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ABSTRACT

The objectives of this research : 1. to study the personal factors affecting the decision to
purchase goods and services of Shopee and Lazada from consumers in Bangkok. 2. To study
the market mix factors (7Ps) that affect decision to purchase goods and services of Shopee and
Lazada from consumers in Bangkok of the 400 people who answered the questionnaire, the
questionnaire was used as a data collection tool. The statistics used in the analysis were
frequency, percentage, mean and standard deviation. The hypothesis was tested using a t-test
statistic and One-Way ANOVA statistic. If any differences were found, the pairs were compared.
Using the LSD method and using multiple regression statistics, research results, demographic
factors and the decision to buy goods and services through the application. Of consumers in
Bangkok, it was found that personal factors such as gender and age affect their purchasing
decisions through Shopee, while different monthly incomes affect their purchasing decisions
through Lazada. Personal, occupational and educational factors do not influence purchasing
decisions through Shopee, Lazada and Lazada and Shopee. Marketing mix factors (7 Ps)
influence purchase decisions of goods and services through Shopee. Shopee and Lazada from
Bangkok consumers where differences in terms of products and physical aspects influence the
purchasing decisions of goods and services through Shopee from consumers in Bangkok. The
price and distribution channel influenced the decision to buy goods and services through both

Shopee and Lazada from consumers in Bangkok.

Keyword : Online Shopping, Consumer’s purchase decision, E-Commerce
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