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Abstract

The article aimed to study 1) develop and validate a causal of relationship model purchase
intention sports clothing via the Kela sports Facebook page of consumers in Thailand 2) study causal
factors influencing purchase intention sports clothing via the Kela sports Facebook page of
consumers in Thailand. This study was quantitative research. The sample was people have bought
clothing via the Kela sports Facebook page of consumers in Thailand of 380 people. The tools used in
the research was online questionnaires. The statistics used in data analysis were frequency,
percentage, confirmatory factor analysis and structural equation model. The results of this research
were the development of the causal relationship models consisted of 4 components are 1) brand
awareness 2) brand image 3) trust and 4) purchase intention and the model is consistent whith the
empirical data to a great extent. The statistic shows CMIN/df = 1.15, GFI = 0.98, AGFI = 0.96, SRMR
= 0.01, RMSEA = 0.08 The final is predictive coefficient of 0.63, indicating that the variables in the
model can explain the variance of the purchase intention sports clothing via the KELA sports
Facebook page by 63 percent. It was found that the brand image, trust, and brand awareness

influence on purchase intention sports clothing Kela sports products were respectively. The results of
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this research are useful for sports clothing products businesses considering brand image and trust to

come back to buy sports clothing via the Kela sports Facebook page.

Keywords: Causal Factors; Purchase Intention; Application; Facebook Page; Sports Clothing
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RMSEA < 0.08 (Schreiber, Stage, King, Nora & Barlow, 2006); SRMR < 0.08 (Thomspsom, 2004) and

Hoelter > 200 (Hoelter, 1983)
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aanAADY (Convergent Validity) wusn siaudsuseynsniianeasaespnuudslsmungnannls Average
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Outer Loading = 0.88

Outer Loading = 0.84
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Faudsiasuay Cronbach’s Construct Validity 14 CFA
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an Dues
i Fmumamlinnals fmumamnalsdn z
(Trust) (Purchase intention)

X2 =42.53, df=37, CMIN/df = 1.15, GFI = 0.98, AGFI = 0.96,
CFI =0.99, SRMR = 0.01, RMSEA = 0.08
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