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Abstract

The article aimed to (1) develop and validate a causal of relationship model of loyalty to
buy fashion product via Shein application in Bangkok and its Vicinity. (2) study causal factors
influencing loyalty to buy fashion product via Shein application in Bangkok and its vicinity. The
sample was people bought fashion products vis shine application and live in Bangkok and its
vicinity of 369 people by convenience sampling technique. The tools used in the research was
online questionnaires. The statistics used in data analysis were frequency, percentage,
confirmatory factor analysis and structural equation model.

The results of this research were the development of the causal relationship models
consisted of 6 components are 1) brand experience 2) brand awareness 3) brand image
4) perceived quality application 5) perceived value and 6) loyalty and the model is consistent
whit the empirical data to a great extent. The statistic shows CMIN/df = 1.28, GFI = 0.92, AGFI =
0.90, SRMR = 0.04, RMSEA = 0.03 The final is predictive coefficient of 0.91, indicating that the
variables in the model can explain the variance of loyalty to buy fashion product via Shein
application by 91 percent. It was perception perceived value, brand experience, perceived quality
application, brand awareness, brand image has an influence to the loyalty to buy fashion products
Shein application respectively. Therefore, entrepreneurs can use the research results to plan

strategies to create consumer loyalty to buy fashion products in the future.

Keywords: Causal Factors; Loyalty; Fashion Product; Application
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wwrAaAEatusuUszaUNISalns3udn (Brand Experience)

Uszaumsalildduseninnsuilnaniovnglduimstedunguaddyiazidusdaduainuie
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asduinssusuarUszaunsalvesiuslan (yesn e, wwiy 95uns war dyiss wiaiy,
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naNNunIuATLazUSuMTa 91U 369 AU lau1lagnisdudieg1suuuagaIn (Convenience
Sampling) lumsimuangusiieg1weinFitasieiluinaauduiusidagiuuiimuysies Kline,
(2011); Schumacher & Lomax (2010) latausi1 aauUsdanala 1 fakys a3s5d311u6 28819 10-20
ieglusgrilon wiefegsilpeigniieeusuldguinanadif Holster NsasdiAuinnda 200 (Hoelter,
1983) lunuideillisuusndaunala uau 30 fauds Faldngusiegreliddesnda 300 Au
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anwazveuaIawleNlilun1sideassll iluwuuasunuesulall (Online Questionnaire) $1uIu
1 atu Tnsuvallomeanidu 3 seou lauA neuil 1 Maudansedlosiu laun viunededumunduuy
woUnGiatuTduvsell anuninendy J1uunedu 2 Jo neauil 2 Jeyanaluresynauluuaauny
LouA e 91y sEAuNSAnw anunn s1eldrabiau a1l S1IUNsaY 6 To neun 3 Jeyaliyaiiu
Uadefinasionnudnalunisteduiurduruseundinduddu Inedemauduiuuiasussanmen 7
seeiu (Likert Scales) (Allen & Seaman, 2007) wuatdu 6 e1u Town 1) srudszaunisainsiaus 2) anu
NsTUIAIEUA 3) dunmdnualnsdu 4) dunisSuinunmueundiady 5) munisiuinme uag
6) AUANUANG F1UIU 30 Vo
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nsdeuAmAsLuiievn (Content Validity) Instauefifenwy $1uu 3 au mdrdvianiu
48nAd83U8IT AU UTANUITEAAY0IN153T8 (Index of Congruence 138 100) ba 10C a8 581319
0.67-1.00 9Tt amAremiEesiy (Reliability) Tnevaaedld (Try Out) ﬁ’Uﬂfjuqﬂﬁﬂﬁma%aﬁuﬁﬁ
urdusiuneUndiaduTBu S1uau 30 au udnhanmaemdeiulagliismendulszanssarinlag
Bmsfwinwesnsoud (Cronbach’s Alpha) wuin pnudeduduuszaunisalnsidud = 0.72, fu
N153UINTIAUAT = 0.54, FunnanualngIdu = 0.63, AunssuiaunLeUndLAty = 0.61, Ay
nssuiamAn = 0.65, kag AuAUANG = 0.59 TnefiansaunnaiAAndestu 0.70 YUl (Hair et al,
2010) uanslidivindomaulunvuauniutufiruindedelussdugs

