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Abstract

This study is objected to examine the online purchasing behavior of generation Z
undergraduate students in the Faculty of Management Science, Chiang Mai Rajabhat University.
The survey research collected online buying behavior for tangible goods, which must be
shipped to the buyer after online ordering later. There were pre- purchasing behaviors,

purchasing behaviors, and post-purchasing behaviors. The researcher used the probability
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sampling by selecting the sample group with the simple random sampling and the cluster
sampling from the 9 program students. Total samples were 774 students from 20 sections.
The data were analysed by using descriptive statistics. It was found that most respondents
had online buying experience for 1 - 2 years. They generally conducted pre-purchasing and

purchasing online behaviors but the occasionally post-purchasing online behaviors.
Keywords : Purchasing behaviors, Online shopping, Generation Z, Undergraduate students
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