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Abstract

The aim of this research is to investigate the influence of channel integration quality upon
purchase intention for fast fashion products by omni channel retailing. Data was collected from
400 Thai omni channel consumers who have purchases fast fashion products. Multiple linear
regression (MLR) was used. The result found that there is a significantly positive relationship exists
between process consistency, service channel choice breadth, transparency of channel-service
configuration, and content consistency with purchase intention for fast fashion products by omni
channel retailing. In addition, these findings significantly indicate a different level of purchase

intention for consumers using omni channel services, and those who do not.
Keywords : Omni channel, Purchase Intention, Fast Fashion
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Group Statistics

N Mean Std. Deviation Std. Error Mean
A 252 4513 0.541 0.034
laimg 148 4.346 0.586 0.048
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Han1sATIzRENN1SanaR YA (Multiple Linear Regression)
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aunfgiul 2 (H2) : anunszminfuazduinsludomnaanuduiudiBauindenudslade
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auufigiudl 3 (H3) : anwdatdedlunisuanidsuteyarestesmsdanuduiudideandenin
filadoidaiUsmanuidunnimesfuilnadasansdadmsuuuysanns

aundgiuil 4 (Ha) : mwsaidesvesesiuszneuludesedauduiusidauanaenuddate

dorhUssamundusiadivesuilaagomenisdndvmiigwuuysannis

M1519% 2 Haanlaman1snsgiaun1sn1sannasny (Model Summary)

R R Square Adjusted R Square Std. Error of the Estimate

0.610 0.372 0.366 0.44875

INANTNIA 2 HaNITVIAABUANLAFIU WU ArduUsEAnEn1svinung (R Square) U1 0.372
aansanlannuuniglaindulssasene 4 dnlsdannsassuteainussladaideinussnnundusiniso

vosguslaatewmnisindruauuuysanns isesay 37.2 (15 2)

A151991 3 WARINN15ASIZRAIUUSUSIU (ANOVA)

ANOVA

Model Sum of Df Mean F Sig.
Squares Square

Regression 47.109 q 11777 58.484 0.00

Residual 79.544 395 0.201

Total 126.654 399
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#1597 4 NamnmﬁLﬂﬁﬂzﬁﬂuﬂ’limiamaﬂwq (Multiple Regression Analysis)

Coefficients

Unstandardized Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Beta Tolerance VIF
Error
Al 1274 0.223 5718 0.000
H, : anddnunsa 0.248 0.044 0.260 5594 0.000 0.737 1.357
Tunasia’™ds
FDINNUTNT
H, : 3114 0190 0.050 0.182 3791 0.000 0.692 1.445
nisnidng wasg
AuAgluzomIg
H3:ﬂ’3'llJOﬁ|@L‘1j8\‘1 0.103 0.043 0.110 2371 0.018 0.739 1.354
TuprsuaniUdeu
ToyavadtoIny
H4:ﬂ?71JG]|aLﬁaﬂ 0.207 0.037 0.261 5.604 0.000 0.732 1.366
S NRNGRIEPRR
Tugoana

~

neTNd 4 wudh mnwseliiesesesdusznouluromn fid Beta geflanagil 0.261 s03091
fiof Beta asnrmanusalunsiiniidemnauinnsit 0.260 mmmsgntinlazduiasluemis e
Beta 8l 0.182 uaz musiaiilodlunisuanidsuteyavesamdian Beta ogil 0.110 T Beta 1Tu
AtunauddresiauUsdassiiausaldiuisuiiisuindaudsasslaiauduiudinnniivie

o Y o 44' PN a VU w o ) & v W &
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