Journal of Arts Management Vol. 6 No. 3 July - September 2022

JasenBamnnafianenanan1saaNu la mam%n%zjm LS

9

Tdszineing
Causal Factors Influencing Purchasing Decision to Subscribe for VTuber

Membership in Thailand

'anyne 1Anesny uaz 2ajaRe dulvanles

1 . 2 . .
Somchai Lekcharoen and “Jasmine Binsodaoh
ANNAEUTINTINAIVANIA LIRS NINAERUSIRR

College of Digital Innovation Technology, Rangsit University, Thailand

E-mail: 'somchai.l@rsu.ac.th, 2josmine.b64@rsu.oc.th

Received May 1, 2022; Revised May 27, 2022; Accepted July 15, 2022

UNARLD

UnArBERTRgUAERA 1) emsnasauAHaanRAREa BIARANNANIS BIFANTT
Fnanladafaainsandniyuiuesiussmalng uas 2) MeAnudedudesumaiidansnan
madaalaasiAaNBrAy e iUszmae qUuuunsdeidiuneideBaiunn waasdedily
fusausasmeys Taun wuaeunmeslan naudaenns e gilidwdsinsainsandriyues
uazinedeey hulssmalng 91 382 au TnentaqudnesuuuLszan aAflednasigoya
Taun Aowid seeas uatluinaannnslnssasng

anFATEnL TlaaA NS TIBIE AT RINTY Usznauats 5 A Taun 1) A
SUULUNEANANEAR 2) ATUERATRENTMLETIH 5) ATAMNTNIDIHARS 04 4) ARG 9T

uay 5) ammsdnaulade sannaesiureyaBearineiiennsd TnaRersonananads ln-
AUAA ()2) = 299.06, CMIN/Af = 1.38, A1 GFl = 0.94, A1 AGFI = 0.90, A7 SRMR = 0.07, A1 RMSEA
= 0.05 uAAENLAYAYIE NIaWeINa0) = 0.99 wannndaulshilnamuisnesute Ass s
vpsnsdinAnlat el oai A By IUeT TAT08aT 90 WATWLAN AMUSARTENTMIETIH AT

ANTHE (9% AMUFUULLNNSAUINEAR LAY AMNATININYBINAASTOUN v nananITfnaulate

AINATAL

mdAsy: JadalBsanme; nsdnaulate; Suiwes

ea1sAalnssanis 97 6 aiiudl 3 nangaan - Aueeu 2565 1080



Journal of Arts Management Vol. 6 No. 3 July - September 2022

Abstract

The purposes of this research were to 1) validate the consistency of a causal relationship
model of the purchasing decision to subscribe for VTuber membership of consumers in Thailand;
and 2) study the causal factors influencing purchasing the decision to subscribe for VTuber
membership of consumers in Thailand. The tools used in the research were online questionnaires.
The sample consisted of people who made a purchasing decision to subscribe for VTuber
membership and lived in Thailand of 382 people by convenience sampling technique. The statistics
used in data analysis were frequency, percentage, and structural equation models.

The results of this research were the development of the causal relationship models
consisting of 5 components: 1) lifestyle; 2) consumer ethnocentrism; 3) product quality; 4)

purchase intention; and 5) purchase decision and a model developed in accordance with empirical

data. The statistics showed that the Chi-square statistics goodness fit test (Xz) = 299.06, CMIN/df
= 1.38, GFI = 0.94, AGFI = 0.90, SRMR = 0.07, RMSEA = 0.03, The final was a predictive
coefficient of 0.99, indicating that the variables in the model can explain purchasing decision to
subscribe for VTuber membership by 99 percent. It was found that the consumer ethnocentrism,

purchase intention, lifestyle and product quality were respectively influenced by purchase decision.

Keywords: Causal Factors; Purchase Decision; VTuber
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