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Abstract

The objective of this research article was to study the influence of offline
and online department store image on online purchase intentions under a case
study of department stores in Thailand with their urgent needs in adaptation for
business survival by expanding online platforms to respond to consumers’
increasing need who preferred to shop online. The population was consumers
with and without their prior experience in online shopping of major department
stores in Thailand, thus the exact population size was unknown. Non-probability
sampling through a quota sampling was used to select the sample to collect
data. Seven areas of Thailand were divided as study area to collect data from 75
sets per area with a seven-point Likert scale online questionnaire, totaling 525
sets. The 352 complete questionnaires were obtained and analyzed using the
descriptive statistics to determine frequency, percentage, mean and correlation
coefficient as well as inferential statistics for analyzing the model validity
measured based on a confirmatory factor analysis technique and a structural
equation model to answer the research hypothesis. The major findings showed
that the developed structural equation model was consistent with empirical
data, indicating that offline store image had an indirectly positive influence on
online purchase intention while a directly positive influence on both perceived
usefulness and perceived enjoyment factors. In addition, perceived enjoyment
factors were full mediators between offline store image and online purchase
intention. Meanwhile, perceived ease of use factors had a directly positive
influence on online purchase intention.
Keyword: Store Image Factors, Online Purchase Intention, Department Stores in
Thailand
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