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The Study of the Relationship of Factors Affecting the Repurchase of
Online Clothing and Apparel of Generation Y in Thailand
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Abstract

This research aimed to study the correlation between information search, alternative evaluation,
online media usage behavior, sales and service satisfaction, risk acceptance and the repurchase of online
clothing and apparel of Generation Y people in Thailand. Pearson Correlation values were analyzed using
SPSS for Windows. The result showed that information search, alternative evaluation, online media usage
behavior, sales and service satisfaction, and risk acceptance were positively correlated with the repurchase
of online clothing and apparel of Generation Y in Thailand at the statistically significant level of 0.01.
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