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Abstract

The article aimed to study 1) develop and validate a causal of relationship model repurchase
intention H&M products via Facebook page of consumers in Bangkok and its vicinity and 2) study
causal factors influencing of repurchase intention H&M products again via Facebook page of
consumers in Bangkok and its vicinity. This study was quantitative research. The sample was people
have bought H&M products via Facebook page more than 2 times and live in Bangkok and its vicinity
of 201 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) product quality 2) perceived price 3) perceived quality and 4) repurchase
intention and the model is consistent with the empirical data to a great extent. The statistic shows
CMIN/df = 1.37, GFI = 0.96, AGFI = 0.92, SRMR = 0.03, RMSEA = 0.05. The final is predictive
coefficient of 0.61, indicating that the variables in the model can explain the variance of repurchase
intention H&M products via Facebook page of 61 percent. It was found that the product quality,

perceived quality and perceived price were respectively influence on repurchase intention.
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Entrepreneur's H&M products businesses should consider product quality, perceived quality and

perceived price to come back to buy H&M products again.

Keywords: Causal Factors; Repurchase Intention; Facebook; H&M Products
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dsgannaedluynsaulsularesluma (Hair et al., 2014) A71N197AIZIAN NN T e D eFALL s AN R

o A

& (Indicator Reliability) wua1 siautlsdainmlavnsaiian Outer Loadings 11nN41 0.70 %19l 19199 1

' '
A

wangdndanlsduns leiannnlulimailnany@ane (Hair et al., 2014) WAZA1INA 1 LEAITBANDIN

Y o

o o &
a9sauedain [511@ AN
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A19199 1 HANNTATIAEALAINNATITIIATIAFI9ARE CFA ATANULTaN WA UL LARLINN

AN Composite Reliability (CR) WazAN Average Variance Extracted (AVE)

IS ENAR T Cronbach'’s Construct Validity 14 CFA
CR AVE

Futlsdaunmls alpha x? o df p  RMSEA GFI
ANUATUN IR AT TUI 0.84 080 057 524 1 0.06  0.05 0.98
1 TendnuaFilaawsiu (PC1) Outer Loading = 0.80
2.ﬁﬁaaﬂaauﬁﬂﬁﬁmmu (PC2) Outer Loading = 0.69
3. Anssmdiulinnnsgin (PC3) Outer Loading = 0.77
AUN19FLAN 085 079 056 1.82 1 0.18  0.05 0.99
1 Aupnidleiftauiudss tam i 45y

Outer Loading = 0.79

(PP1)
2.ﬁmm'1'7immm@m@ (PP2) Outer Loading = 0.80
3.3 NNz Uy ALIaq1iu(PP3) Outer Loading = 0.64
AUNNIFUTANIN 089 088 071 137 1 024 0.5 1.00
1.U999R91I94RAN (PQ1) Outer Loading = 0.84
2 fnnslsBnnsiia (PQ2) Outer Loading = 0.89
3 fhinnamdsnnsaneiia (PQ3) Outer Loading = 0.80
FunusTlaTen 0.84 085 075 065 1 0.74  0.00 1.00

1. AZNAUNTTAT AN (RI1)
2. ATNAUNNTDEN9FDLTEY (RI2)

3.avnauNnTeti lueua (RI3)

Outer Loading = 0.84
Outer Loading = 0.82

Outer Loading = 0.75

1.2 HANIFATIAABUAINNADAAADIT89TNIAAANANAUSITIA AN A U TUA U Ry A

datlsrdanyd wudn luiman W uaudanuaanadasuaznannauiudeyaidslsedanfiuagem
IneNansunanANlAgLAITENTNS (CMIN/F = 1.37 ANsail GFI = 0.96, AGFI = 0.92, way CFl = 0.99
gadlulunnuinoeilingfn GFI, AGFI wag CFl siagiA1FauLs 0.90-1.00 A1 RMSEA = 0.05 LazA1 SRMR

= 0.03 Wiulianunousilassn RMSEA wag A1 SRMR fiadiAftasndn 0.08 wazen Hoelter = 201 lwld

v o

ANINUAlAtAN Hoelter faaflA11NN31 200 GerisaladnTuinananduiusiieanwe manusalagadn

o

AuAetueumsudnamain dauasnpdesiudeyadalszany Aanand 2
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a '

