JBBS

Journal of Digital, Business and Social Scienes

Marketing Mix and Service Quality Affecting the Decision to Purchase
Products through the Shopee and Lazada E-commerce Marketplaces
among Consumers in Bangkok

AULTTANNININMTARIALATAUNINNST IALE NS NRINAFaNsAnRU AT
a ¥ a a @ a
AUANEIUARIANANNNIU TEBLANNTAUNE Shopee LAz Lazada U2

HUTNALULIANSINWNWIUAS

Krittiya Sangpeang®*, Salitta Saribut®
noAen walles™, aann a15UnAs°

®Faculty of Business Administration Rajamangala University of Technology Thanyaburi, Thailand
‘Corresponding author: salitta_s@rmutt.ac.th

Received 7 March 2023; Revised 12 March 2023; Accepted 24 March 2023;
Published Online 30 October 2023

Abstract

The objectives of this research were: 1) to study the level of marketing mix factors, service quality
level, and the level of consumers' decisions to buy products through the Shopee and Lazada e-
commerce marketplaces; 2) to examine the influence of marketing mix factors and service quality
factors on consumers' decisions to buy products through the Shopee and Lazada e-commerce
marketplaces; and The sample group used in the study were 384 people located in Bangkok who had
used the Shopee and Lazada e-commerce marketplaces. The instrument used to collect data was a
questionnaire. The statistical methods used to analyze the data were frequency, percentage, mean,
standard deviation, and multiple regression analysis. The study results revealed that the marketing mix
factors of Shopee and Lazada were at a high level, the service quality level of Shopee and Lazada was
at a high level, and the level of consumers' decisions to buy products through the Shopee and Lazada
e-commerce marketplaces was at a high level. Moreover, hypothesis testing revealed that price and
privacy were the elements of marketing mix factors that influenced consumers' decisions to buy
products through the Shopee e-commerce marketplace. In contrast, the elements of marketing mix
factors that influenced consumers' decisions to buy products through the Lazada e-commerce
marketplace were promotion, product, price, and privacy. In addition, it was found that tangibles and
empathy were the dimensions of service quality factors that influenced the decision to buy products
through the Shopee and Lazada e-commerce marketplaces.
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AIUNNTFUATUNIIAAA (X,) 0070 0.048 0.105 1445  0.149 255 3.927
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AuANLdugase
0.216 0.046 0.315 4.682 0.000* 272 3.680

lunnsLiEna(X,)

frupmuidetielianglald (x) 0096 0055 0.136 1.742  0.082 201 4.968
ANUNITABLIALBIZNAT (X,) 0.096 0.051 0142  1.891  0.059 218 4.590
grunslfannanilafugnda (x)  -0.004 0050 -0.006 -0.082  0.935 212 4.720
AunsFanuazidilagnan (X,) 0.147 0.048 0212  3.055 0.002* 255 3.916
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