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Abstract

The purposes of this research were to 1) examine the relationship among perceived
benefit factor, attitude toward behavior, and participation behavior on fanpage facebook 2)
examine the relationship between participation behavior on fanpage facebook and purchase
intention. The sample used in this study were fanpage facebook users who have experienced
at least one fanpage in the past 6 months. The sample size of this study was 807 respondents.
The result showed that perceived social benefit, perceived entertainment benefit, perceived
information benefit, and attitude toward behavior have relationship with participation behavior
statistically at 0.01 level of significant. In addition, the hypothesized factors have predictive

power to understand participation behavior
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R2=0.218. While participation behavior on
facebook fanpage also have relationship

with purchase intention statistically at 0.01
level of significant. Therefore, it is important
for marketeers to design marketing strategy
based for participation behavior which

resulted in purchase behavior.

Keywords: Fanpage Facebook, Purchase
Intention, Multiple Regression Analysis, and

Perceived Usefulness
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fauswvasauluguyuseulal wu nsdily
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(1) m3smdeya (Information)

(2) AUTULAY (Entertainment)

3) msleRnsiofusitew (Connecting
with old friends)

(@) msldwuiiieulnsl (Meeting new
people)

(5) Msaenndaariu (Conformity) Fslu
UNAMNYRY Chang uag Zhu (2011: 3) léasy
Faulsildlunisdnwiiiinan Tnsutsuszan
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- Yaduiudeyanians (Information

« Jaduiunisndsan (Sociality)

« Jaduiumnutiudie (Entertainment)

. Jadaunsaenndes assesiu
(Conformity)

«  Ellison wazane (1997)

«  Yadeaunisdndsau (Sociality)

. Jadusumnutiudie (Entertainment)

- Yadusumsaenmaes assesniu
(Conformity)

. Jedudesntssinan (Pass time)

. Yedudeansuanseendennuiuiies
(Self-expression)

. YeduiSesrnuivthmneiuendn

(Professional advancement)

+ Jung UazAng (2007)
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+ Uadesutayatnians (Information) +  Krisanic (2008)
« Jadusirunmsidndenn (Sociality)
« Jadueunnuduiiie (Entertainment)

. YadsFesnmananeaunun (Discussion)
AL
. Yedudesnisdoves (Shop)
P.
. JaduiFoansiauny (Game)
. Yad8Fesnmsonan (Update)
p
. edudesmsaouanudouaiuin
)
(Produt enquiry)
. Jafuiseanisdnnisaudseiiula

(Impression management)

+ Uaduiuteyatnians (Information) . Schaefer (2008)
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« Jadusunnuduiiia (Entertainment)

« Jadusrunsidndenu (Sociality) «  Barker (2009)
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. UadpdemsFous (Learning)

. YaduBesmsiufiofieuusiungy
(Collective self-esteem)

. Pefudesmsvnwennadinu

(Social compensation)

«+ Uadudutoyat1ians (Information) +  Brandtzag wag Heim (2009)

« Jadusrunmsidndenu (Sociality)

- Jadusnumnnuiuiie (Entertainment)

. adpdoaendnuaidauyana (Personal
identity)

+ Uadusudeyatnians (Information) «  Kim uazag (2011)
. Jadusnumsidndean (Sociality)

« Jadusunnuduiia (Entertainment)
. Jadusuminuazaan (Convenience)
« Uaduiunnsatuayuniadeay

(Social support)
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eadonfiusnniuuiune (Wasuuugege) nau
fhegedesay 10.3 Wawehdeyauuurumail
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wail (Waviuugean) neushognedasas 10 filo
flavthdoyauuunumasnysznoumsindulade
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fegeiasay 10.7 Aslafasdinduni ©soUsINNS
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AudNTUSIENI1en1sSuiUsyled
Vimundsonginsu AilidengAnssumsiidnsiu
samadnunumg

wansliaseilasldadulsyansan
duiius lunisfinuanuduiudseninanisiug
Usgleminiadnudsan Audiuiie wazdudoya
dmans FauaRiididenginssunisdidausauiu
mslfnunadnuriuma fungnssunisiidau
swanmsnumednuiumanuintadetd
satianuduiusiunginssunisiidusiuedna
fifudrdameadind 0.01 Tnewuinddudu uaz
Aanuduiudiddenginssunisiidusiuuen
msiusenly lnewuimsiuiusslenidiudng
Tdvsnasensiidmsmsenisiinumednunu
wasnnfiaelneiien r=0.459 muangensIuf
Usglemiinudoyatnaansiien r=0.377 wavnns
Fudusslovdduduiisian r=0.347 Tuvaedl
iruadfiidensidusuldranudiiudios
flaniien r=0.224

Fofunuiifindudenndoafuauided
Aenfunnfinssueeulatifiiuen fegratuns
fnwauBnyuruesulatlulszinaiudiuau
207 AU (Wang, et al., 2013) Gf'aamiﬂf]ﬁmﬁué
vulaneeulatdmarionssuiselev wazanu
Adluasdud Twnwddeldbiaueinfuds
Usglamilunslinumsinuersuaiannisldou
yuyueulatdamaronginssunisiaiusiveeng
hudndaymeadin 0.01 wielusmAdunmsanm
prduifusseinaselevirldsuannslin
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woNIINNISANY I BeALFUNUS
seninviauaRiungAnssunisiidusinuulan
soulavifiruaenadesfueuideiinium W
lunsAnwves Jung wazaniz (2014) fidnw

ﬁwﬁwamaaﬁﬂmﬁmawjﬁiﬂﬂﬁﬁcﬂ'amﬂﬁmu
guauooulatiugnénivua 242 au waddeny
JrvtruaRTauduiusfunisdnluibeuay
Auludegneditfoddmnsada

fauusi 1 | dhuusii2 | duusii 3 | duusi g
LwgAnssunTsidiusan 1.000
2.m35uiusgleviiudoua 377% 1.000
3.13505UsElomlsnutuLis 347% 7717 1.000
4.ms5uiUssloviiuday 459% 680* 686* 1.000
5. ViruaRfidsonsiidiusu 224* 277 290" 331%

*Pearson correlation is significant (P < 0.01)

f15197 1 anuduiusaelusowdslungufngfnssumuunu

A b #n Standard Error f1 Beta
1.m33uiusslevisnudoys 0.17 0.04 0.11
2.mM3505UsglenisnuiuLie 0.06 0.04 0.05
3.m3505UsEloiaudiny 0.34 0.04 0.26
4 fimupfifidensiidaugau 0.07 0.03 0.08
A1 R= 0.467 A1 R2 =0.218 A1 R2 adjusted =0.214 fn Std. Error = 1.496

P57 2: MIvhwenssuiusslevidnueneg siaunfdenginssu fungAnssunisidiusau

fb A1 Standard Error 1 Beta
1. wginssunsfidusiu 0.30 0.02 0.42
A1 R=0.419 @A1R2 =0.175 A1 R2 adjusted =0.174 1 Std. Error = 1.093

7157197 3: MIvhengAnssunsiiauin fuanuaslidedud/uinig

nsiasieideyarideldldaiaig.
Wﬁmuﬂﬂaﬁﬁﬁaaaz“Lumiaﬁmﬂ‘ﬁagal,ﬁaa
fu drun1siasignsruralunisinuieves
Fuds {35198 ns e iduuszandan
fuiusuaznslinseiaunsanneadmmluns
o5urAUANRUS Lavsruralunisviiune

102

NgAnsIUNITeuTILazA LA ToAUA Laz
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NAN13IY
nauieged L 807 Auuvsdune
Ywsouay 33.9 uazinaneiovas 66.1 Inusoy
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