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Abstract

The main purpose of this research was to study the impacts of electronic word-of-mouth in Facebook and
social value on influencing consumers’ intentions to buy luxury goods by using Structural Equation Modelling (SEM).
The sample population was chosen from people who had bought luxury goods and used Facebook in the Bangkok
Metropolitan Area. The questionnaires were distributed to 400 respondents. The statistical treatment of this study
was based upon the statistical techniques such as frequency and percentage, means and standard deviation, and
SEM. The results showed that the conceptual model aligns with the empirical data (CMIN/DF = 1.46, GFI = 0.9 04,
CFl = 0.972, NFI = 0.919, RMSEA = 0.057). The findings of this research indicated that the electronic word-of-mouth
in Facebook had direct and indirect impacts on consumers’ intentions to buy luxury goods at a significance level of
0.05. Furthermore, the outcome showed that social value has a positive impact on consumers’ intentions to buy
luxury goods at a significance level of 0.05.

Keywords: electronic word-of-mouth, Facebook, social value, consumers’ intentions to buy, luxury goods.
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