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Abstract

The objectives of this quantitative research were to study the demographics of buying behavior in Bangkok
and to study about digital marketing communications influencing buying behavior in Bangkok. 400 samples were
collected from people with experience in buying through website LAZADA though questionnaires. The statistics
test was Percentage, Mean, Standard Deviation, Chi-square and Spearman rank correlation coefficient. Hypothesis
testing revealed that gender, age and monthly income related to buying behavior. It is found that digital marketing

communications related to buying behavior.
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