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Abstract

The research objective was to develop and validate the consistency of a causal
relationship model of purchase intention of che-gu syrup on shopee application and to study
casual factors affecting purchase intention of che-gu syrup on shopee application of consumers
in Thailand. The tools used in the research were online questionnaires. The sample group
consisted of 400 people who have bought che-gu syrup on shopee application and live in
Thailand. The statistics used in data analysis were frequency, percentage, and the structural
equation model. The results of the research showed that the causal relationship model of
variables consists of 4 components are 1) corporate reputation 2) brand image 3) brand loyalty
and 4) purchase intention and model developed in accordance with empirical data. The final is
a predictive coefficient of 0.98, indicating that the variables in the model can explain the
purchase intention of che-gu syrup on shopee application by 98 percent. Brand loyalty,
corporate reputation, and brand image influences purchase intention of che-goo syrup on

shoppe applications, respectively.

Keywords: Brand Loyalty, Corporate Reputation, Purchase Intention, Application, Shopee
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