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ABSTRACT

The reseach of “The Purchasing Decisions in Women Clothes via Shopee of People
in Bangkok aimed to (1) study the purchasing decisions in women clothes via Shopee of
people in Bangkok. (2) to study the the purchasing decisions in women clothes via Shopee
of people in Bangkok by the personal (3) to study the facts of marketing mix (4P’s), factors
of branding and factors of technology acceptance model (TAM) that effect to the purchasing
decisions in women clothes via Shopee of people in Bangkok.

The population sample group for this research are 400 women who live in Bangkok
by using purposive sampling method and using the questionnaire as the equipment. The
questionnaire consists 7 parts: 1. The questions to screen the respondents with the group
of questions ;such as, the frequency of buying clothes via Shopee. 2. Personal information;
such as, gender, age, education, salary, occupation and favouriite clothes brand. 3 The

factors of marketing mix (4P ’s) consists the questions about products, prices, places and



promotion. 4 Branding, this part consists the questions about brand image, brand
attractiveness and brand performance. 5. Factors of technology acceptance model (TAM), it
consists the questions about perceived the ease of use, perceived usefulness, perception
factors and delectation. 6. The purchasing decisions in women clothes via Shopee, this part
consists the question about the purchasing decisions, referreview and repurchase 7.
Suggestion

The research shows the factors that 0.05 significantly affect to the purchasing
decisions in women in Bangkok via Shopee are the differences of salary, occupation and
favourite clothes brand and the factors of marketing mix (4Ps), branding and Factors of
technology acceptance model (TAM) also affect to the purchasing decisions in women
clothes via Shopee of people in Bangkok.

Keywords : Purchasing Decisions, Women Clothes, Shopee
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