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Abstract

Currently, digital technology plays a role and affects consumer behavior, which has
been developed and the lifestyle of people in society has changed, leading to the shift to
online communication and more online activities in life. The objective of this research is to
find a causal relationship model of the decision to buy health and beauty products through

the Shopee application of consumers in Samut Prakan Province. This research is a quantitative
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research by collecting data through an online questionnaire from consumers who buy health
and beauty products through the Shopee application in Samut Prakan Province, using a
random sampling method of 400 people and using the Structural Equation Model (SEM)
statistical analysis.

The analysis results concluded that the causal relationship model of the decision to
buy health and beauty products via the Shopee application, the relationship between the
marketing mix, trust in buying products, and the decision to buy products via the Shopee
application were consistent with the empirical data. The development of the causal
relationship model of the decision to buy health and beauty products via the Shopee
application can be used as a guideline for developing and increasing the efficiency of providing
services in selling products or services via the Shopee application by developing reputation
and experience for consumers and using it in planning strategies to prevent fraudsters who

affect the decision to buy products via the online system.
Keywords: Marketing Mix Trust of Purchasing, Product Purchasing Decision, Shopee Application
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