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Abstract

The objectives of this article were: 1) to study the causal factors model
of decision making of purchasing online consumers. 2) to study the causal factors
of decision making of purchasing online that influence on customer loyalty of
consumers. And 3) check the consistency of the causal factors model of decision
making of purchasing online that influence on customer loyalty of consumers.
The qualitative methods research by 1,600 questionnaires from consumers
purchasing online and had more than 15 years old in Bangkok. Data collected by
4 generation are Gen Z, Gen Y, Gen X and Gen B (Baby Boomer). Data analysis
using Structural Equation Modeling (SEM) statistical analysis is frequency,
percentage, standard deviation, skewness and lurosis. The results found that:
1) the causal factors of decision making is customer attitude, marketing factors
and technological, the consumer opinion is at high level for every factors.
2) Attitude, marketing factors and technological had direct influence on decision
making 0.21 0.10 0.65 respectively and customer loyalty had receive influence
direct and indirect from decision making, attitude, marketing factors and
technological 0.40 0.32 0.25 0.07 respectively with statistical significance 0.01.
And 3) the model simulations are consistent with empirical data based and
statistical significance 0.01 on a harmonized index of accepted criteria. The index
is: (° /df = 1.671, CFI = 0.1.000, GFI = 0.980, AGFI = 0.970, RMSEA = 0.020 and
SRMR = 0.018.
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surveymonkey.com FIUIUI A U 1,424.306 AU 1AL gUAAFIUTENI19T1UIU
Uszmnstuluangunnuniues wisuiisuiudadiuainnislddunesidalulszme
e I§suunguiegrdlunsideasediidu 1,600 au fmuanguiiegislagld
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N15UINTNA 1,600 3.40 0.802 110 6
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(X = 3.57, S.D. = 0.881) Wagn15UINNTANAT (X = 3.40, S.D. = 0.802) MUAFU
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1NAN5197 4 wuiwansiegitadedsaungiudadomanumaliladi
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‘17‘1'5191 (X = 3.94, S.D. = 0.679) sov@anTunsuanInILazd (X = 3.87, S.D. = 0.747)
A15LE9U918 (X = 3.86, S.D. = 0.725) szazniarbunisaniulvan (X = 3.79, S.D. =
0.728) AanunsauldauLarn1siidadumasiidn (X = 3.73, S.D. = 0.698) wazAIY
Jududuazanulaendevesdeya (X = 3.53, S.D. = 0.886) nuadiy

2. dvsnavesladeilsanvnae inuafsuuilaa Jadeninisnain waz
Hadensiunelulad d5vsnanisnssdensinduladonazausnivosiuslan
agnadifedAyneada 0.01 fwandlumsed 5

a9l 5 wansdvinavesiiaduileann i dsvinadenisdnauladouas
ANUANAvRIUILA

Uadey CUSTOM MAKET TECH DECIS
]
Uadewa  TE IE DE TE IE DE TE IE DE TE IE DE
DECIS  0.21 - 021 010 - 010 065 - 065 - - -
p-value  0.02 - 002 002 - 002 003 - 003 - - -
t 10.36 - 1036 419 - 491 2547 - 2547 - - -

ROYAL 0.40 0.16 0.24 032 0.09 024 025 0.18 0.07 0.17 0.07 0.10
p-value  0.02 0.01 0.02 0.02 0.01 0.02 0.02 0.02 0.03 003 001 0.03
t 1852 11.02 1123 1532 832 1193 11.67 8.04 23 530 533 322

1A 5 AANR (ROYAL) lsuBnsnantmsnimupinuguilae
(CUSTOM) Tnefivuradninanisasavindu 0.24 Jurdvsnadiddoddymsadag
58U .01 lAsudndnan1emssanakdsdadenieniunisnain (MAKET) Taaduun
SvEnan1mswintu 0.24 WWuadvdnadifidudfynsadafisedu 01 165udndna
NRSINFILUsTden e unalulad (TECH) laafauindnsnanensaninu 0.07
Juedvsnaiifiduddymeainfisedu 05 Wsudninanmsannduusmsinauls
%o (DECIS) Inefvundninanemsaviniu 0.10 iJuddvsnafidveddynisadni
s¥du .01 uBNand FLUsAUANG (ROYAL) Seldsusvinamesenaniudsviaua
Fruguslam (CUSTOM) Krugudsmsdindulade (DECIS) Tneflvuindninanisd ey
wihitu 0.16 \Jurdvdwaiifiieddayneadaiisedu .01
A1UANA (ROYAL) lasudnswani1edauansnusvadenieniu
A1smanm (MAKET) sruiauusmsdndulade (DECIS) Tnedvunndnswanisdeuwiniu
0.09 Hurdninaiifitudfymeainissiu 01 uay
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AUANG (ROYAL) laisugninaniedauaindudsladeniedu
wielulad (TECH) Huduusnisiadulade (DECIS) Tnefivunadnsnansdenmiaiy
0.18 Wurdnsnaiifitudfysadndisesdu 01

3. HANINAFUAINAENAE 03Bk UUT AL sa i iiE S wase
nsnduladedudooulavdisninaderudnivesuilan wudwuudassdiaim
aonndoanaunduiudeyadauszdng lasdadsinrunaunduis 6 fudifiniunas
n1sgeusu Aerndwd Y2 /df = 1.671, CFl = 0.1.000, GFI = 0.980 , AGFI = 0.970,
RMSEA = 0.020 uaz SRMR = 0.018 fannil 1 ansnsnesuieldsed

3.1 aAnlA-awndsduivg ()2 /df) dAwvinu 1.617 uansinlunaianing
aonndesnaunduiudeyaieuszing 1osnn mla-aumsduinédaiosnin 2.00

3.2 el TanudnnAd 8InaNNa ULTIFUN NG (Comparative Fit
Index: CFI) A1y 1.000 kanadn Luaalinuaonns oanaundudaduims
desarndn CFI Sd1 0.90 Auly

3.3 ayilinnnuaenndoinauniuldaduysal (Absolute Fit Index)
W5UAn 2 fvill Ao Avilianunauniiu (Goodness of Fit Index: GFI) dawviniu
0.980 wazsviTnAunaundui Usuuilowds (Adjusted Goodness of Fit Index:
AGFI) dawvindu 0.970 a3udn lunaiinnuaenndesnauniuiudeyaidssednyg
099 nAN GFI wagAn AGFI fiA1sgning 0 84 1 wazdn GFl wazan AGFI figouiuld
#1Aunn31 0.90

3.4 fuilsniiaesvesriedsnunanndouiidsae sueenisUsyanm
A1 (Root Mean Square Error of Approximation: RMSEA) JA1v1AU 0.020 Bu1eis
Tumarouisaonadesnanniuiuteyaidsuszdny iesan An RMSEA fiddesndn
0.05 viveilA3¥1ing 0.05 fia 0.08

3.5 fuilifanuasnadesnauniuluguanunainind ey laesvil
figideihunldlunsfiansan fe sinfiaesesaniod sidsassuesdumd sunsgiu
(Standardized Root Mean Square Residual: SRMR) &A1Lv1AU 0.018 kans21 lataa
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