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Abstract

The first general elections in 8 years will be held in Thailand on March, 2019, in this election
the first voters has more than 6 million people. The purpose of this research were to develop a
causal relationship model of the preference of political party through social media among the
national university student in Bangkok and vicinity and to examine the validity of the developed
model with empirical data. The research using survey research methods and the sample group is
students from nine national universities in Bangkok and vicinity, with an amount of 95,960 people.
The samples were obtained using multi-stage sampling method of 450 samples. The tool used in
this research is online questionnaires and the structural equation modeling techniques by using
the computer software and to analyze the factors that effecting the preference of political party :
1) identity of political party 2) electronics word of mount 3) authenticity of political party 4) image
of political party and 5) preference of political party.

The results of the study revealed that the model was consistent with the empirical data and the
image of a political party is the most influential factor that effecting the preference of political party
through social media (total effecting value 0.87),the second most influential factor is electronics
word of mouth (total effecting value 0.71),and the last is identity of political party(total effecting
value 0.54), and the adjusted R Square of 0.98, which means the preference of political party
are influenced by the image of a political party, electronics word of mouth and identity of political
party by 98.0% while the remaining 2.0% is influenced by other variables. The political parties can
be used this study to develop their political communication in order to gain popularity.

Keyword: Image, Preference of political party, Social media, Causal Relationship Model.
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