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Factors Affecting Gifts Purchasing Decision Via Online Shopping Channels
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ABSTRACT

The Objective of the Independent Study was to study factors affecting gifts purchasing decision via
online shopping channels, namely personal information factors, the behavior of gifts purchasing decision via
online shopping channels, the 4P’s marketing mix, and attitude. There was a selection of study sampling from the
400 population of Bangkok Metropolitan the area which had ever done purchased gifts via online shopping
channels by convenience sampling. For the survey research, it, therefore, used close-ended the question as data
collection instrument and data analysis statistics, namely descriptive statistics including frequency, percentage,
average, standard deviation and inferential statistics and inferential statistics including Independent Sample t-test,

One-way ANOVA, Multiple Regression Analysis and Simple Regression Analysis.

Results showed that most respondents were single females, aged from 26 to 35 years, a bachelor’s
degree in education and their occupations were company employees with a monthly income of Baht 20,001-
30,000. In addition, mostly, shopper behavior did purchase gifts via online shopping channels on the occasion of
birthday and had the main objective of shopping for their friends, an average budget of Baht 500-999 in each
shopping with the shopping frequency of 2-3 times per year. A person who influenced those sampling in most
was oneself, the product shopping categories, namely housewares/home furnishing and the most online shopping

channel, namely Facebook.

These findings of hypothesis testing showed that personal factor-gender was identically influential in
decision- making of gifts via online shopping channels no different and personal factors- age, level of education,
marital status, occupation and monthly income all were differently influential in the decision-making of gifts via
online shopping channels. The shopper behaviors of gifts purchasing decision via online shopping channels
which consisted of chance shopping; the objective of shopping; an average budget per time; shopping frequency;
the influential person in shopping; shopping product category and online channel use were differently influential in
the decision-making of gifts purchasing decisions via online shopping channels. The factor in the 4P’s marketing
mix and attitude were also influential in the decision-making of gifts purchasing decisions via online shopping

channels.

Keywords: Purchasing decision, Gifts, Online shopping channels
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