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Abstract

This research was conducted to predict factors affecting decision making to purchase fashion apparel via Facebook
and Instagram in Bangkok. This was quantitative research conducted in the form of a research survey. The sample
group consisted of consumers who purchased fashion apparel via Facebook and Instagram. Data were collected by
using questionnaires with independent variables as marketing mix factors, ‘7P’s,” consisting of Product, Price, Place,
Promotion, People, Physical Evidence, and Process. Dependent variables were decision making to purchase fashion
apparel via Facebook and Instagram. This research used analysis of basic data of the sample group through:
1) descriptive statistics consisting of frequency, percentage, mean, and standard deviation ; and 2) inferential statistics

consisting of Factor Analysis and Multiple Regression Analysis.
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apparel via Facebook and Instagram

The results revealed that there were 3 factors affecting decision making to purchase fashion apparel via
Facebook and Instagram which when ordered of descending order of Beta Coefficient were product, promotion and

brand’s reputation, production presentation, and convenience for ordering and payment.

The results obtained from studying the prediction of factors affecting decision making to purchase fashion
apparel via Facebook and Instagram will be beneficial for persons involved in the online fashion product business
including general entrepreneurs, fashion apparel companies, and general persons interested in utilizing results of this

research for making decision, planning, and establishing marketing strategies for gaining competitive advantages from

business operation in order to sustainably gain good performance and profits in a long term.

Keywords: Fashion clothes, Online shopping, Social network, E-commerce business
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decision making to purchase fashion apparel via
Facebook and Instagram
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Table 1 Descriptive statistics of mean and standard
deviation
Independent variable Mean S.D.

Product factor

X1.1 4.19 0.716
X1.2 4.35 0.647
X1.3 4.12 0.783
X1.4 4.01 0.892
X1.5 4.37 0.733
X1.6 3.48 0.995

Price factor
X2.1 4.29 0.742
X2.2 3.47 0.959

3 Place factor

X3.1 4.59 0.502
X3.2 4.08 0.580
X3.3 3.14 0.962

4. Promotion factor

X4.1 3.78 0.990
X4.2 3.20 1.127
X4.3 2.99 1.234

5. People factor

X5.1 4.01 0.939
X5.2 3.42 1.043
X5.3 4.19 0.880
X5.4 4.20 0.966

6. Physical Evidence factor

X6.1 4.33 0.771
X6.2 4.09 0.910
X6.3 4.35 0.691
X6.4 4.38 0.808
X6.5 4.36 0.847

7. Process factor

X7.1 4.50 0.586
X7.2 4.21 0.801
X7.3 4.32 0.758
X7.4 4.28 0.719
X7.5 4.33 0.744
Deciding to buy fashion clothing on 4.39 0.689

Facebook and Instagram
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2. Mmyhaeiilads (Factor Analysis)

mylenzideyadinnsieneiiedy (Factor
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Table 2  Factor Analysis and Total Variance Explained
Initial Eigenvalues Extraction Sum of Squared Rotation Sum of Squared
Loading Loading
Total % of Cumulative Total % of Cumulative Total % of Cumulative
Variance % Variance % Variance %
1 10.887 38.883 38.883 10.887 38.883 38.883 5.211 18.612 18.612
2 2.289 8.174 47.057 2.289 8.174 47.057 3.082 11.005 29.618
3 1.589 5.673 52.730 1.589 5.673 52.730 2.966 10.591 40.209
4 1.385 4.946 57.677 1.385 4.946 57.677 2.808 10.027 50.236
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Table 2  Factor Analysis and Total Variance Explained (cont.)
Initial Eigenvalues Extraction Sum of Squared Rotation Sum of Squared
Loading Loading
Total % of Cumulative Total % of Cumulative Total % of Cumulative
Variance % Variance % Variance %

5 1.280 4.571 62.248 1.280 4.571 62.248 2.486 8.878 59.114
6 1.045 3.732 65.980 1.045 3.732 65.980 1.923 6.866 65.980
7 0.885 3.161 69.141

8 0.777 2.774 71.915

9 0.758 2.706 74.621

10 0.710 2.535 77.156

11 0.637 2.274 79.430

12 0.592 2.116 81.546

13 0.563 2.011 83.558

14 0.510 1.821 85.378

15 0.484 1.730 87.109

16 0.455 1.626 88.735

17 0.411 1.467 90.201

18 0.365 1.305 91.506

19 0.345 1.232 92.738

20 0.331 1.181 93.919

21 0.311 1.109 95.028

22 0.257 0.919 95.948

23 0.230 0.822 96.770

24 0.214 0.763 97.533

25 0.195 0.695 98.228

26 0.183 0.655 98.883

27 0.166 0.593 99.477

28 0.147 0.523 100.000

Extraction Method: Principal Component Analysis

27N Table 2 U&aIFA1 Eigenvalue Aiflenannnin

1 WAz Factor Loading aasiudlsluiladnazdaslistan
A1 0.5 wuhlwnsanailadsiien Eigen value 81nnin
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maaam’ﬂizﬂau%é’am;mmwaoﬂa%’;;lmgul,mu U130

Janguiaduldidu 6 nduiledn Geazlanduiadulnain
£ a 6 a

1danmAaziilade a1 Table 3
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Table 3  Rotation Component Matrix
Component
Factor
1 2 3 4 5 6
X6.4 0.784
X6.1 0.775
X6.5 0.757
X6.3 0.708 0.343
X7.1 0.663 0.339
X7.5 0.590 0.458
X7.4 0.540 0.340
X7.2 0.812
X7.3 0.740 0.308
X5.4 0.337 0.522 0.498
X2.1 0.475 0.499 0.406
X2.2 0.314 0.472 0.302 0.363
X5.1 0.361 0.313 0.643
X5.2 0.337 0.620 0.321
X6.2 0.488 0.586
X5.3 0.480 0.377 0.502
X3.2 0.721 0.355
X3.1 0.651
X3.3 0.558 0.508
X1.4 0.324 0.467 0.556
X1.5 0.490 0.309 0.508
X4.3 0.822
X4.2 0.676
X1.6 0.349 0.568
X4.1 0.330 0.544
X1.2 0.793
X1.1 0.599
X1.3 0.459 0.398 0.517

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization
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Table 4  Linear regression analysis summary by Analysis of variance (ANOVA) ANOVA?®
Model df SS MS F Sig.
Regression 6 45.998 7.666 20.816 0.000°
Residual 399 146.947 0.368
Total 405 192.946

Dependent Variable: Deciding to buy fashion clothing on social network facebook and Instagram

Predictors: (Constant), product, distribution channels and product quality, promotion and brand reputation, people and revealing the identity of the

seller, presentation, product ordering and payment convenience, communication with sellers and product price suitability

* p-value < 0.05
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Table 5 Coefficients of Multiple regression analysis results Coefficients®
Model Factors B S.E Beta t-test Sig.
(Constant) 1.658 0.318 5216 0.000*
product factor 0.337 0.067 0.270 5.033 0.000*
distribution channels and product quality factors -0.039 0.081 -0.030 -0.489 0.625
1 promotion and brand reputation factors 0.091 0.043 -0.105 2125 0.034*
people and revealing the identity of the seller factors -0.092 0.065 -0.104 -1.414 0.158
presentation, product ordering and payment convenience factors 0.373 0.083 0.317 4518 0.000*
communication with sellers and product price suitability factors 0.038 0.075 0.037 0.510 0.611

a Dependent Variable: Deciding to buy fashion clothing on facebook and Instagram

* p-value < 0.05
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