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Abstract 

The research aimed to 1 study the level of online marketing mix factors of Lazada application, 2 study the 

impact of online marketing factors on consumer segments' purchasing decisions through the Lazada application and 

3 a comparative study of purchasing decisions via the Lazada application among customer segments in Ubon 

Ratchathani Province classified by demographic factors. The sample group was a group of customers in Ubon 

Ratchathani Province who had ordered products through the Lazada application, totaling 384 people. The research 

instrument was a questionnaire using quota sampling and purposive sampling. The statistics included data analysis, 
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frequency, percentage, mean, standard deviation, multiple regression analysis, t-test, one-way analysis of variance, 

and pairwise comparison of mean differences using the LSD method. 

The research results found that customer segments in Ubon Ratchathani Province gave importance to online 

marketing mix factors: product, price , place, promotion and privacy were at a high level of importance. The personal 

service aspect was at a moderate level of importance  The online marketing mix, only 3 variables, namely product, 

place, and promotional aspects, influence the purchasing decision. For demographic factors, it was found that 

differences in education level, occupation, and income affect the decision to purchase products through the Lazada 

application differently, while different ages do not have a significant impact. As for product, p rice, and privacy, there 

were no differences. Consumers who intend to purchase products through Lazada should consider factors related 

to product, place, and promotion before making a purchase. Additionally, these research findings are useful for 

those interested in studying or further developing in the future. 
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  (X1) (X2) (X3) (X4) (X5) (X6) 

 (X1) - .66** .50** .41** .54** .55** 

(X2)  - .51** .50** .44** .52** 

(X3)   - .59** .26** .44** 

(X4)    - .19** .38** 

 (X5)     - .49** 

(X6)      - 

 **  

 

Multicollinearity

 

 

  Enter 

 

  t p Tolerance VIF 

B Beta 

       

(X1) .42 .48 10.16** .00 .44 2.30 

(X2) .06 .06 1.24 .22 .47 2.14 

(X3) .18 .18 4.33** .00 .54 1.84 

 (X4) .26 .25 6.25** .00 .59 1.71 

(X5) .01 .01 .21 .84 .64 1.57 

(X6) -.01 -.01 -.15 .88 .58 1.72 

R = .80  R  = .64  Adj R  = .63  df1 = 6  df2 = 377  SE = .15  F = 109.87 
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Enter 

R = .80

R adj =.63

 

             Y = .38 + .42 X1 X3  + .26 X4  

      Z = .48 (X1 18 (X3  + 25 (X4  

 

Z

 B = .48, p  

Z

 B = .18, p  

Z

 B = .25, p  

 

 4 LSD   

     

F P F P F P F P 

 2.19 .07 12.64** .00 8.60** .00   

 1.37 .24 17.21** .00 7.06** .00   

 1.09 .36 14.97** .00 3.86** .00   

 1.50 .20 18.98** .00     

 1.73 .14 5.11** .01     

 1.18 .32 5.54** .00     

* **  
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