AsiiusIusIndaya

feldduiunnfudeyalnslfuuuasunuesulaaniinedoduiundwhuounaiadud
dukaginafulungwmamuaskazUiuama lnelitermaiudAnnsas 31w 2 9o taud 1) yiunede
Fuiundusinuoundinduidunield ddreunvuasuaumeuitliie {idearlithdeyauniingiz
uay 2) anuitinende dgmeunuasunumeuivinedesedmin {iduazlithdeyauiingizs lae
Wuteyaannisuusiiuded URL vesuuuasuaueeuladiiugema wadndiud, wawadn, iadn
nauuy Shein Thailand e suarladianarimnled, wednnguaudsaudo-11s Shein & Thailand
wazilydnnguuaeewesiie 1/ 2 Shein Thalland nnled ludiakou Suiau 2565 T1uszaziaIlunis
Audeyaitadu 1 Weu Fmeunuuasuniu $1uu 417 au vdsndudidelshnmsdadenuuuaouaiy
fflnuanysallddnny 369 au thluiinsssiteyansaiasoly
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afifldaussens (Descriptive Statistics) THlunmsussenenanmiinmeideyaidesiu Tneldadsn
ArAud (Frequency) waz $aeay (Percentage) afifL¥aayuu (Inferential Statistics) 19n153uAs1en
99AUTENOU 1W8USU (Confirmatory Factor Analysis) kagn15itAsIzRlulnaannislAsas1e (Structural
Equation Model: SEM) Lt enaaauauaenadenauniuszninsluinaaunfgiufudoyaifassdng

Tagfa1sauanea@n®m CMIN/AE < 3.00 (Ullman, 2001); GFI = 0.90 (Joreskon & Sorbom, 1984); AGFI
> 0.90 (Schumacker & Lomax, 2004); CFl = 0.90 (Hu & Bentler, 1999); RMSEA < 0.08 (Schreiber,

Stage, King, Nora & Barlow, 2006); SRMR < 0.08 (Thomspsom, 2004) waz Hoelter > 200 (Hoelter,
1983)
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Yoyarmluvesinouuuuasuany $1uau 369 Ay wuin duluadumends 1w 300 Ay An
\Jusewaz 81.30 flongeglugae 26-35 U 4w 179 au Anlufesay 48.50 anuninlan 1w 302
au Antdusesay 75.30 dselasawidousening 15,000-30,000 U 313U 294 Ay Andudsuay
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1. nanaiaLILaEnTIdeUAIdannd e Tuinan LA LTS Bsama Ay fndlunisde
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1.1 mamswanlnanuduiusidsaivmarusnilunistodufuniduiuwoundinduisuly
nsaTmUTTUATLar UTiama wuinlunanuduius Baamefivaundu Usenoudae 6 d1u didl 1)
fuUsEauNsainsduan 2) dunssuinsdud 3) Mmunaindnvalasdum 4) sunisiuiauninuey
NAATU 5) AUNITTUIAMAT WaE 6) AMUAINANA WATHANITATIVADUAIIUATUTILATIATIIY
Confirmatory Factor Analysis (CFA) 91NN153ATIAALE e uvesAudenndaaniely (Internal
Consistency Reliability) #u31 kU shNannAden N15M32988UAIIULT 03T UTILVB IR UTHA S
(Composite Reliability, CR) 111131 0.70 wagdlAn Cronbach’s Alpha 11031 0.70 Fsaguladn n1sin
Fruvsudstsnualulanadaaudndede (Har et al, 2014) n1571A31AILRT LT @0AARDY
(Convergent Validity) wua1 faLustea nﬂéhﬁﬂ'ﬂLaéamaﬂﬂmuLLUsUsauﬁgﬂﬁf"f@ié’ (Average Variance
Extracted, AVE) 110131 0.50 3sa3uladn danunsudsaenndeddunndiudswlavasialuna (Hair et
al,, 2014) dunsinTEirNddedevesiauUsdunald (ndicator Reliability) wuin dudsdaunala
yndaiien Msveaeutntinesdusyneunisuan (Outer Loadings) 110031 0.70 Wail wansdn fauus
dunaliomaluilunainuindede (Hair et al, 2014)

