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Abstract

The article aimed to 1) develop and validate a causal relationship model of repurchase
intention of fashion products on the TikTok Shop application of consumers in Bangkok and its
vicinity and 2) study causal factors influencing repurchase intention of fashion products on the
TikTok Shop application of consumers in Bangkok and its vicinity. This study was quantitative
research. The sample consisted of 400 people who had purchased fashion products on the TikTok
Shop application and lived in Bangkok and its vicinity. The tools used in the research were online
questionnaires. The statistics used for data analysis included frequency, percentage, confirmatory
factor analysis, and structural equation modeling. The results of this research included the
development of causal relationship models that comprised four components: 1) image; 2) product
quality; 3) purchase decision; and 4) repurchase intention. The model was consistent with the
empirical data to a significant extent. The statistic showed that CMIN/df = 1.692, GFI = 0.943,
AGFI = 0.918, SRMR = 0.016, and RMSEA = 0.042. The final predictive coefficient was 0.83,
indicating that the variables in the model can explain the variance of repurchase intention of
fashion products on the TikTok Shop application by 83 percent. It was discovered that purchasing
decisions, product quality, and image had a direct effect on the repurchase intention of fashion
products on the TikTok shop application, respectively. Entrepreneurs in the fashion product industry
should consider image and purchasing decisions to be the most important factors as a result of
repurchase intention of fashion products.

Keywords: Repurchase Intention; TikTok Shop; Fashion Product
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. Construct Validity T CFA CR  AVE
Faudsulauas Al saanmin Mean SD
CMIN/df p RMSEA  GFI
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1auAfifnmunlanisagin (PRAT) 647 0.99 Outer Loading = 0.781
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5. AupnTsiandi lnsnmsgin (PROS) 6.47 087 Outer Loading = 0.869
ARNENEE (IMG) 6.56 0.78 1.256 0.285 0025 0995 0.903 0.652
1 amefimnefinnansedia (IMG1) 6.54 0.79 Outer Loading = 0.894
2. 5mufinnefidedeiia (IMG2) 6.54 0.80 Outer Loading = 0.835
3 s mftaneiilalnfiansiane (IMG3) 6.63 0.69 Outer Loading = 0.749
4 §inFUBManaInNITNeiiF (IMG4) 6.55 0.82 Outer Loading = 0.689
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3. N33 AEIRNANNTINEY (PRH3) 6.51 0.79 Outer Loading = 0.874
4.37NNNTDHEFILDIFWAN (PRH4) 6.53 0.79 Outer Loading = 0.888
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6.52 0.88 Outer Loading = 0.894

(RPH3)
4iflonn@eRuainasiazunfTiun 6.48  0.88 Outer Loading = 0.868
374A7 (RPH4)
5 AuunzinTiyangdeRuAn (RPHS) 6.55 0.89 Outer Loading = 0.821
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Direct Effect B SE T p-Value Conclusion
H1: PRQ = IMG 921 038 15.896 001 AU
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H3 : PRQ = PRH 204 036 4.540 183 Tumiuanm
H4 : IMG = RPH -157 169 1332 001 AU
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H6 : PRH = RPH 698 116 7.108 001 AUy
Indirect Effect Coeff.
PRQ = IMG => PRH 680 009 AR
PRQ = IMG = RPH 4T3 048 AR
PRQ = IMG => PRH = RPH 4T3 048 AR
IMG => PRH=> RPH 516 .006 ANUAL
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