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Abstract

This study aimed to compare demographic factors with consumers’ purchasing decisions for using
Shopee services in Mueang District, Kanchanaburi Province, and to study the marketing mix factors (7Ps)
that affect consumers’ purchasing decisions for using Shopee services in the same area. This quantitative
research employed a questionnaire to collect data from 385 consumers who had experience using Shopee
services in Mueang District, Kanchanaburi Province. The sample size was determined using Cochran’s
formula (1977). The data were analyzed using descriptive statistics such as percentage, mean, and standard

deviation, as well as inferential statistics including t-test, ANOVA, and multiple regression analysis.

The research findings revealed that: Different demographic factors significantly affected
consumers’ purchasing decisions for using Shopee services in some variables. And Marketing mix factors
(7Ps) — product, price, place, promotion, people, process, and physical evidence — significantly influenced

consumers’ purchasing decisions via Shopee.

These findings can serve as a guideline for entrepreneurs selling products through Shopee in
secondary urban areas to develop marketing strategies that align with consumer needs and behavior, and to

support the design of effective localized marketing plans.

Keywords: demographic factors, marketing mix, purchasing decision, Shopee
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