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ABSTRACT

The purpose of this research aims to study the argument quality on web
board and the credibility of its source that influence consumers to purchase goods
and services by bringing the factor of attitude toward information combined with
information adoption model theory (or IAM) which consists of source credibility , the
perceived of Information usefulness and information adoption on purchasing goods
and services. The sampling group of 234 Thai people , both male and female, aged
from 15 years and above who had used web board as an information recipient
obtained from arguments for considering purchasing of goods and services

The data were collected using an online questionnaire by placing a link
of the questionnaire on Jeban.com website. Data from the returned questionnaire
were checked for its credibility using the Cronbach alpha coefficient, Exploratory
factor analysis and Confirmatory Factor Analysis to group the relationship between
each factor and Analysis of structural equation model with Path Analysis to analyze
the influence between each variable, both direct and indirect of the variables to test

on the research hypothesis.
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The result from Confirmatory Factor Analysis shows that the
measurement of the variables used in this research is consistent with the theory. By
observing on the factor loading which is between 0.532 and 0.912 and the reliability
is between 0.772 and 0.856. The structural causal relationship model conforms with
empirical data with Chi-square =456.539 df =421 p- value = 0.112 chi-square/df =
1.084 GFI = 0.901 AGFI = 0.860, CFI = 0.992 RMSEA = 0.019 and RMR = 0.042.

The research result shows that the argument quality is a key factor which
directly affects the perceived of Information usefulness also affects indirectly through
the Information usefulness to information adoption on purchasing goods and
services. The component which mostly reflects argument quality is the
completeness, followed by currency, format and accuracy of argument. In addition,
Information usefulness affects directly and indirectly through attitude toward
information to the Information adoption on purchasing goods and services.

Besides IAM extension, those who wish to advertise through web board
might be able to use this research result as a guideline for making advisement
through web board by giving priority to argument quality, which contains the
completeness, currency and accuracy of content and presents in the proper

presentation, and also the sender credibility and web board credibility
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