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Abstract

The social media currently has one famous Facebook page that disseminate the stories and viewpoints of
transgender persons in order to gain more understanding and acceptance from the public and hopefully lead to
the declining of all those discriminations they are dealing with. The page, called “Buntuek Kong Tood” or “The
Lady Boy’s Diary”, has reflected the life stories and experiences of page, “a lady boy”. This owner has also
published 2 books using the same name and aiming for the same goal. This research is to study factors that
influence the positive attitudes and purchase intention towards transgender products. This research was based
on Theory of Reasoned Action (TRA) that study social media (i.e. Facebook) usage pattern of the sample group
together with the study of previous researches that examine online interaction patterns. This research is a
quantitative research which uses an online survey in conjunction with paper survey as a tool to gather information
from the 201 persons who follow the Facebook page mentioned above.

This research concluded that (1) Facebook Exposure yield more positive effect to Parasocial Interaction than
Similarity, (2) Parasocial Interaction yield more positive effect to positive attitude toward transgender persons than
Identification, (3) Similarity yield positive effect to Identification, and (4) positive attitude towards transgender
persons yield positive effect to purchase intention. The result of this study could be used by transgender persons
to market their products via online social media (e.g. Facebook) as well as to develop relationship that formulate

good attitude and finally increase intention to purchase products from them.

Keywords: Attitude, Purchase Intention, Transgender
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a7971 1 Tadefldannmaliiensiasddsznay (da)

1298 Factor
Loading
o <& & a v
11298 6: ANAIIRTaFAWAT (% of variance = 87.134, O = 0.950)
ﬁwuﬁmmﬁ'ﬂmtsﬁaﬂﬁfd?(au”uﬁﬂ"uaoéjmﬂuwﬁfaﬁmduﬁh‘lﬂ 0.963
1 =1 oq: ﬁ’ o A o K 23 A U v
muummmiﬁmmaﬂmaauu‘ﬂﬂmao@@mﬂu 3 LAaUTNIRIN 0.935
ﬁwuﬁ@rjwmﬂmiﬁﬁmﬁ@mwLwauvuﬁﬂ**naaifﬂﬁﬂﬁmuﬁLLmIﬁmz%aﬂﬁfdﬁaﬁ'uﬁnmaa@j@ 0.932
ﬁwuﬁ@mLﬁaLwaﬁ'uﬁﬂmad@@Lﬁi’ad’lﬁmﬁ@ﬁuﬁﬂuﬂﬁfq§a Yhuauslmzsﬁaﬂﬁfdﬁaﬁuﬁnmaaéj@ 0.904

5.2 NITIATITHHANITIVY

v o
o A A o

manaseusuNAgIwmMsInluaisi suldaifniiensinisnanasiBoduadnedte  (Simple Linear

2

[ 3 A

Regression Analysis) Laz13M3lT1eRNInAnasLEInras (Multiple Regression Analysis) lagutam sz
aantdu 4 @1 uanNvULTaINTALLMAAITY adda U

gl 1 wanlenzinInanaswig auaasiAwiLLB sz nuedulInw Aszauisddn p = 0.000

A A @ o A A o [ A a [ 2

(F5.105 = 64.680) Tosnusnodinaenurmulywasaudsaufamsuaunusnmesiauninnuaiilasosas 39.50 (R

= 0.395) ladnnzdluneandsavasniudidaszaznuinaiudsmugainaninnIza Ut an NuLAI el FIAN

& o =< & e o Av o ¢ o P a A o o o @
aanlaul Facebook wazanuasundy uaarnuamItfaunusnisiauninnuasNszaundany p = 0.000 waz
o Qs L dl A £ Qs a o { 1 1 U s v
0.001 MNEGY (AIuFAIlUATT197 2-3) TeFaandaInLNWITBVe4 Berlo (1960) NNFNIIHEITIUAZHTUMNTIZABY
9 2 o & | = o 2 o A = ' a & Ve a o .
assafany wnnsxasdelidanuameafons miressnezlimansafiaduld wazeuisswes Rubin and
Perse (1987) finsninflagauldivinmiatndaiiias andehdiyanaduiuuldiawniiouauang finuweuuy

IS v a IS =) ﬁl Aaa a
Wua194aIe 9 wazt Al ol E]‘LLSLW’IT’J A3

NN 2 AEDANTAATITANNTOANEE (Regression) UBIANURUWHEITRINA MU INTUTAIHAREINTZAY

¥ A il g [ 4 L =2 A e o ¢ a = a
mam'muw,ma"n’maaﬂuaauvl,au Facebook AMUARILUARY LLﬂ:ﬂ']i‘LjQﬁﬁJW%ﬁ‘Y]']GNGﬂNﬂGﬂU']&I%iG

Sum of Mean
Model df F Sig.
Squares Square
Regression 47.211 2 23.606 64.680 0.000*
Residual 72.262 198 0.365
Total 119.473 200

