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ABSTRACT

This research aimed to examine the factors influencing the decision-making
behavior of private sector employees in Songkhla Province regarding the use of
ShopeePay for installment purchases. The study considered both personal factors and
analyzed the effects of Stimulus, Organism, and Response (S-O-R) variables on the
decision to use ShopeePay. Data were collected from 402 private sector employees
using a questionnaire. The data were analyzed using descriptive statistics and inferential
statistics, including percentage, mean, standard deviation, T-test, ANOVA, and multiple
regression analysis.

The results revealed that among personal factors, gender and education level
significantly influenced the decision to use ShopeePay at the 0.05 significance level.
Female respondents and those with a bachelor’s degree were more likely to use
ShopeePay, while age, average monthly income, and occupation did not show significant
differences. Regarding the S-O-R variables, promotional offers and ease of use (Stimulus)
had the greatest influence on the decision to use ShopeePay, followed by actual usage
behavior (Response) and perception (Organism). The multiple regression analysis
indicated that these three factors together explained 72.5% of the variance in the

decision to use ShopeePay, with statistical significance at the 0.05 level.
Keywords : Purchase decision, Influencing factors, Installment purchase, S-O-R Model
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