2. aN9ANHTARITIA AN BN ENAsE ANAIIATERUAATLAUABNNY InAE TN

q

Y a

Husln ﬂluﬂg\i IMWNUUATLAZLTNNA

a

v
o a v © <

2.1 wan1sAnuadeimaanmnnianswasiaausclate T Aus esuausmidNenunamain

Q

¥ v
& o ¥ L

a1 inalungamnamuasiazliunma wudn JadusuaauAslazed1@uA e TuauAl8ni1ung

a a 1 '

wlainlafuaninanienssnanigaaindadafiunisiufaunin dauingnswamnfiy 0.44 a9l

o o a o o

e dAyn19adianszdu 001 wazldfudninaniensesasuianiadasiiunisiufonan Hauinansna

o

o o o o

Wil 0.28 et eiild Anyneadanszas .01 wazladesunsiug

(7

N ASUBVENAN9AININTAR

q

o o o o

ANTTAd A UANNINEARATWI Hau1ABNENAWNGL 0.58 ENNTBAATYNNEDANIZAL .001 AN

<

.
N 2
> pct
MU UNIWHAAA TN
—> pc2 (Product Quality) /..,
> pe3 T N L L e
N .. R €&
mmriigamnm Muanuasladatn o e
—> PQ2 (Perceived Quality) (Repurchase
«—
—- - RI3
> PP1
FuMIIuiNm
—» PP2 (Perceived Price)
—> PP3 n 7o

X2 =61.51, df=45, CMIN/df = 1.37, GFI = 0.96, AGFI = 0.92,
CFI =0.99, SRMR = 0.03, RMSEA = 0.05

¥y v
4 o a v @

29 2 AratAreslumanNdNTUS I AR ANAYIATet AuA R T uMEN NN WA TN 184

v a

Auslnalungamwamuesuaziinnma (Iunangenrdesiudeyaidailsyansd

U
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2.2 HANNIANHITAAETIANNADNTNAN AT BNTNANNEINUATBNINATINNNBNTNAGD

Yo X Yo e - v~ . J
pNAY AT e T AuAaTiaumAd NN wnNAmanevgFInATungawmnRIuATILAUTNOING ARG 2
AN 2 LAASANBNIENANIIAN BNTNANNBBNLALBNTNATINANBNINAF R ANNFI TR RUA DT

MG HA IR IOA iy

Aaudsuelanig

paudsuelaniesan suANI91a(TR) ﬁmm’]wﬁ?\i’lﬂ%@(Pl)
DE IE TE DE |E TE
FUAMNWHAR U] 0.58*** - 058"+ 0.18 0.26 0.44**
AUNNIFLITIAY 0.16 - 0.16 0.28** 0.07** 0.35%**
AUNNIFUTANIN - - - 0.44% . 0.44%

2
o

ANGuNUTE@NENIT
o 0.48 0.61
nengad (R?)

NNELUR *p < 001, *p S .01 DE = @NENANNAN, |E = anananieges, TE = 8n5nasiu

v
(% o a k% o @ Yo

AnA13199 2 wuanladaduaanaslated duAetuauss i unamain lasugnina

v
o

= % = o o o

NARININNgAANTadt A uN9FuFANIN HauiadnBnawint 0.44 agnadtdadAnyneatinseau

a9

'
Yo a a v =

001 uazlasuansnan1sdaunINNgaaNTade A uAATWHRRS T HUIUIABNENALYINAL 0.26 uay

q

'
3 @ a a =

iladuaunisfufaunnlasuansnaniansauniigaainfadtdua nIwRaR A s THIuIABN SN A

a9

a

Wi 0.58 ageildadAtyneaiangzau 001

andsauanisIas

22 o

Hdvenlmunanudnglssassaesnsidels Al

v
o a 1% s

v 4
1. T NduiusideamnaNaslaged AuAesuausdniunamanueduilnalu
npemnNMIBAILAazTuMma dsznausan 4 anu Tdun 1) Auamunine@adue 2) Aunisduaen

3) AuN13FUTANIN UaE 4) AnuANAdlAT T T9AeAAREITLNIUIABBY Wibisono (2018) UAE
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o

WAaANNANRUSIT A AN A uNIUdanAReTUdoyaEvszdnfillueeinab Inaans uraneANaTA

a

Vo a

IA-aunag (X°) winu 61.51, A1 CMIN/AF WiniL 1.37, ANe9ANBasy (df) Winfu 45, A1 GFI Wiy 0.96,
A" AGFI Wiy 0.92, A1 SRMR i1y 0.03, A1 RMSEA winf 0.05 deuflulimisinauaiaes Uliman
(2001) CMIN/df < 3.00; Joreskon & Sorbom, (1984) GFI 2 0.90; Schumacker & Lomax, (2004) AGFI 2
0.90; Schreiber, Stage, King, Nora & Barlow, (2006) RMSEA < 0.08; Thomspsom, (2004) SRMR < 0.08
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