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Abstract

This research has the objective To find a model of the A Causal Relationship Model of
Purchasing Decision Through Application of Consumers in Bangkok, including the marketing
mix., Quality of electronic services, Trust in purchasing products and decision to purchase
products through the application It is integrative research. Quantitative research sample
consists of 400 consumers who purchased products through applications in Bangkok The tool
used is a questionnaire. Data is analyzed using statistics, percentages, means, and standard
deviations. and qualitative research The sample group is Five representatives from government
agencies, six executives from companies or organizations involved in online trading in Thailand,
and six academics or experts in marketing and business administration in Thailand analyzed
the data by analyzing content and descriptive presentation.

The research results were found as follows; Model of the causal relationship of the
decision to purchase products through the application. The majority of consumers use the
Lazada electronics platform, which as a form of delivery, consumers also use the platform's
courier services. As for the results of the analysis of the structural equation model of the
relationship between marketing mix Electronic service quality Trust in purchasing products
And the decision to purchase products through the application is consistent with empirical
data and the development of a causal relationship model of the decision to purchase
products through the application. Can be usefully used as a guideline for developing and
increasing efficiency in providing services in selling products or services through applications.
By developing communication channels for consumers and using them in planning strategies

to protect against criminal groups that affect the decision to buy products online.

Keywords: Marketing Mix, E-Service Quality, Trust of Purchasing, Purchasing Decision through
Application
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= 33743, df = 30, X /df = 0.992, P-value = 0.480, RMSEA = 0.000, RMR = 0.004,
CFI = 1.00, AGFI = 0.958, GFI=0.990, NFI = 0.996
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