
 

 

 
 

 

 

 



Abstract

 

 
 

Introduction

than initial purchasing. This is because 
repurchasing customers constitute the pool for 

to spend more and purchase more often.

issued a digital economy policy in order to 

 
The most important contributions from a digital 
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in Thailand creates competition among 

access their customers and entrepreneurs 

to promote and expand their business and 
 

 
 

used to interact with the customer. 

 
a customer to continue to purchase products  

 



of this theoretical causal model leads  

 

to enable them to construct and manage 

interesting for customers.

Objectives

The purpose of this research is to 

attitude toward online shopping and customer 

in Thailand.

The study addresses the following four 

 

 
 

 

 

Methods

customers representing the target population. 
 
 

which was then administered in a pilot study 

Their responses and comments were noted 

The target population included Thai 

of age with at least one month of online 



web site where explanations of the purpose 

 
 

who went into these sites could see the 

assurance of anonymity for the respondents.  

to be submitted.

By noting that customers are aspects 

In a study of customers repurchase 

which was one of repurchase intention factors 

intention factors included in the study too 

factors in the results of the earlier study of 

effects of customers repurchase intention is to 

intention can trigger another intention if this 

and argues that satisfaction is the main 

intentions.

for customers repurchase intention is the 

 



actual experiences with the Internet retailer 

The construction of the theoretical model 

 

 
both of which are widely used to understand 
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The causal relationships among the 

measured by sets of indicators. Table 1 

of an existing measuring instrument.



 

Quality

System
Quality

Information Quality

. 

Trust

 

Repurchase Intention
The extent of intention to continue purchasing and B2C 
website use in terms of likelihood and commitment.
(RI1-3)

Hellier et al. [18]



was obtained. There were no missing 

 

their online shopping experience to be good 

 

on the aspects represented by the model 

 

compared to the females the males considered 
these as being more important although  



used to describe the personal characteristics of 

incomes spend the most on online shopping 
each month.

 in parentheses 

L to indicate that the magnitude of the effect 

small corresponds to an effect of magnitude 

2

Theoretical 
2



Perceived Usefulness

Customer
Trust

Customer
Loyalty

ServiceQuality

Attitude
toward
Online

Shopping

Customer
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.753***(.836L)

.305***(.257M)

.553***(.498M)

Perceived Ease of Use
TAM

Distributive Justice .516***(.544L)

System Quality

.159**(.160M)

WEBSITE QUALITY

.763***(.728L)

JUSTICE
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.108*(.121M)

.305***(.293M)
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.210**(.206M)
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.729***(.668L)

.268**(.234M)
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.307***(.259M)
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.278***(.268M)

Information Quality

Confirmation

.211**(.208M)
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highlighted direct effects which are small and 

optional in the theoretical model and using the 

these eight models was selected as the  
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Results

In addition to addressing the four research 

their strong intentions to continue to purchase 

repurchase online tend to often spend higher 

those who spend considerable amounts of 
 

their 

 

reliable and trustworthy

account of indirect as well as direct effects.



Variable
CS

Intervening Variable Dependent Variable

CT ATS CL
Repurchase 

Intention

Ex
og

en
ou

s  
Va

ria
ble

Confirmation

(CON)

Medium, 

Only Direct
Nil Nil

Small, 

Only Indirect

Small, 

Only Indirect

Information

Quality (IQ)

Medium, 

Only Direct
Nil Nil

Small, 

Only Indirect

Small, 

Only Indirect

Distributive

Justice (DJ)

Medium, 

Only Indirect

Large, 

Only Direct
Nil

Medium, 

Only Indirect

Medium, 

Only Indirect

Procedural
Justice (PJ)

Medium, 
Only Indirect

Medium, 
Only Direct

Nil
Medium, 
Only Indirect

Medium, 
Only Indirect

Interactional
Justice (IJ)

Small, 
Only Indirect

Small, 
Only Direct

Nil
Small, 
Only Indirect

Small, 
Only Indirect

Perceived Ease
 of Use (PEOU)

Nil Nil
Medium, 
Only Direct

Nil
Small, 
Only Indirect

Perceived
Usefulness (PU)

Nil Nil
Large, 
Only Direct

Nil
Medium, 
Only Indirect

Int
erv

en
ing

   V
ari

ab
le

Customer
Satisfaction(CS)

Nil Nil Nil
Large, 
Only Direct

Large, 
Mainly Direct

Customer
Trust (CT)

Large, 
Only Direct

Nil Nil
Large, 
Mainly Indirect

Large, 
Only Indirect

Attitude
toward Online
Shopping (ATS)

Nil Nil Nil Nil
Medium, 
Only Direct

Customer
Loyalty (CL)

Nil Nil Nil Nil
Medium, 

Only Direct

 
It is seen that all of the direct causal effects in 

It is apparent among these experienced online 



any important effect on their current high 

experienced online shoppers but it is possible 

during the initial stages of their adoption of 

 

to only indirect effects or the total of direct 

and they are considered to be important  

Intention for experienced online shoppers in 

regardless of their length of experience with 

These important effects almost certainly apply 

experience with online shopping. 

a large important mainly indirect effect on 

mediation role played in this relationship by 

online shoppers trust and satisfaction play 

of customer loyalty. 

possible to construct a hierarchy of practical 

included. 



Intention

 Increase customer satisfaction with online shopping 
 

2. Increase customer trust in online shopping 

3.

4.

purchasing.

compensatory.

To Increase 

Satisfaction

2.

3.

compensatory.
4. Information Quality

To Increase 
2.

and compensatory.



To 
purchasing.
2.

Use

To Increase 

Loyalty
purchasing.
2

Use

3.

 
4.

compensatory.

a theoretical explanation for what causes 

effect on customer satisfaction and trust. 

and the same is true for the effect of 



the important mediation role played in this 

examination of both direct and indirect effects 

and associated actions to be formulated in 

 It is claimed that the measurement 

of the research design are satisfactory for 

repeating the study with samples of online 

in this research enabling a comparison of 

that affect repurchase intention.
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