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Abstract

This research aims to analyze the causal relationship between electronic factors and repurchase
behavior on the Shopee platform. Data was collected through questionnaires from 400 Generation Z
consumers aged between 18 and 26 years in Bangkok. Descriptive statistics and Structural Equation
Modeling (SEM) were employed using SPSS and AMOS software. The findings revealed that Generation Z
consumers exhibited a high level of electronic trust, particularly in terms of security. The quality of
electronic services was also rated high, especially in terms of operational efficiency. Moreover, electronic
satisfaction was found to be high in the areas of customer service and support, while repurchase behavior
showed the highest mean score in purchase intention. The analysis of the structural model indicated
that electronic trust and electronic service quality had a statistically significant causal influence on
electronic satisfaction and repurchase behavior at the 0.05 level. The developed model demonstrated
a good fit with the empirical data (X2/df = 1.691, GFI = 0.930, AGFI = 0.908, NFI = 0.953, IFI = 0.979,
CFl = 0.979, RMR = 0.028, RMSEA = 0.043) and exhibited strong predictive capability, accounting for

79.70% of the variance.
Keywords: E-trust, E-service Quality, E-satisfaction, E-repurchase Intention
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o =

Sidnnsefind anuftmelamedidnmseinduazanudosmsdes meBidnmseiind At ullauaenadosiy
Foyadauszing 1oswnan naunduvestanaaluninsau (Overall Model Fit Measure) wuin dadaurnaddlaa
wArs/e Suuvisaauass (2 /df) Sdiiu 1870 FwnunasifismualiRetosndt 3 e Avwanduiingud
fvualifiseduinnndmiowindu 090 wuin duinndaldin GFI =0.970, AGFI =0.920, NFI= 0,986, IFI= 0994,
CFl = 0.994 siunaueinuady dauselifinmunl i sefu feonin0.05 wuindail RMR = 0.036 uag RMSEA = 0,047
KNty Wdeniu uaseiwiinesdusgneumasg (Standardized Factor Loading) Tnedmiwin

ssrUsznauvesnulindandidnnsedind aunmusmamedidnnselind enuiianelamdidnnseiinduas
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v
N

ANURBINTTeTIBdnnseindansinnuisanss (Validity) lesanAnimintade (Factor Loading) SAneaus

0.30 Yuly (Arduysal) uagilideddtyynedia (Kline, 2016)

M15°99 2 wan15BATIZIAURsIveslnanNdNTLSIBE g AulINdlanisdidnvseiind auninuing

N19BLEnNIaTind AnuanalaniadidnnsednduasmuioinisteginiaBidnnsoingd

B S.E. Beta t R?
TR TR1 1.000 0.711 0.843
TR2 0.818 0.038 0.554 21.772% 0.744
TR3 1.404 0.070 0.702 20.107* 0.838
TR4 1.124 0.051 0.818 22.194% 0.905
TR5 1.185 0.057 0.801 20.656* 0.895
SQ SQ1 1.000 0.523 0.723
SQ2 1.010 0.058 0.607 17.521% 0.799
SQ3 1.386 0.075 0.865 18.421% 0.930
SQ4 1.211 0.071 0.733 17.104* 0.856
SQ5 1.235 0.074 0.749 16.611% 0.866
SA SA1 1.000 0.739 0.860
SA2 1.080 0.043 0.815 24.913% 0.903
SA3 1.017 0.037 0.731 27.730% 0.855
SAG 1.050 0.046 0.784 23.076* 0.885
RP RP1 1.000 0.782 0.884
RP2 1.130 0.042 0.830 26.830% 0.911
RP3 0.929 0.043 0.672 21.806* 0.820

Twanimudullanuamnsanenslaseavailemnaaduiuswaamd wedafosay 79.7 Failen

AausiFormy 40 YUl (Saris & Strenkhorst, 1984) Tnganansathaues Usuuiiauntuluguwuu winfnnside Asnmi 1
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