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ABSTRACT

The purposes of this research were 1) to study the factors influencing intent to purchase
fashion clothes via social media platforms and 2) to determine the factors influencing intent to
purchase fashion clothes via social media platforms. The research model is quantitative research.
The subjects used were 367 people who used to buy fashion clothes through social media
platforms. The primary variables used were marketing mix and technology adoption. The

dependent variable was the intent to purchase fashion clothes through social media platforms.



NIAFININIMIUsEEnAldnalulagansaume

The statistics used were Frequency Distribution, Percentage, Mean, Standard Deviation,
Confirmatory Factor Analysis and Structural Equation Analysis.

The results showed that Perceived benefits have components: comparative benefits and
social influence. And the perception that it is user-friendly, there is an element of ease of use.
They jointly predicted the attitude towards using intention at 88.50 percent and attitude toward
using. Marketing mix of product, price, distribution channel, and Marketing Promotion can jointly
indicate the intention to use 77.70% and the hypothetical model developed is consistent with the
empirical data with statistics CMIN / DF = 2.000 GFI = 0.915 CFl = 0.962 RMSEA = 0.052 and IFl =
0.96.

Keywords: Intention , Technology Acceptance Model, Shopping products through online platforms.
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Hadedunnudalalunisldan (ntention to Use) ilefinrsaniGessduaner dnindade
wasgruannlddesveaustazdadeduausalalunsldem Idun U3 aue MU1 waz MU mugy

mﬂiul,mammaamﬂﬁaﬁa;&alf’?mﬂiz%’ﬂﬁﬂﬁ]%’mﬁﬁ5m%waGiaﬂ’sm&y’ﬂa%a%uﬁwmuuwamWa%m?ia
Fanooulal wui UsylovdludauSeuliiou (Relative Advantages) 8nswanisdsau (Social Influence)
way audrelun1sldenu (Usability) @ansunsaneinsalvinun@nenns 19914 (Attitude toward Using
Intention) l93ouag 88.50 (R? =0.885) uag 1iAuARRONITIEIU (Attitude toward Using Intention) @au
UTEaun1INIsnaInauRaniuel (Product) A1us1an (Price) AugoIN1eNIsInga LN (Place) Lazau
AMsdaaun1sana (Promotion)anansasaufumennsal aaudslaldaiu (intention to Use) la%oeaz

77.70 (R? =0.777)
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iminAuanaeuNIn§IU (Standardize Regression Weights) wag AszauledIAynIeaia (p-value)
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Atyn19adif (P-value)

[

AAvELTUSHYAMENIAIEDY (R) WaRIHANIAT 18R

¥
A a v o
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AUFUNUS TN U3 Anintinauanaesiasgu | P-value

Intention to Use <--- Product .844 x*

Intention to Use <--- Price -936 1.59
Intention to Use <--- Place .028 9.43
Intention to Use <--- Promotion 162 3.24
Attitude toward Using <--- Relative Advantages -.196 0.65
Attitude toward Using <--- Social Influence .652 xx
Attitude toward Using <--- Usability .505 xHx
Intention to Use <--- Attitude toward Using Intention 913 xx

NANTNAFBUANNAFIY WUT

v
LY VN 4 ' ° o

1. @3UUSLaNNINITAAIAATURN AR N UNTAUFUNUSLTIUINABAINNAS b LTI U AU wln
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v
[N ' ° o

2. @3UUSLAUNIINITAANAAIUSIAN LU T A UFUNUSLTIUINABAMUAI LD bTa1ud And1ndn

o aad Y

ANNNDBENINTFIUYINAU -.936 aeslifituddgynivaifiiszau 0.05

o

3. AUUSEAUNINITNAIAAIUYIN19NTIR LNl anuduiusBsuInsaaufslal gy

v '
° o ' = 1Y

fAnuminAuanaeeunsgIuWni 0.28 egnslifiteddynsadnvisedu 0.05

v w ¢
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WNTINAINOANBENIATFIUWNAY 0.162 sesliifitudAgynivadinseau 0.05

1Y
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'
o aaa o

1 datminanuannesuInsgu winiu -.196 egndhifidedAynisadansyau 0.05

% a

6. Mssuitalsslenisudvinansdsauiianuduiusideuinderinuafsenisldanuianimin

o w a

ANNANBENINTIU WU 0.652 agrailluddgmneaiifviszau 0.001

o
[

7.n155uitennuitgdenisldnuniuanudiglunsidanuiinnudniusidauindeiauadse

o w

nsldnudaintnanuannesuInsgIu WAy 0.505 agelitediAgynisadanszau 0.001
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8. vimuARsiansldulaudRusIguINseaNatlaltn daminanuonneuunsgIu

'
o aaa 1Y

Wiy 0.913 agilited1Agneanangesdu 0.001
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sednsyanniulaeaziarsandsiisudunsunazdnrlddrefuiliesoanly Lombardi, Chidiac, &

Record) [20] saudslailafisnangnningemniedy q Jsdawalilademudiudssaumenisaainiiusaila

4

annsailiguslaaviinisdnauladold Jeaenndesiunanisideves sefiiand waz duad [13] Ala
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$rudhanas dwmalidvinavesnisaaiunisnainnieluuéndnadenginssumstovesiuilnaanadly
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v
[

WWannseviAuaffenNasladeldeiuiduruLwannesudedsrunsulatsdsiitodAynisadfneiu
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v
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