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Abstract

The objectives of this research were 1) to develop a causal of relationship modal
of causal relationship model of purchasing intention online personal trainer of consumer
in Bangkok and metropolitan region and 2) to validate the consistency of the causal
relationship model with empirical data. The research model is quantitative research. The
sample group consisted of 280 people who had experience in using online trainer
services through social media that live in Bangkok and its surrounding provinces.
Conveniently obtained by sampling Tools used to collect data include an online
guestionnaire with 7 level estimation using analysis of inferential statistics, namely
structural equation model.

The results of the research showed that:

1. The model of causal relationship, intention of using the online trainer service
through social media of consumers in Bangkok and suburb consists of 5 factors which are
1) perceived benefits 2) ease of use 3) content on social media, 4) trust, and 5) intention
to use the online trainer. Each factor affects the intention of using the online trainer
service through social media.

2. The analysis of the causal relationship model found that the model is
consistent with the empirical data. The chi-square statistic x?)is equal to 110 degrees of
freedom (df) = 90 CMIN / Df = 1.23. GFl = 0.94, AGFI = 0.92, SRMR = 0.05, RMSEA = 0.03,
and the forecast coefficient = 0.94.

The findings from this research found that providing online trainer services should
build trust among consumers by always giving advice on proper nutrition, and exercise

methods.

Keywords: Purchase Intention of Service; Trust; Structural Equation Modeling
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