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ABSTRACT

This research aims to 1) study the demographic factors influencing Thai consumers'
purchasing decisions on Lazada, and 2) examine the marketing mix strategies that affect these
purchasing decisions. The study employs a quantitative research method, gathering data through
online questionnaires. The sample size was determined using Accidental Sampling, with 385
participants selected according to Conchran's formula for an unknown population, at a 95%
confidence level. The research instrument was an online questionnaire, and the data were analyzed

using descriptive statistics.

The results reveal that the majority of respondents were female 295, with the remaining 90
being male. Most participants were aged between 20-30 years, held a bachelor's degree, and
worked as employees in private companies with an income range of 15,000-30,000 THB. The
marketing mix strategies that significantly influenced the purchasing decisions on Lazada at a 0.05

significance level were product, price, and promotion.

Keywords: Marketing Strategies, Online Shopping, Lazada
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