Journal of Arts Management Vol.5 No.2 May - August 2021

1 ¥
%4

1 L4 v ]
Jas e B N UAATNN AN AN TR RATUNTRU BB REATLATH

9

¥
a3 lnatulszneing
Causal Factors Affecting Purchase Intention Fashion Product on

Instagram of Consumers in Thailand

[~3 a 1 o o/ ﬁfdz
NNUY LVANLFICY RS TUITTY YT

Somchai Lekcharoen' and Nawat Chaisri?
Ingnaeuinnasnfaamalulad annAnendusedn’ 2
College of Digital Innovation Technology, Rangsit University, Thailand™ 2

E—mail: Somchai.l@rsu.ac.th

Received April 4, 2021; Revised May 12, 2021; Accepted July 5, 2021

UNANYD

UNATHATARNUSZA9A 1) DN ALUILAEAFI9RDLANHADAATBITES ARA NS
L%ﬂﬂﬁmtﬁmfmﬂﬁgﬂﬁf@%@ﬁugﬁLLW??I/‘HUWEMNGHLLWJN 2) Lﬁ@ﬁﬂmﬂ’f«vé’mﬁﬁqmmqﬁﬁw@éﬂmmﬁ\i%
FoRuauniunananunaes s lnalulsamalne nafneAdenss randendinigide
BTN ﬂéuﬁq@ﬂ'ﬁq TAun ﬁgu%fﬂﬂﬁ'mﬂ%y@ﬁuﬂywLLWHB"uuuﬁuﬂmme LLmThyﬁﬂmﬁ’ﬁ@gl:Tu
UszmAlng S 360 A Tannannnmagadassnsuuulaee wssdefilafusiusisnaya Taun
uisaunsaaulan SAT EumsAnnmireys Taun anwd souss ualiaaanntslasissg
HANNTATEWLIAN

1 1%

1. THAAANNE NN LS I BIFNARTINNUNT W USenaunag 6 a1u mun 1) mumfiﬁfmmi@uu

q
v v 1

AUFAUNTH 2) hyﬂum'ﬁ%’ug@mm 3) AMWIALAR 4) ARG R 5) AANNHINAANAY LAY
6) ANHANNG 378 LLmTzumemﬂ@?@ﬁu{@yjﬂL%\aﬂ‘szf%’ﬂﬁ Wueenad TneRanaounannanafta-
AUANT (Y2) = 464.78, AMBNFNETSE (df) = 342, A CMINIGF = 1.35, A1 GFI = 0.92, A1 AGFI = 0.90,
A1 SRMR = 0.03, A1 RMSEA = 0.03 ANdu152@0E nnanenani = 0.95 uaasandautsluluina
ANNANEA AN ANA e AR UL SN TH (AT D8Rz 95

2. ﬁ@f%’ﬂﬁ'ﬁm@iﬂmmﬁgff@%ﬂﬁu@?ﬂLLW%’uuuﬁuﬂm'nLﬂiumﬂﬁq@ﬁ@ c;mﬂfﬁ%’uf@méﬂ
FENAIHT AB 1) ATHAHINAANAY 2) ATATEUNEeTie 3) ﬁquﬂqﬁfﬁﬁﬂgauuﬁuﬂmmw 4) pd
VPWAR ANNaeL @yﬂ‘i:ﬂﬂum‘aqﬁﬁwwﬁucﬁ%LLW%’uuuﬁuﬂmLm‘mmmmﬁmﬁmmfﬁﬂ?ﬁu

nasaNAHSaaEe nAatuyLE Inaevasa finanndSauaziunala

5RsARUNIsIANIS O 5 aUui 2 nqunAN - FiAN 2564 513


mailto:Somchai.l@rsu.ac.th

Journal of Arts Management Vol.5 No.2 May - August 2021

AAAty: Ta98Beame; AHSalaTe; BuanUNTH

ABSTRACT

This study aimed to 1) develop and validate the consistency a causal relationship model of
purchase intention fashion product on Instagram; 2) study the causal factors affecting purchase
intention fashion product on Instagram of consumers in Thailand. This research methodology was a
quantitative research. A sample was people who have bought a fashion product on Instagram and
lived in Thailand of 360 people was obtained by quota sampling. The tools used in the research
were online questionnaires. The statistics used in data analysis were frequency, percentage and
structural equation model. The research results were found as follows:

1. The causal relationship model consisted of 6 components were 1) Instagram Informativeness
2) Credibility 3) Value 4) Entertainment 5) Attitude and 6) Purchase Intention and the model consistent

with the empirical data to a great extent. The statistic showed the Chi-square statistics goodness fit test

(Xz) = 464.78, degrees of freedom (df) = 342, CMIN/f = 1.35, GFI = 0.92, AGFI = 0.90, SRMR =
0.03, RMSEA = 0.03. The final was predictive coefficient of 0.95, indicating that the variables in
the model can explain the variance of the purchase intention fashion product on Instagram by 95
percent.

2. The causal factors affecting purchase intention fashion product on Instagram were the
most value and the most, secondly by 1) Entertainment 2) Credibility 3) Informativeness 4) Attitude
respectively. Entrepreneurs who sell fashion products on Instagram able to use knowledge to create

purchase intention that will result in business success and stability.
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