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ABSTRACT

This research identified the factors that affect online shopping trust among
Generation z consumers in Mueang Nakhon Si Thammarat District, Nakhon Si
Thammarat Province, and aimed to 1. To examine the online marketing mix factors
(6Ps) that affect consumer trust in online shopping. 2. To investigate demographic
factors such as gender, age, occupation, and average income that affect trust in online
shopping, and 3. To assess the level of trust among Generation Z consumers in online

shopping.

The sample consisted of Generation Z consumers who had previously purchased
products online in Mueang Nakhon Si Thammarat District, Nakhon Si Thammarat
Province. The sample consisted of 400 respondents and was determined using W.G.
Cochran’s formula. Data were collected using a questionnaire. The statistical methods
employed for data analysis included frequency, percentage, mean, standard deviation,

independent samples t-test, one-way ANOVA, and multiple regression analysis.

The results revealed that the majority of respondents were female, aged between
23 and 28 years, students or college students, and had an average monthly income
ranging from 5,000 to 10,000 Thai Baht. The analysis of online marketing mix factors
indicated that all dimensions were rated at a high level, particularly product, place,
promotion, and privacy. The level of trust in online shopping was also at a high level,
with competency and integrity achieved the highest mean scores. Hypothesis testing
demonstrated that both demographic factors and online marketing mix factors (6Ps)
significantly influenced trust in online purchasing among Generation Z consumers at the

0.05 level of statistical significance.

Keywords: Online shopping, Digital marketing mix, Trust, Generation Z
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