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Abstract

The objectives of this research were 1) to develop a causal of relationship modal of
product Repurchase s intention on application of consumer in Bangkok and Metropolitan
region and 2) to validate the consistency of the causal relationship model with empirical data.
The research model is quantitative research. The samples were those who have bought
products via the shopping app at least 2 times and live in Bangkok and Metropolitan region.
The sample group consisted of 250 people were obtained through convenient sampling
method. The research instrument was an online questionnaire. Data were analyzed using
descriptive statistics such as frequency, percentage and inferential statistics, namely structural
equation model.

The results of the research showed that:

1. The model of causal relationship, intention to buy repeatedly through the
application of the consumers in Bangkok and suburb consists of 4 factors which are 1)
Satisfaction, 2) Trust, 3) Loyalty and 4) Repurchase Intention. Indicating that each factor
affects Repurchase Intention through the application.

2. The results of the analysis of the causal relationship model show that the model is
consistent with the empirical data. With chi-square statistic ()} 2) = 174.86, degrees of freedom
(df) = 343, CMIN / Df = 1.325, GFI = 0.93, AGFl = 0.90, SRMR = 0.04, RMSEA = 0.03. The
prediction coefficient of repeat purchase intention is 0.84.

The findings from this research will be useful for the application developer, which
indicates that the satisfaction factor Trust and loyalty resulted in consumers being more

willing to use apps to make purchases.

Keywords: Structural Equation Modeling, Loyalty, Repurchase Intention, Application
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