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Abstract
The objectives of this study were to develop the causal relationship model of purchase
intention of brand name products on Facebook of population in Bangkok Metropolitan Region and

to validate the concordance of the causal model with empirical data. The sample consisted of 400
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peoples who were selected by simple random of people who have bought brand name products
on Facebook. The questionnaires composed of the 7 rating scales. The questionnaires contain the
query measure gauges for measuring variables included six variables: 1. Brand Royalty, 2. Brand
Awareness, 3. Perceived Quality, 4. Brand Image, 5. Brand Attitude and 6. Purchase Intention of
brand name products.

The findings were as follows: the model is consistent with the empirical data to a great
extent. The statistic shows results the Chi-square statistics goodness of fit test at (y?) 413.123, degrees
of freedom (df) = 293, CMIN / DF = 1.410, GFI = 0.934, AGFI = 0.901, SRMR = 0.054 and RMSEA = 0.032
and the final is the predictive coefficient of 0.95. We could explain the variability of consumer
response for percentage 95 with the brand attitude which are combined affecting with the purchase
intention of brand name products on Facebook. The result is beneficial to vendors who sell brand
name products on Facebook. They have to focus on brand image and brand loyalty.

Keywords:  Purchase Intention, Brand Attitude, Brand Image, Brand Royalty, brand name

products, Facebook
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