1.2 nansesndeunuaenedosasluinan iU Bt tuiudoyad se fne
wu Tumafiimudulieuaenadouas naundusudeyadsussdnidueined Tasfinsanaindilaa
wARSETNS (CMIN/GA) = 1.28 Andiail GFI = 0.92, AGFI = 0.90, wae CFl = 0.95 Fadulunuinasilag
f1 GFI, AGFI, CFI faafidndiaust 0.90-1.00 A1 RMSEA = 0.03 A1 SRMR = 0.04 tiulunanasilagan
RMSEA uaz A1 SRMR siesdipifesndn 0.08 uazA1 Hoelter = 250 iWulunuinasilags Hoelter fosdl
AN 200 BevstldlnmamuduiusiBamaeudnAlun1stedudunduinueundiaduiby
fiauaenndesiudoyailaseIny

2. wansfnwtadedaamg i svswaroaueudnAluntsie dudundurnuuoundindud
duluangunnumuasasUTIINg

2.1 wamsdnwilafoidianaiiddnsnadomnudndlumstodudunduri une undinduisy
wuin Yadusumudndlasusnsnanansaniignaindunisiuiaaeniivuindnsna v 0.95
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0.48** 0.44%* 0.51%* 0.45**; 0.52**;

Funsiumsiduin

(Brand Awareness)

BE1

9% Fseaunsalasduin Frunminualnmauda Lg Fumnsugpuin Funrmiind
—>| BE3 . . . A g5
(Brand Experience] ) (Brand Image) (Perceived Value) (Loyalty)

drumsuiamnmusndiaiu
(Perceived Quality

051722~ 0.55220.54% = ~0.47**2/ 0.41**,

= )0 ]

Application)

0517%5" 0.55%%5/ 0.52%% | 0.56* 0.49**

‘PAI H PA2 H PA3 H PA4 H PAS5 ‘

XZ =510.12, df = 398, CMIN/df =1.28, GFI = 0.92, AGFI = 0.90,
CFl = 0.92, SRMR = 0.04, RMSEA = 0.03

A 2 AradRvedliinanNUduTUSIBE R AUANAlUN SR AUAWIYY
HukeUndindud dulunanmumuaskasUsunna
(sinafgenaneafiudayalisusednty)

2.2 namsAnwdadeuideaning 8nSnan1ans BNENan1eeeNLaraninasINiNa Ao AUANG
Tunseduiunduruieundwndurdulun Jawmaviua skasUsuamaninisan 1

A1 1 LAPIANDNENANIIATI DNSNANIIDDULALDNTNATINNLNARDAINUANALUNISTORUA LN TU

NIULDUNALATUT DU
$auts FrakUswelanelu
el BA Bl PQ PV BL

feWen pg g TE DE E TE DE E TE DE E TE DE IE TE

BE 0.91%* - 0.91%* 99w ggEx  ggeer L ggeex - 077 07T - 0.73%%  0.73%*
BA 26" - 26" - 0.25%*  0.25%%%
BI o.18%x - 0.18% - 0.17%  0.17R
PA - - - - - - - - - 0.42* 0.42% - 0.40% 040

PV 0.95% - 0.95%

R? 0.83 0.99 0.70 0.65 0.91
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ldfnw auunmuszaunsalifdeyammsiuvesuilaaiuazanuiiewslavesgnindenansenuids
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Fumusdusiiueunaindutdu fanmd 3

v vy &y
MUNTIVFATEUA

(Brand Awareness)

v va
AMUATIANA

(Loyalty)

y ¢ oy y v« v
AU AU SOIATIAUA funmanuainsEum

v, vy
AMUMIUIANM

(Brand Experience) (Brand Image) (Perceived Value)

sumsiufaunmueUndiad

(Perceived Quality Application)
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