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Abstract

The differences in the attitudes and opinion of people in the
generations X, Y and Z, who were born in different environment, affect their
decision making which consequently influence their trust and purchasing
intention. The aim of this research were to examine: 1) level of the mean
value of social media content, trust and purchasing intention; 2) differences
in the mean value of the three main variables classified based on age and
income; 3) analyze of the variances of age and income on trust and purchasing
intention; and 4) analyze influence of the components of trust on purchasing
intention. The researcher utilized economic theories and concepts to
synthesize the variables and develop 27 items in a questionnaire in order to
use it to collect the data from the 384 respondents residing in in the lower
parts of the North Eastern of Thailand which included Ubonratchathanee,
Srisaket, Surin, Yasothorn, Amnatcharoen, Mukdaharn and Kalasin Provinces.
These respondents were 20 years of age or above. The statistics used for the
analysis included frequency, percentage, mean, standard deviation, t-test, F-
test, variance analysis and multi regression analysis. The research results
showed that 1) the mean value of social media content, trust and purchasing
intention were at a high level; 2) the three variables had different mean value
at a.05 level of statistical significance based on age and income level; 3)
demographic factors including age and income could explain the variance
coefficient of the three variables at .19, .12 and .13, respectively. In addition,

it had a possibility that the three variables together had an influence on trust
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by 99 percent; 4) perceived risk was found to be able to predict purchasing
intention by 25 percent (Sig .000). Therefore, accurate information and
awareness of the purchasing intention can enhance the development of

platform for presenting creditability of the social media content.

Keywords: Social Media Content, Trust, Purchasing Intention and Generations
XY, Z
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voanguauatgtiosndt 20  (Gen 2) agi 3.98 Fnmsioludl

W20 Yearold m21-35 Yearold 36-56 Yearold
(Gen 2) (Gen Y) (Gen X)
4.50
4.25
4,10 4.08
4.04 4.05 :
3.98 4.02 4.02
Social Media Content Trust Purchasing Intention
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20 Tasu waznguAuegszndng 21-35 T fuauerguinnd 36 YTuly dned
audiuienfuussiutanuse ity
Feduagulai ml,aﬁ'aéhLLﬂsMé’ﬂﬁqamﬁaLLUiagﬂussﬁumﬂsuamﬂﬂa:m

21

3. Anadoveuilomdedeny HAnuLAnANAnuegalitedAgyn1sas
fisziu .05 Swunaumandgauarye lnefinanadou t wiafu 4.23 (Sig. = 000)
LAZANABEMATIEINNNT AN 7 4.17 wag 4.01 Tudedanuin Seuuansetu
SuunsunguengdadulumuaunRgiumdn (o) Yol 1 famssuaninaiingies
foyaralud

M3N 1 Anunlsusinvesreisnuntlateiungueny (n=384)

Age Mean S.D. F P Value
< 20 Year Old (Gen 2) 4.25 .55 17.93 .000
25-35 Year Old (Gen Y) 4.50 52
36-56 Year Old (Gen X) 4.02 62

v 1 a og.’/ dnl’ = 1 [~ a 1 [
mﬂmiwaiﬂlmw ANRAYANUAT AT BIANULUSUTIURE1 U LD ATEABAY
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o

(Sig. = OOO) I@sJ:i,JmLaastuaaﬂanmsJimaN 21-35 U (Gen Y) 11nni18naangy
msmmmaa 4.50 LLauuawa@Lﬂmmaa%mﬂammsu’mmw 36 U (Gen X) GuuvLiJ

M50 2 AnunUsUTINYesesRUsEnauauAdlaga Tk unmungueNe (n=384)

Intention SS Df  MS F PValue R? oP

Use to 6.57 2 328 995 .000 .05 98%
Continue  10.33 2 516  14.67 .000 07 99%
Future 17.55 2 877  25.13 .000 11 100%
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4. amnuuanANveIngugiuduueldiseiureInguyAnadinase
Aadeiiemdsdeauiuaialindda LLasmié’jﬂa%amemﬁuasmﬁﬁfaﬁﬁag
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auuAgIunan (Ho) Fo7 2 WwiRefutuRaITevee 13A91 douIng wazUigynua
ABUYI (2559) ARuNUINNITIUSANEsvesiuilandsnansznusoiauad
Tunsdedud uassonsliuinisesulaiinnieiosay 35 uaziinnuarmaindousi
71 .03 Inglannznssudmnuidssnudeyaifungnd
uaﬂQWﬂﬁLLé’aLiwé’aaqﬂiﬁdw HANSNAHRUANNAFIUYBUT UANNAFIUMAN

faaoste nanfe msduunilatedinyanasenluaungueisuarsedusels
dslenadsanusslalunsgounnseiulfededideddanieadn sudeeunse
a%msmmLLUi‘Usauiamﬁ’uiéfsiaﬁaLLiné’ﬂﬁammiﬁﬁizﬁUﬁaﬁwé’fgmaaﬁaﬁ .000
Fududmniauufgiuiiduelilaeinaitoaonadesiunuidoves vasdnual
Aunzd (2562) Adunuingduilaaiidsieldfuanssiu agiinisdilatedudn
siusyuveaulafisnafulude Tnsamensiseldfnnmeronistedudriude
dernoaulall

uazaindedunudinaniinaidefiaonndestuauideves Shin et al.
(2013) AnwuAgfuamnmuesiulesd (Website Quality) Tuananfiuvestindeans
Tutssmamnmaldnuinanmmeaiuleddumsesniuy helumsde ssuumsine
Wy quA1vesdeyanuvasndsluginssy auduiusvesgnAniidna
pg1siitpdAgdonuanela (Satisfaction) wazauliangla (Trust) udliinase
n13#slandun1e (ntention of Re Purchase) WaEAIURANY (Attachment)
saufsitldazudinisnaniden (Content Marketing) Inelddasmledoaiiie
Fumasilinswadnfast (Brand) Uszauaudiianszdumaiiuanunszmiin
(Awareness) wazf{ildnldi3oulugsRld Sutoyaiifesnafentuaud uonaniudn
wazldaguiieafunislémanatnuuuiilen (Content Marketing) TussusiilsiAn
Uiﬂwﬁﬁiammamﬁmeﬁ (Brand) LLawLﬁuéauwﬁwmmmé’uﬁuéﬁmmu
(Communlty Relations) Jsaenndasiunsinwives Kang and Kim (2017) fiwui
ﬂmmLuamLLavsvwmﬂuUvawu (Useful System) a¥1sfanssud Jaunusiv
WlY (Interactive)
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