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Abstract

The purpose of this research was to study the factors influencing of the variable needs
of consumer loyalty of AliExpress application use and to develop a model of factors that
influence the loyalty of consumers using AliExpress application express in Thailand. The
research instrument was a questionnaire to collect data from 400 consumers who using
AliExpress application. Results indicated that the structure (Structure Equation model: SEM)
showed Customer Satisfaction and the Perceive Value had a direct positive influence on
Consumer Loyalty. Furthermore, the Perceive Quality had an indirect positive influence on
Consumer Loyalty toward Customer Satisfaction and Perceive Value. The final model can

explain the Loyalty of Consumers with 74 percent (R* = 0.74).

Keywords: Perceive Quality, Perceive Value, Customer Satisfaction, Consumer Loyalty
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1 AY A Yo . S v
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=3 Y a . . 3 9
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liaundegagainy 3.77 (SD = 0.615) s09aunae Auandus Inalasy Jaundemny 3.74
(SD = 0.681) tazanuiane lvuosduilna Aundeiiny 3.68 (SD = 0.653) mwdwy dauilede

AN NARAYEIRUT TnA AuRdITY 3.61 (SD = 0.826)
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MIUNTIZHDADDINY (Multiple Regression) ihvdoiFeaumalumsainaeouanuduius
5219 Ll5A9 9 Y¥melundaifon (Hair et al., 2012) ¥uflumsl#llsunsunadaniinaou
aumsTassadn Taoldlsunsudidag) wuh auamiduilaaldsy faunasgnnihminesd
152n01 (Standard Regression Weight) ifin0g531319 0.641-0.701 tazmonsanuAunls (R’ 3o
Squared Multiple Correlation) 9g521113 0411-0492 quigu3Tnaldsy Teunasgimin
94A1/32n0Y (Standard Regression Weight) 1if10g321119 0.538-0.813 tazamdainnuiunls (R?
130 Squared Multiple Correlation) 8g331319 0.290-0.661 ANUNaNe lavesus Ina HAnnasgiu
smiinesdlizne (Standard Regression Weight) Ufi19gsenin 0.734-0.812 HazA1dn31nY
s (R* 130 Squared Multiple Correlation) 9g3247319 0.539-0.660 ANUITNANAVOIRUS 1nA
ﬁﬁwmmgmﬁmﬂ’ﬂmﬁﬂﬁzﬂau (Standard Regression Weight) ¥A108331319 0.724-0.833 1aza
8031 NUAUIS (R? 1150 Squared Multiple Correlation) 9324719 0.525-0.694 (msnﬁ 3) uag
MInTNAIUANNFEANABINNUAANNAUTEHIN TmamITafuteyaiBesydny (Goodness of

) 9 ¢ R 4
Fit Measures) 15nanuasgununeonsy awaadluaisng 3

d' a d v v d o
M990 3 ﬂ1§'J!ﬂ‘i1$1"iﬂ'JthTNWHﬁGUfJQﬂ'J!!‘IJi

Standard | S.E. | R2 | C.R. P
ANUTNWHSEvo IR I3 Regression

Weights
Perceive_Value <---  Perceive_Quality .802 086 .643 11.637 **x*
Customer_Satisfaction <--- Perceive_Quality 953 083 907 13.279 #*x*
Customer_Loyalty <---  Perceive_Value 181 102 2.050 .040
Customer_Loyalty <---  Customer_Satisfaction 713 A16 0 739 7.674  FEE
Valuel <--- Perceive_Value .690 071 475 11.829 #**
Value2 <--- Perceive_Value 813 .661
Value3 <---  Perceive_Value 538 087 290 8.718  H¥*

Loyaltyl <---  Customer_Loyalty 816 061  .665 15.604 ***
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Standard | S.E. | R2 | C.R. P
ANNTUWHEvoIi s Regression

Weights
Loyalty2 <---  Customer_Loyalty .833 .694
Loyalty3 <---  Customer_Loyalty 724 066 525 13.672 k**
Quality1 <--- Perceive_Quality .689 078 475 12.134 *%*
Quality2 <---  Perceive_Quality .641 084 411 11.271 *%*
Quality3 <---  Perceive_Quality 701 492
SATI1 <--- Customer_Satisfaction 734 062 539 14.090 F**
SAT2 <--- Customer_Satisfaction 812 .660
SAT3 <--- Customer_Satisfaction 763 062 582 15427 wx*

o a

NINBIYY SEAUBdAYNIE@Ra =+ p < 01

o

MIATINTOUANNAOANGBINANNAUTEHINFUIIDVBINTOULUIARRUTeYaIFa1lT2 TNy
wuh juuaums InassadiinnunaunauiudeyaFalszdny (Model Fit) (mwﬁ 2) MNagoU
f® Chi-square()’) = 56.787, df = 44, p = .094, CMIN/DE()Y’/df ) = 1.291, GFI = .967, CFI = .994,
AGFI = 958, NFI = .973 and RMSEA = .028

HaMI ALY aums lnsaasavesluaalddadl
Customer Satisfaction = 0.95 Perceive Quality , R’ =091 @))]
Perceive Value = 0.80 Perceive Quality , R’ = 0.64 2)

Consumer Loyalty = 0.71 Customer Satisfaction + 0.18 Perceive Quality , R* = 0.74 (3)
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asah 4 mnﬁﬂummaamé’mmmnaunﬁu (Goodness of Fit Measures)

adafineItos doydnweal | tham mild | wlswa
CMIN-p X Ns.(p>.05) .094 WU
Relative Chi-square X/t /A 2.00 1.291 RiT
Goodness of Fit Index GFI = 0.90 967 WU
Comparative Fit Index CFI = 095 994 AU
Normal Fit Index NFI 0.90 973 WY
Adjusted Goodness of Fit Index AGFI 0.90 958 WU
Root Mean Square Error of Approximation RMSEA 0.05 .028 WY

W1 : Hair et al. (2012); Lomax & Schumacker (2012)

Chi-square (X) = 56.787, df = 44, p = .094, CMIN/DF (X'/df) = 1.291, GFI = .967,
CFI = .994, AGFI = .958, NFI = .973 and RMSEA = .028

MMNA 2 Final Model
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