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Cluster Analysis of Technology Acceptance and Purchasing Behavior
among Online Apparel Consumers
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Abstract

The research objectives are to classify apparel consumers into clusters, based on
technology acceptance and purchasing behavior. The sample of this research comprised
386 online consumers, selected by using the multi-stage random sampling technique.
The technology acceptance factors employed The Technology Acceptance Model (TAM)
developed in the apparel industry context to create 7 factors, and the 8 purchasing behavior
factors were divided into 3 stages: pre-purchase, purchase, and post-purchase. Multiple

regression and cluster analysis were used to analyze the collected data. The research results
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were as follows: The technology acceptance level of online apparel consumers were high, and

enjoyment affected pre-purchase, purchase, and post-purchase. Online apparel consumers

could be grouped into 3 clusters. The first is “Techno expert shoppers”

, comprising 176

consumers (45.6%) and has the highest level of technology acceptance. The second is

“Convenience-oriented shopper or spender”,

comprising 107 consumers (27.7%). This group

has a tendency to buy a variety of apparel and spend more money than the other two

groups. The third group of “Low involvement online shopper” comprised 103 consumers

(26.7%), and has the lowest level of technology acceptance and purchasing behavior.
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Uszaunisaflunisteiniosuranisesulainig
dumesiin (fovaz 51.3)
nauegailsyiuniseeusunalulagynau
lusgauasudeas lneanudglunisldauiisseu
4989 (X = 4.02, S.D. = 0.65) 599891 bAun

Vol. 17, No. 1, January-June, 2018

L9NTEAUINAMNYEY (X = 3.87, S.D. = 0.73)
anuiedostundnso (X = 3.86, S.D. = 0.61)
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Standard Adjusted

fiawus R? b  Beta t p  Constant F ,
error R

Pre-purchase
Enjoyment 086 191 245 4552 .000**  1.825 20.404 62136 .092
Hedonic 096 100  .112 2.086 .038*
Purchase
Enjoyment 066 135 232 4577 .000%**  1.270 15.743 46638 071
Time pressure  .076  .074  .102 2.020 .044*
Post-purchase
Enjoyment 024 181  .155 3.065 .002** 1.114 9.396 .96338 021

* p<.05, ** p<.01, *** p<.001



BU ACADEMIC REVIEW

Faulsviune 2 shuuseniaan 7 fudsiing
evnginssuszurn1sTeetaived1Agyn1eadi
fisedu 001 (F = 15.743) lnssefumnainannay
A1115085U18AMULUSUTINBING RN TIN50
\3osussnoesularildiuniian Uszinudesay 7
(R? = .066) dauiudsuiitasesuediviu fie n1s
THailngfuusisaessaufueduisnginssu
s ewas osussneosulavlidszanadevay 8
(R* = .076)

FIWUIAUNAANA U NAR DN ANTTUTZY
Mﬁﬂﬂﬂi%@@éﬂﬂﬁﬁaﬁﬁﬁ@wﬂﬁaaﬁﬁizﬁu 001 (F =
15.743) Tagannsnesutenuwlsusiuramgingsy
niimsterseusiessulailiusznnadesay 2
(R* = .024)

N15AATIEINGY
ﬁ"?%’ﬂ"?mﬂ”ﬁmﬁﬂﬂﬁmﬁ%mﬂ%qLwiqms
a@uia‘lﬂ,ﬂahm’lLL‘UiWi]G]ﬂiiiJ‘Ui“ﬂEJUWJEJ 3 Szuy
lawn NauNIs¥e 1389 LaznaIn1T¥e sauAu
Mudsmssonsumalulad 7 duus loun Yselovd
Tdaoy Anudrglunisldau nmsldnan usansedu

PNANUYBY ANUUABAAY AN IVBIIUNERS TN

M13199 4 PunugFelaesusiinivesulatidodangy

wagAumAMmAY esanngusegiediuinniy
200 A {338 0lveyaundiuiinsievlagis
hierarchical Liteyduaunguilvsnyean a1nduis
I#imafia k-means fudayatiomun

N1931A318% hierarchical cluster analysis
Wﬂﬂiiauﬂdu‘iﬁ agelomeration hierarchical
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ALade
nseausunalulad Sig. . . .

nauvi 1 | Nguvn 2 | naun 3
Uszlovillane 104.354 | .000%** 4.00° 3.76° 3.24°
Anudelunislyanu 56.051 | .000%** 4.28° 4.07° 3.53°
nslan 43.895 | .000%** 3.75° 4.02° 3.25°
LIINTLAUINAINYBY 194.582 | .000*** |  3.88" 3.26 2.70°
ANUUannNy 64.142 | .000%** 4.18° 3.91° 3.29
ARt oeURAR S 122.968 | .000*** 4.17° 3.95° 3.24¢
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adlunsiumdoya 21.691 | .000%* | 376’ 3.12° 3.16
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AMLINEIANERS) UszanUeuussanad 2561 (This
work was funded by the Faculty of Science,
Srinakharinwirot Univerrsity.)
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