavswmamauLmumaamﬂwamﬂmﬂwm“mu‘twmﬂ
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FolimsUsaiundemenlineu Rook and Hoch, 1985) nsnssdulsitedudiuudundy
fazdednlild uazduiinnenaazidniuatansn siliAnemavletesas dwanszny
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