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Abstract

The objectives of research were 1) to

examine the dimensional structure of the factors
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for e-commerce affects the purchasing behavior of
consumers’ fashion apparel 2) to study the behavior
of the purchasing behavior of consumers’ fashion
apparel on the online store and 3) to compare the
dimensions of the key elements of the factors for
e-commerce affects the purchasing behavior of
consumers’ fashion apparel that influence purchasing
behavior by gender. The samples used in the survey
who buy fashion apparel on the e-commerce. The
subjects of this study were 400 consumers’ fashion
apparel on the e-commerce. The research instrument
was the questionnaire with the reliability of 0.774.
And this research data were statistically analyzed by
frequency, percentage, average, standard deviation,

factor analysis (EFA) and t-test.

The research found that the analysis of factors
for e-commerce affects the purchasing behavior of
consumers’ fashion apparel can be divided into four
groups (4S Factors for E-Commerce) are 1) Spend
& Trust 2) Shopper Insight 3) Social media & Public
communication and 4) Structural design & Content.
Additionally, the consumers’ fashion apparel in different
gender, there are two factors found that the difference
was statistically significant at the .01 level including
the Shopper Insight - emphasis on female than male
factor and the Structural design & Content - male

featured on this factor than females.

Keywords: factors analysis / e-commerce / purchasing

behavior / consumers’ fashion apparel
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