* p<0.05
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ANT9N 3 Nami’imﬁ:ﬁmmmaﬂﬂﬂﬁ °].Ia\‘]ﬂ’ﬂ&lguwb%ﬁrizﬁ’j’]\‘i@hLL]JSﬂ’]SLLN@GNﬂV\‘I}miz@]’]%

v 1 a v a o a a té a
maﬂ'nwuum%a"u’mmmaauvl,aﬁ Facebook ﬂ’J']Nﬂa']Elﬂﬁ\‘i LLazmsﬂQauwufmammmmwma

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
faan 1.401 6.614 0.000
Facebook Exposure 0.382 0.434 6.020 0.000*
similarity 0.238 0.255 3.535 0.001*
* p<0.05

R =0.629, R’ = 0.395 , SE = 0.60412

a0 2 Naﬂ’]‘i’?mi’]:ﬁﬁ&l NMINAnuLTILFWLALD LLﬁﬂdlﬁLﬁu’j’]@y’l wl38RIzAENTUEAINARINNTE A UTBAINY

Una3a1NFInN0an LAt Facebook MUuAAILUTANNABNIELWLLLAIAYK NIZAUUEEIAL p = 0.000 (F; 46 =

s a o o (2% 2 A a o
24.670) ‘].T\’iﬁ'llniﬂa'ﬁlﬂElﬂ'ﬂ&lN%LL‘]JTIIa(]@]'JLL‘]Ji@I'INVL@ﬁﬂEJE‘IZ 11 (R =0.110) LﬁJﬂ’JLﬂi’]:ﬁlui’]UﬂstU@]‘UaG@]'JLLﬂJi

aave ﬁJZW‘]J’Jl’Iﬂ’ISLLE‘T@NNﬂ%fﬁﬂ?:@]’]%‘l‘i’aﬂﬁl’lMU%L@%@‘IJ"]EIE:TIGQNaa%vl,aﬁ: Facebook 1JWAIMARANITLR UL L

Qs ‘d' Qs Qa o Qs e { A k3 Qs a . {
AU NITAUBLRIALY p = 0.000 (@ldLLﬁﬂdI%@]’]i’Nﬁ 4-5) TINDANNDINUINWIYVDI Blackburn (2011) NAWaMT

Aerzinaisenuilaimslienuniatnssinuoaulat Facebook 1Lianats aGuTUANHILA1I QuazAians

= s v
LQUMLLUU@I'N]%‘IL@

TN 4 AFDANNTAATITANNTOANEE (Regression) UBIANMURUWKEIZTAINA MU INTUEAIHARIINTZAY

¥ = il g 6 a s
VaAINVUBLAIDVILRINND auvl,au Facebook LLazNILRLWULLUAIAY

Sum of Mean
Model df F Sig.
Squares Square
Regression 12.484 12.484 24.670 0.000*
Residual 100.701 199 0.506
Total 113.185 200
* p<0.05
@1'15’]«3“?{ 5 wamﬁmﬁ:ﬁmmmaaﬂﬂ@ °l|Eldﬂ’s'lllﬁ?’&lwvuﬁfiz‘ﬁ’j’]\‘l@lvﬁlLLﬂiﬂ’]iLLﬁ@]dNﬂ%fﬁﬂiZ@]']%
ﬁaﬂamumﬂ%aﬂhﬂé’dﬂuaauvlaﬁ Facebook LLa:msLﬁﬂumeﬁw
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
faan 2.229 10.499 .000*
Facebook Exposure 0.284 0.332 4.967 .000*

* p<0.05

R=0332,R =0.110, SE = 0.71136
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dauh 3 mamlieTinmInanaswng suaalilAwidulBaszimuaduldsay fszauibddny p = 0.000
= a @ @ o ada @ vo 2

(Foies = 23.158) Geawinebinsanuduusrasmudinudenidriauadnddeynaatiumeldions: 19 R =
{ A o N > Ao a o A a

0.190) WadzHluneazidsauIaIulsaszasWUINA LI FUWUENWFIANNIAINITY LM IRULLIL

dau iludmrmuemsiiiaua@nddeyaaadiuna Azauibd A p = 0.000 uaz 0.040 MUY (@Iuaadluansaf

A v @ Ao . A A A Ar o € o ] a o ~ A

67) H9RAAANDINLNIWITEYEY Giles (2002) NnaninlaimalfFunuinessannnuess gouaziianuiodn
@ A o A [y A o & o o = a o

wnusesFemInuawadlanast Jaduanuiiniynwuinduszdgzudanuianela uazuiioaed Loudon (1993)

= ' a Aa A .
PINLIMNANTINNDNDTNRG aNILRAIaaNIaIL AN

@13197 6 AIFDANINATIERNNINANSY (Regression) UVBIAMNENWUTITAINIIUINIU JIURUTNIFIAN

lé a Q. = =Y { 1 v
N9AINATI MTLRUULLLAINY LLa:miﬁ‘ﬂﬂuﬂ@ﬁﬁ@]aqﬂﬂammwel

Sum of
Model df Mean Square F Sig.
Squares
Regression 14.331 2 7.166 23.158 0.000*
Residual 61.267 198 0.309
Total 75.598 200
* p<0.05

