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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 use an online survey in conjunction with paper survey as a tools 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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thﬁmméfa\‘lmiﬁamﬂﬁﬂuuﬂamumﬂﬁlﬂmmuﬁﬁwauwauﬁﬁnmaa@”mﬂu 0.835
riwuatuayulunng ﬁ'aﬁrﬁwa{lLwa]ﬂ'uﬁﬂmaaﬁdﬁmiaﬁuagu 0.741
'vhuamm:ﬁmsmﬂm:Lmemﬁﬂﬁmﬁauﬁwamwaﬂ'uﬁﬂmaaéj@mﬂﬂ'hf: 0.709
vudnazdanudaluieneg mﬁauﬁ’uﬁﬁwaal,waﬁ'uﬁﬂmaaéj@lfﬁia 0.679
11298 5: msﬁﬁ'ﬁ%ﬂaﬁﬁ@iaqﬂﬂaﬁ"\mwﬁ (% of variance = 66.638, O = 0.863)
rnudainanadusiunilifiastowam s le 0.852
nufainzinealTiasumIsansatainfsunilusia 0.846
vnudaindusefiadhaevseniunameinduaudng 0.818
Vi'mm‘l,ﬂamuﬁazLﬁﬂiawmuﬁﬂzmﬂLflu;ﬁ'mm 0.809
vuannazfiawdunzng 0.754
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397 1 Tadenldannmaliensiasdlsznay (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 muauh%%a%ﬁ'oﬁaﬁuﬁﬂmaw:f@] 0.904

5.2 NMTILATITHHANITIVY
mMInagausuNAgIwmMITeluasIi ﬁﬁ‘i’ﬂ*‘ﬁaﬁﬁmﬁmﬁ:ﬁmmmam%uﬁuaﬂ’mdm (Simple Linear
Regression Analysis) LLaﬁﬁmﬁme:ﬁm‘mmam‘fjown@m (Multiple Regression Analysis) laglisnm 3N
aantdu 4 U auaANBULTRINTALLWIAAIIE addalUf
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
& Y 2 & e o Av o ¢ Y = a A v o o @
aaulaul Facebook wazanuasundy uaarnuam It JaunusnisinuninnuaseNszaunodany p = 0.000 uaz
o Qs L dl A £ Qs a o { 1 1 U L v
0.001 aNEGY (AIuaAIluaNT197 2-3) TevaandaanLWIdBVed Berlo (1960) AndTIEEIETUAZTUMTIZABY
o K o & . ‘A o K o A = . a £ Ao X
ameafins wnnaseshelidanuasnoadni msReansnalimansaiadnle waznwisbvas Rubin and Perse
(1987) Andnindegrulaiuinmadnsdaiies anfaidiyanaduunuidiauniiouauduginuaauumiu

o a : A A Aa A
AIAUII ) WAL L AN DL aulu“ﬁ') IZ0RR

NN 2 AEDANTAATITANNTNANEY (Regression) UBIANURUWKEIZTAINA MU INTUEAIHARIINTZAY

¥ 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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39N 3 Namﬁmﬁzﬁmimnauﬂnﬁ °1Jaamwé’uw”ufs:wjnﬁ’;LLiJimiLLamwa%ﬁwnszmuﬁammuu

' Y @ . Ao o o A a
\n3aTp§IANDa Ak Facebook ANNARILARY (Similarity) LaeMIUFUNUTNNFIANNIAINDT

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

Una381N§InN0an Lath 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’]:%ﬂui’]ﬁﬂﬂs&l@mﬂﬂ@?LL‘iJi

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

Aerzinaisenuitlaimslieuniatissinuoanlat Facebook 1ianats aBuTUsNwILA1I quazians

= s v
LQUMLLUU@I'N]%‘IL@

ANTHN 4 AFDANNTAATEANNTOANEE (Regression) UBIANMURUWHEIZTAINA MU INTUEAIHARININTZAY

¥ = il g [ 4 a s
VaAINVUWLAIDVIURIAND auvl,au Facebook LLazNILRLWULLLAIAY

Sum of Mean
Model df F Sig.
Squares Square
Regression 12.484 1 12.484 24.670 0.000*
Residual 100.701 199 0.506
Total 113.185 200
* p<0.05

@NTWN 5 HAMTAUATIEHNMINA008UNG VaIANUFUARBT IR IR TN IURAINARINNIZAUTDANL

A i . 6 a s
LNIDVNERIAND E]‘LLVLG% Facebook LLacNILRLWBULUAINY

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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dufi 3 HamAlanzinInanaswig s I AwIduL B szimuadiuey fiszauninddm p = 0.000
(Fores = 23.158) s‘éammma%mﬂmmw"'uuﬂwam”’;LLﬂimwﬁamsﬁﬁ'ﬂuﬂaﬁﬁ@iaqﬂﬂa*’ﬁwmwelvlﬁi’aaaz 19 R =
0.190) WaTimzilunoazndoavasmulsdarzaznuindulim Il faunuinesiaufnanss uaeneE puuL
dran g muamivieuaafas OLARRTIALNE ‘ﬁ'izﬁuﬁfﬂéwﬁty p = 0.000 W&z 0.040 MNEGL (auaasluamen
6-7) BIRaAARaINLIWITLVEI Giles (2002) ﬁﬂﬁmiﬁLﬁj'aﬁm‘sﬂﬁé’mﬁuﬁmaé’dﬂuﬁammﬁa Qﬁm:ﬁmmﬁaiw
wnuaaeFesIiUaAnalanAs %aLﬁumwﬁﬁﬂﬁgﬂWuﬁﬂ%ﬂLL@:@T@Q“nuﬁmmﬁdwa‘La LRSI VA Loudon (1993)

