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Abstract

The article aimed to 1) develop and validate a causal relationship model of repurchase
intention for mom and kid products on the Shopee application of consumers in Bangkok and its
vicinity, and 2) study causal factors influencing mom and kid products repurchase intention via the
Shopee application of consumers in Bangkok and its vicinity. This study was quantitative research.
The sample consisted of 426 people who had bought mom and kid products via the Shopee
application and lived in Bangkok and its vicinity of 426 people by convenience sampling. The tools
used in the research were online questionnaires. The statistics used in data analysis were
frequency, percentage, confirmatory factor analysis, and the structural equation model.

The results of this research were the development of causal relationship models consisting
of B components: 1) e-service quality; 2) price perception; 3) experiential marketing; 4) customer
satisfaction; and B) repurchase intention, and the model is consistent with the empirical data to a
great extent. The statistics showed CMIN/df = 1.79, GFI = 0.93, AGFI = 0.90, SRMR = 0.05, and
RMSEA = 0.04. The final predictive coefficient was 0.77, indicating that the variables in the model
can explain the variance of the repurchase intention on the Shopee application by 77 percent. It
was found that customer satisfaction was influenced, respectively, by repurchasing intentions for
mom and kid products on the Shopee application. The results of this research are useful for
entrepreneurs. Mom and kid products businesses can utilize them to create marketing plans and

create marketing strategies by considering customer satisfaction.

Keywords: Causal Factors; Repurchase Intention; Customer Satisfaction; Shopee Application;

Mom and Kid Products
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ANNITIATIEIN9 (Structurdl Equation Model: SEM) BN ATDU AN TDARRDINANNANIZNIN
T:NLmzmagﬁgmﬁ’u%@yﬁ@@mizﬁﬂﬁ TagfiansninainAafifl CMIN/GF < 3.00 (Uliman, 2001);
GFI = 0.90 (Joreskog & Sorbom, 1984); AGFI = 0.90 (Schumacker & Lomax, 2004); CFl = 0.90
(Hu & Bentler, 1999); RMSEA < 0.08 (Schreiber et al., 2006); SRMR < 0.08 (Thompson, 2004)
Ay Hoelter > 200 (Hoelter, 1983)
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AATIzAHITE IR N aE ARaBan e T (Internal Consistency Reliability) WU FauLuls

o A

ynfflANn1snga9saUANIEeTINBIFaNL TS (Composite Reliability, CR) ¥1nA91 0.70
uazfiAn Cronbach’s Alpha 111121 0.70 Avaqulaannisdndaudsursisnaaluluinainam
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A157199 1 Nﬂﬂ"l‘j(”l‘i’]@ﬂﬂﬂﬂ’)"lN@‘NL%\‘iTﬂﬁﬂﬂ‘i’NﬁQil CFA ATANNHIZDNHIBILLUFDUNIN A7 Composite

Reliability (CR) LL@‘:(ﬁﬁ Average Variance Extracted (AVE)

Aandsureuas Cronbach’s Construct Validity % CFA

Faues alpha R AVE x? df P RMSEA GFI
E-service Quality 0.87 0.91 0.61 1.16 2 0.56 0.00 1.00

EQ1 Outer loading = 0.76

EQ2 Outer loading = 0.80

EQ3 Outer loading = 0.89

EQ4 Outer loading = 0.85

EQH Outer loading = 0.79
Price Perception 0.90 0.87 0.56 2.72 3 0.44 0.00 1.00

PP1 Outer loading = 0.75

PP2 Outer loading = 0.77

PP3 Outer loading = 0.82

PP4 Outer loading = 0.72

PP5 Outer loading = 0.73
Experiential Marketing 0.89 0.88 0.55 6.62 3 0.09 0.05 1.00

EM1 Outer loading = 0.72

EM2 Outer loading = 0.76

EM3 Outer loading = 0.79

EM4 Outer loading = 0.86

EMB Outer loading = 0.75
Customer Satisfaction 0.89 0.90 0.71 3.07 3 0.38 0.01 1.00

CS1 Outer loading = 0.86

CS2 Outer loading = 0.91

CS3 Outer loading = 0.77

Cs4 Outer loading = 0.74

CSh Outer loading = 0.75
Repurchase Intention 0.90 0.91 0.72 4.99 2 0.08 0.06 1.00

RI1 Outer loading = 0.87

RI2 Outer loading = 0.92

RI3 Outer loading = 0.74

Ri4 Outer loading = 0.77

RI5 Outer loading = 0.74

1.2 NAN1TATITRELAINTBAARDILES [HLAR AN FHRLEIBIR AT AT WAL
vayaBaazdng wuan Tunaiiesnduiinusenasasuasnasnauduanyaidelszdnediy
p9197 TneRansouN91n AN IARLAIS AHRN S (CMIN/Jf) = 1.79 ANGE GFl = 0.93, AGFI = 0.90,
waz CFl = 097 dudulumnonlngan GFl, AGFI uaz CFl AoeflA1Aaun 0.90-1.00
A1 RMSEA = 0.04 UazA1 SRMR = 0.05 iulunnsinaimlingan RMSEA uaz A SRMR pasfian
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X * = 403.59, CMIN/Jf = 1.79, GFI = 0.93, AGFI = 0.90,
CFl = 0.97, SRMR = 0.05, RMSEA = 0.04
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499 Suhaily and Soelasih (2017) uazTainaANFRLEBIEIMAIRREUEEAAREITLIDYE
BeUszdneiiuesnsi TneRansonanaadfla-auwaas (X2 vy 403.59, A1 CMIN/S w7y
1.79, ANBSANBRTY (df) WAL 225, A1 GFl mAfiu 0.93, A1 AGFI 1M7L 0.90, A1 SRMR i
0.05, A1 RMSEA wnfiu 0.04 daffuluaisinassizes Uliman (2001) CMIN/DS < 3.00; Joreskog
and Sorbom (1984) GFI = 0.90; Schumacker and Lomax (2004) AGFI > 0.90; Schreiber et al.,
(2006) RMSEA < 0.08; Thomspsom (2004) SRMR < 0.08
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