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ABSTRACT

The objectives of this study were 1. personal factors affecting behavior purchasing products
on online application of consumers in Bangkok, 2. Consumers behavior purchasing products on
online application of consumers in Bangkok, and 3. Marketing Mix factors relate to behavior
purchasing products on online application of consumers in Bangkok. The sample group was 400
people of consumer in Bangkok. Who used online shopping application to purchase various product.
The research instrument used for collecting data was questionnaires. The data were analyzed using
frequency, percentage, mean and standard deviation - particularly use of F-test/ANOVA and Pearson
Correlation to analyze the data.

In the study, the samples which responded to the questionnaire shared the following
consumer behaviors used online shopping application to purchase product: Most people have friends
influence purchases of products and interested product group clothes fashion and beauty. They buy
products because they get a discount at Shopee, Lazada and buy products when they need it soon.
Reviewer of real products effecting for consumers, then consumers compare price before decision
to buy products. As for hypothesis testing results, the inferential statistics showed 1. That personal
factor: genders, age, occupation, education level and average monthly income affected on behaviors
purchasing products on online application of consumers in Bangkok. The statistical significance at
0.05 level. 2. The marketing mix(7P’s) including product, price, place, promotion, people, physical

evidence and process were related to the purchasing behaviors of online application users in



Bangkok. The statistical significance at 0.05 level. But the promotion factor had no relationship to
intimate person, purchasing products, reason for purchase, channel for purchase, place for purchase,
times for purchase and the people factor no relationship to intimate person on online application

Keyword: marketing mix factor, consumer behaviors, online application
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