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ABSTRACT

This research aims to study the factor affecting individual’s intention to
repurchase from online store in services by integrating three models include Technology
Acceptance Model (TAM), An Expectation-Confirmation Model (ECM) and General
Service Sector Model of Repurchase Intention to create the research model. Two
hundred and seventy six questionnaires were collected from Thai Internet users who had
experiences in online store usage at least one time.

The result shows that (1 ) Perceived quality has a direct impact on
perceived equity and perceived value, (2) Perceived equity has a direct impact on
customer satisfaction and perceived value, (3) Perceived value has a direct impact on
customer satisfaction, (4) Perceived ease of use has a direct impact on perceived
usefulness and trust, (5) Trust has a direct impact on perceived usefulness, (6)
Confirmation has a direct impact on perceived usefulness and customer satisfaction,
(7) Perceived Usefulness has a direct impact on customer satisfaction and online
repurchase intention and (8) Customer satisfaction has a direct impact on online

repurchase intention.
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The finding also shows that customer satisfaction is the most influential
factor effecting online repurchase intention, while the strongest factor effecting satisfaction
is perceived equity. This insight could be exploited to improve online store by focusing on

how to satisfied customer and how to improve customer perceptions on equity.
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