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Abstract
The research of these objectives was 1) to develop a causal of purchase
intention of glasses on Page Facebook of customers in Thailand, and 2) to validate the

consistency of the causal relationship model with empirical data. This research was
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guantitative. The sample group consisted of 400 peoples who have been bought glasses
via the GIFTGREATS: Glasses Page Facebook, selected by using the convenience sampling
method. The tool used in the research was online questionnaires. The statistics used in
data analysis of structural equation modeling, by using the social science program.

The results of the research showed that:

1. The casual relationship Model of purchase intention of glasses on Page
Facebook of consumers in Thailand consists of five factors including the 1) Brand Loyalty
2) Brand Trust 3) Product Familiarity 4) Personal Reciprocity and 5) Purchase Intention.
Each factor has affected the Purchase Intention of glasses on Page Facebook. 2. The
analysis of the causal relationship model found that the model is consistent with the
empirical data. Statistics, CMIN/df = 1.79, GFI = 0.94, AGFl = 0.91, SRMR = 0.05, RMSEA =
0.05, and the forecast coefficient = 0.81. Findings from this research found that giving
consumers the purchasing intention glasses should offer appropriate products or glasses
individually and should provide accurate, clear and sufficient information about the

products or glasses sold on Page Facebook.
Keywords: Causal Relationship Model; Purchase Intention; Page Facebook; Glasses
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