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This research aimed 1) to study buying decision behavior towards goods and 

services through e-commerce; 2) to study the level of importance of marketing mix, 

technology factors and attitude factors regarding goods and services buying decision through 

e-commerce; 3) to study the relationship between the demographic factor and the purchasing 

decision through E-commerce and 4) to forecasting buying decision  towards goods and 

services through e-commerce. The samples used in the research were 400 Silpakorn 

University Petchburi IT Campus students. The research tool used in this research was a set 

of questionnaire; the collected data was analyzed by using the statistics of frequency, mean, 

percentage standard deviation contingency coefficient and logistic regression analysis. From 

the result it was found that 1) most of the samples were 20-year-old females studying in Year 

3 at the Faculty of Management Science and earning less than 5,000 Bath per month; they 

use the Internet during 21.01 pm - 01.00 am with the average of 2-6 hours a day. 2) The 

importance level of the marketing mix was highly placed on physical evidence, product, price, 

process, place, people and promotion respectively. 3) The importance level of technology 

factors was highly placed on online advertising, Internet, payment system and transportation. 

4) The importance level of attitude factor was highly placed on knowledge and understanding, 

the use of offered goods and services service through e-commerce and reliability 

respectively. 5) The demographic factor in terms of sex and income had a correlation with the 

purchasing decision through E-commerce at the significance level of 0.05, and 6) the 

forecasting model was Ŷ = 18.189 – 4.025X1– 0.859X2– 0.876X7when Ŷwas used for 

buying decision; X1 was used for product factors; X2 was used for payment system, and 

X7was used for process. The validity of forecasting model was 92.80%.      
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