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Abstract 

 

The objectives of this research were 1) to compare the purchasing decisions through the Shopee 

application of consumers in Suphan Buri Province classified by personal factors and 2) to study the 

marketing mix factors affecting purchasing decisions via the Shopee application of consumers in Suphan 

Buri Province. The sample group used in this research is 280 consumers who have ever made purchases via 

the Shopee application in Suphan Buri Province. The data collection tool was a questionnaire created by 

the researcher. Data were analyzed by percentage, mean, standard deviation, t-test, one-way analysis of 

variance. and analyzing multiple regression using a stepwise method.  

The results showed that: A comparative analysis of purchasing decisions via the Shopee application 

classified by personal factors revealed that consumers in Suphan Buri province had different educational 

levels, have a purchasing decision there was a statistically significant difference at the .05 level in the 

overall, purchasing decision and the feeling after the purchase. Analysis of the marketing mix factors 

affecting the consumers' purchasing decision via the Shopee application revealed that the marketing mix 

factors in 4 aspects are product, price, distribution channel, and marketing promotion This has a positive 

effect on consumers' decision to shop through the Shopee application in Suphan Buri. The influence was 

statistically significant at the .05 level. The marketing mix has a predictive power of 75.2 percent. 
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 5   1)  (problem recognition) 2) 
 ( information search) 3)  (evaluation of alternative) 4)  

(purchase decision)  5)  (post purchase behavior) 
5.2   Kotler & Keller [10]  
   
  

  4 
  1)  (product) 2)  (price) 3)  (place)  4) 

 (promotion) 

 5.3  [8]  
 facebook     4 
     

 facebook      [9]  

    
     0.5  

  .05 (R 2=.686)  

  

 

6.  

  (Quantitative Research)  

6.1    

   G * Power 3 (Erdfelder, 

Faul & Buchner [10])  .05  280  Effect size  = 0.5,  err prob = 

0.05, Power (1-  err prob) = 0.95  Number of groups = 4  (purposive 

sampling)  

6.2   
 3   

       1      
   (check list) 
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  30   
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6.4   
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6.6   
 SPSS version 24   
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6.6.3 
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6.6.4  (multiple regression analysis)  
  (stepwise) 

 
7.  

7.1    53.20   46.80 
 18 - 30   41.10  31 - 45   36.40  18   

13.20   42.90   
33.90   14.60   33.90 

/   29.30 /   22.90  9,001 – 20,000 /  
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 41.10  9,000 /   22.50  20,000 /  
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 ( = 4.18)    
 ( = 4.23)     ( = 4.20) 
 ( = 4.13)  ( = 4.12) 

 Shopee  ( = 4.26) 
    ( = 4.27)   ( = 

4.26)    ( = 4.25) 
7.2  

  1 - 2  
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 1  
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      *  0.05  
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           (131) (149)  

Mean   S.D.  Mean   S.D. t Sig 

1.  4.18    .56 4.06   .55 1.80 .70 

2.  4.21     .58 4.06   .56 2.14 .27 

3.  4.28     .59 4.14   .57 1.99 .68 

4.  4.26     .57 4.14   .54 1.87 .44 

5.  4.30     .63  4.16   .57 2.00 .25 

 4.25    .53 4.11   .50 2.18 .24 

 
    

F Sig F Sig F Sig F Sig 

1.  .53 .66 1.81 .15 1.45 .23 1.96 .12 

2.  .83 .48 2.35 .07 .82 .48 .88 .45 

3.  2.40 .07 2.09 .10 2.28 .08 1.43 .24 

4.  1.23 .30 3.02 .03* 1.62 .18 .94 .42 

5.  .83 .93 2.84 .04* 1.43 .24 .52 .67 
 1.03 .38 2.90 .04* 1.80 .15 1.14 .33 
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 ( ) = .38  ( ) = .23  ( ) = .18  ( ) 

= .16  Shopee   

  = .32 + .36( )** + .22( )** + .17( )** + .15( )** 
  
  Z    = .38( )** + .23( )** + .18( )** + .16( )** 
 
8.  
 8.1 

    
 .05   

    
 ( = 4.46)  ( = 4.15)  ( = 4.14) 

   ( = 4.46)  ( = 4.22)  
( = 4.14)    [8]  

  
   
      

     
  

 
R R2 Adjusted 

R2 

R2 

change 
b 

Std 
Error 

 t sig 

 (constant)     .32 .13  2.37    .02* 

 ( )                   .804 .646 .645 .646 .36 .05 .38 7.57 .00** 

 ( ) .851 .725 .723 .078 .22 .06 .23 3.96 .00** 
 ( ) .863 ..745 .742 .020 .17 .05 .18 3.22 .00** 

 ( ) .877 .752 .749 .007 .15 .05 .16 2.84 .01** 
    F=208.65     sig= .000 
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