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Abstract

The objectives of the reseasch are to study (1) to stody ndividual factors of consumers Influancing
the decision to buy the product through onlime shopping superstore and (2) to stody the behavior of consumers
Influencing the decizion to buy the produoct through online shopping superstore.

This research ic a survey-bazed research which uzes questionmaires as research tools. The research
sampling conzists of convenience sampling. Sample of consumers tive in Banskok and is user the internet makes a
purchaze vie the Intermet The exact population is mmimowm. The shedy used a formula of W .G Cocliran (1953) of 400
people. Statistical methods used are frequency, average, percenfape, standard deviation, t-test, One-way ANOVA
and the statistical caparizon of multiple pair: Scheffe showed the differance statistically significant.

The research findings show that, (1) Individual factor of consumer: effect to decision to purchase a
product through online shopping of superstors ic not differsnt, thi= finding does not comrespond with the assumpton.
However, there are some aspects that significantty commespond with other assumption:. For example, age different
of consumers affect to decizion is different, in particular: the product Age and s@tws diferent of consumers
affect to decision is different, in particular: the place () Behavior of consumers effect to decizion to purchasze a
product through online chopping of uperstore &= not different thiz fnding doss not comrespond with the asmumption.
However, there are some aspects that significantly comrespond with other assumptions. For example, the averags
time, period of swrf the intemet, promotion to atiract different of consumers affect to decizion is different, m
particular: the product. Website purchase a product or interest purchase the product, the tecimelogy developed
for online marketing, individual: to influence the tuying different of consumers affect to decision is different,
in particular: the price. Type of product, Prices consumers can tay, website purchase a product or interast purchase,
advantages of Omline Thopping, individuals to influence the buying different of consumers affect to decision is
different, i particular: the place., The purpose of the Intemmet, promotion o atract different of consumers affect to

decision is different, n particular: the promotion.
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