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Abstract

The objective of this research aimed to study the demographic factors and the online marketing
mix which affecting the post purchasing products via online application (Shopee). Online Questionnaires
were used to collect data from 400 samples. Frequency, percentage, mean, and standard deviation
were employed for analysis of the data and the hypotheses were tested by independent sampling t-test,
one-way analysis of variance (ANOVA) and multiple regression analysis. The results showed that the
demographic factors such as age and average monthly income have differently significant effects on
customers’ post purchasing behavior via online application (Shopee). Moreover, it is found that the
distribution channel, privacy and product significantly influent to the customers’ post purchasing

behavior via online application (Shopee).

Keywords: online marketing mix, post purchase, shopee
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