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ABSTRACT

The objectives of this research study
was analyzed a confirmatory factor analysis of
factors affecting loyalty in buying clothes on
tonprigshop Facebook page of the consum-
ers in Thailand. The tool used in this research
consisted of online questionnaires on a sam-
ple group which consisted of 430 customers
who used to have experience in purchasing
clothes on the Tonprigshop Facebook page.
Using simple sampling method in October
2020. The statistics used in data analysis were

frequency, percentage, mean and confirma-
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tory factor analysis.

The findings were as follow: The confirmatoy
factor of factor consistent with the empirical
evidence to a great extent. The statistic shows
the Chisquare statistics with goodness fit test
ChiSquare (X) = 199,60, CMIN/df= 2.41 de-
grees of freedom (df) = 83, GFl = 0.94, AGFI =
0.92 SRMR = 0.04, RMSEA = 0.06, with 3 influ-
ential factors 15 indicators were 1) Perceived
Quality 2) Brand Trust and 3) Brand Image.

Keyword: Perceived Quality, Brand Loyalty,

Brand Trust, Brand Image, Facebook Pag.
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