= ' a Aa A .
PINLIMNANTINNDNDTNRG aNILRAIaaNIaIL AN

A i _aa a . v o . o Ao o Y )
ANTHN 6 AEdaNMIANLAMInanay (Regression) %adﬂ’)']llmJW%ﬁ%z%’ﬂ\‘m’JLLﬂiﬂWiﬂQﬁNW%ﬁyﬂﬁdﬁdﬂNﬂd

ANITI NTLRIULLLAINY LLazﬂﬁﬁﬁﬂuﬂﬁﬁﬁ@iaq@ﬂa*‘ﬁmmﬂ

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

LRUULULAINT LLa:miﬁﬁ'ﬂuﬂaﬁﬁ@im_qlﬂﬂm]’mLWﬂ

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

danil 4 wamﬁmﬁ:ﬁmmmam%mﬁw,ﬁmLLamsl,ﬁLﬁu'j'lé"aLLﬂiﬁm:ﬁamiﬁﬂ”ﬁuﬂaﬁﬁ@iaqﬂﬂmﬁmwa frua
fusnuaannuasladefud ﬁitz@"’uﬂfﬂﬁﬂﬁ‘@ p = 0.000 (F, g = 21.273) aouasluansef 4.24 Gesansneting
enurlTwasiusnwleions: 970 (R = 0.097) Wadinnevluneanfunassudsdsss asnuinmsdviauadna
0.000 (Faugasluanai 8-9) Gemaanaasny

dayanatume iludrinuannuailadedudl Nazauisddn p
NWITEw89 Eagly and Chaiken (1993) Waz Yimaz (2011) aB1nod1 anwadladafiaussgslavasyanalwdwasmanaunm
iafiiznenaiandefud Sannuadhieamnanmaninthdaya e neiusltlumsvhwnongdnmuvasiuilne

nianulnaA mﬁ'ummLﬂm'%\amnﬁq@ﬁﬂﬁaﬂ
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TN 8 AEhANTIATNEANTnAnas (Regression) TaIANUFNNBEIzRIAL TN AUAANAdauAAaT N

LWE LLREAINA ﬁdiﬂ%ﬂﬁuﬁ’]

)

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
AI97 9 HAMTIATIZRAIAanesUNG VIR NN T IS TN sivARaGTia inAATINLNA
WRZANNAI LTI RUAN
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Beta
AN 0.638 1.105 0.271
PositiveAttitude 0.581 0.311 4612 .000*
* p<0.05

R=0311, R’ = 0.097 , SE = 1.09507

a Qo
6. d3Udnan139e
mu?ﬁ'ﬂﬁ"lﬁmmﬂmmLiﬂlaﬂqwﬁmim:ﬁwﬁﬁmqwa (Theory of Reason Action) L&Z3NNITNUNIW
Ao a A A ¥ v & Aer o ¢ A & o a '
unssuaznuwitbluedafiidasusasliidui uuuonUjsunuiumaietioeaulaiuaziauafdnada
Zqg & a o Ko s A o K A \ Ae o & o 2 A a o A
ANuaslatadua uananigifnsTasnuaasafsnaINadan sl jannusnesiauiinnuasednes dadu
adelnivasnuidadhas

(% a

HamIdpusasldiiuiansaenadzmnimaasiulngidunands Jangsznine 23-30 T daulngdl

a = =

sxauMIAn¥IszaulSuIe3 wazdldu3nis Facebook 41nNNd1 20 asidadlaw lagdadenIsLRAINARIN
o ' o ' Ao o o P A '
NIzAUTaANANUKLAIaTNURIANaaw el Facebook Tnadan 3L fauWKINIIEIANNIAMNATININNTIAN
£ a o Qs o & a 1 = a § 1 v 1 >
ARBAR LLafzmiﬂgauwuﬁmdmﬂumm'lmiaﬁwamawmﬂmﬁﬁmaqﬂﬂmrmLWﬂmﬂn'nmiLﬁﬂuLmummu
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Lﬁmﬂ”uqﬂﬂm]’ﬂmwc?l fa wiaRaUuNNT0Y Ao ni LLa@ﬂﬁLﬁudmﬂﬂam'ﬁmu Facebook tTJ1152371 NMSLIAINE
winnszaudannuuuaIetgiauaonlail Facebook SnadamsUfsunuinisssauisniuade laslaiins
ﬂﬁé’uw"’ufmaé’qmﬁamma?w:dwa@iaﬁﬂuﬂaﬁﬁ@iaqﬂﬂm}”ﬂmwa Lmzﬂ”ﬂuﬂaﬁﬁ@iaqﬂﬂa%uL‘Wﬂﬁm@iamm
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Av o v wa o < A o v o eda A L A o @
msﬂgawwuﬁﬂua@@@rm%uamsuwamwmmawwuﬁm I@ya’mmzvlﬂwnqwmaﬂlmm Facebook Wazian
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v a
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