{ a a o o e Av o o P a
ANINN 7 Naﬂ’]i’JLﬂi’]:ﬁrﬂ’ﬁﬂ@ﬂaﬂﬂﬂ@ °uadmmauwuﬁﬁzmwmLLiJsm'sﬂgauwuﬁmdmﬂummmﬁa n13

LREULULAIAY LLa:miﬁﬂ”ﬂuﬂaﬁﬁ@ayﬂﬂmﬁmww

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
ARIN 3.164 15.251 0.000
Parasocial 0.260 0.326 4.243 0.000*
Identification 0.130 0.159 2.071 0.040*
* p<0.05

R =0.435, R’ = 0.190 , SE = 0.55626

dauh 4 iamaAienzimInenasiFududsusadlfiiuniduBadamaiiviauadnadeyaaadume fmua
o <& ¥ a o { e o o w o { A a
aausaufanuadladafudn NszaUngfA p = 0.000 (Fiig = 21.273) a9uaasluaswn 4.24 Ssmaunsnabung
% o 2% 2 { a a a ' @ ad
anuEulTasnulsanaldsasa: 970 (R = 0.097) Wallaredt lunoazdsavasaiudidas: awnuinmdvnauadng
' v [ a o qul &’ a v dl a a o a a dl IA v a
dayanatume iudirimuaanuasladefud AzauibdAy p = 0000 (@uaaslumnd 8-9) Tiraandainy
NWITEw89 Eagly and Chaiken (1993) Waz Yimaz (2011) aB1nod1 anwadladafiaussgslavasyanalwdwasmanaunm
iafiiznenaiandefud Sannuadhieamnanmaninthdaya e neiusltlumsvhwnongdnmuvasiuilne

nianulnaA mﬁ'ummLﬂm'%\amnﬁq@ﬁﬂﬁaﬂ
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ANTNN 8 AIFAANITILATIZANNTOANRY (Regression) UBIANURNWKEIzRIALUINTinauadndda

qﬂﬂa"ﬂ"ﬂmwa wazANNAIlaTa RuAN

Sum of
Model df Mean Square F Sig.
Squares
Regression 25.510 1 25.510 21.273 0.000*
Residual 238.638 199 1.199
Total 264.148 200
* p<0.05

ANT19N 9 Namﬁmiﬁ:ﬁmin@namﬂﬂ@maamwé’uw“’uﬁi:mwm”uLL‘iJsmsﬁﬁ'mﬂﬁﬁﬁ@iaqﬂﬂaﬁwmﬂ

WRZANNAI AT RUAN

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
faan 0.638 1.105 0.271
PositiveAttitude 0.581 0.311 4612 .000*
* p<0.05

R=0311, R’ = 0.097 , SE = 1.09507

s Qs

6. d@3Udnan1329e

mu?ﬁ'ﬂﬁ"l,ﬁmmmmwLﬁﬂlaﬂﬂwﬁmim:ﬁwﬁﬁm@wa (Theory of Reason Action) W&ZAINNITNUNIW
unssnuaznwitsluedafiisdasuaasliidui suuuunsdjsunuiumaietivesulaiuaziauafdnada

& ¥ a o & o 4 o A . Ao o o A A a o A
ANuaslatadua uananigifnsTasnuaasafsnaINadan sl jannusnesiauiinnuasednes dadu
Tasuluavesuisuiey
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sraumMsAnsszauliyal uasdldusnns Facebook aMnnin 20 assdadlen lasdadanisuaasnanin

o . o ' Ao o o A a '
NIZAUTaANNLWATOTI8FIANaDWIaE  Facebook TWadanIIUfsuABININEIANNIANITININNINAY
£ a o Qs o & a 1 = a § 1 v 1 >

ARBAR LLﬂZﬂ'liﬂQallwuﬁY]’mENﬂwﬂdﬂlﬂuﬁ]idﬁwamaﬂﬂuﬂﬂﬁa@El‘l_qlﬂﬂa°l|’]&lLWﬂ&l’mﬂ’J’m’liLﬁﬂuLLUU@n@]u
uaﬂmﬂﬁﬁ'\iwudwﬁﬂuﬂaﬁﬁ@iaqﬂﬂmﬁmwaﬁwa@iamﬂu@”ﬂﬁaﬁuﬁﬂ TagLdana1sIINAMNAI Ta RN
Lﬁmﬁ'uqﬂﬂm]”ml,wcﬂ fa nikaFaUuN N8 Ao Yo LLﬁ@dIﬁLﬁu’j’]‘Uqﬂﬂaﬁl‘ﬁd’]u Facebook LTJu1/5231 nsuaaina
winnszauTanNuUwasaTusinNaawlat Facebook Hnadanislfsunninisginuninauase laalainng
ﬂﬁé’uw"’ufmaé’qmﬁqmwﬁw:ﬁaNa@iaﬁﬁuﬂﬁﬁﬁ@iaqﬂﬂa%uLWﬂ LLa:‘ﬁ'ﬁuﬂﬁﬁﬁ@iaqﬂﬂa%mwaﬁmmmm
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