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Abstract

The objective of this research was to analyze the confirmatory factor analysis of
package tour repurchase intention on Agoda application of consumers in Bangkok and its
vicinity. The tools used in the research were online questionnaires. The sample group consisted
of 215 people who have been repurchase package tour on Agoda application and who have
lived in Bangkok and its vicinity. Obtained by quota sampling between December 2020 to
January 2021. The findings were as follows: The model is consistent with the empirical evidence
to a great extent. The statistic shows the Chi-square statistics with goodness fit test Chi-Square
()(2) = 109.37, degrees of freedom (df) = 83, CMIN/df = 1.32, GFI = 0.94, AGFI = 0.91, CFI =
0.98, RMR = 0.04, SRMR = 0.04, RMSEA = 0.04. The model to 3 factors by the order of
importance from following components; Perceived Service Quality, Perceived Value,

Satisfaction.

Keywords: Package tour, Application Agoda, Repurchase intention, The confirmatory factor
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