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Abstract:- The researcher aims to study Consumers 

Discernment on Online Shopping, To study the personal 

factors of consumers that have a relationship with the 

decision to purchase products. Through the online 

shopping channel of online consumers in Bangkok ,.to 

study the marketing mix of consumers that have a 

relationship with the decision to purchase products 

online of online consumers in Bangkok., To study 

consumer perceptions that have a relationship with the 

decision to purchase products through Online shopping 

channels of online consumers in Bangkok Population 

and sample Data were collected from a group of 500 

consumers who purchased products through online 

channels in Bangkok., this research study The 

researcher has formulated a conceptual framework from 

the synthesis of concepts, theories, and research related 

to Consumers Discernment on Online Shopping on the 

concept ., [2]Kotler, Philip. Marketing management. 

Pearson Prentice Hall. 2009.), (2023). Consumer 

Perception towards Online Shopping) Data collection 

tools/methods The tools used in the research are 

Questionnaire by collecting data from consumers' 

perceptions of online shopping. of online consumers in 

Bangkok by method and using questionnaires as 

(Questionnaire) through online channels consisting of 

Consumer perception of online shopping consists of 

exposure, intention to perceive, and understanding of 

consumers towards online shopping in Bangkok. 

showcasing blend comprising of cost, dispersion channels 

Promoting advancement In terms of clear measurements 

items, the measurements utilized are recurrence 

(Recurrence), rate (Rate), cruel (Cruel) and standard 

deviation (Standard Deviation). Reference 

measurements examination. The insights utilized are t 

tests (Autonomous Tests). t-test), One-Way Investigation 

of Fluctuation (ANOVA), Relationship Examination, and 

Stepwise Different Relapse Investigation. The results 

showed The Leadership style and practitioner 

motivation. Hypothesis 1(H1) Consumer perception of 

online shopping Consisting of exposure, intention to 

perceive, and understanding of consumers towards 

online shopping. In Bangkok Affects the decision to 

purchase products through the channel Online in 

Bangkok, DE=0.16**. Accept the research hypothesis. 

and Hypothesis 2 (H2) The marketing mix consists of 

price and distribution channels. Marketing promotion 

Product side of consumers towards online shopping In 

Bangkok Affects the decision to purchase products 

through the channel Online in Bangkok 

DE=0.52*,IE=0.37*Accept. 
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I. INTRODUCTION 

 

Consumers' recognition of online shopping is affected 

by different components. Online shopping has gotten to be 

prevalent among individuals, who discover it helpful and 

comfortable to shop from the consolation of their homes [1]. 

The expanding utilization of the web has made online 

shopping an alluring choice for customers, particularly the 

youth era [2]. E-commerce has made a difference individuals 

in littler towns get to quality items and administrations, 

extending the potential client pool [3]. Businesses are 

inquiring about customer behavior to fulfill the requests of 
online buyers and move forward showcasing techniques [4]. 

Variables such as site plan, comfort, time investment funds, 

security, estimating, rebates, client surveys, and item quality 

impact consumers' demeanors towards online shopping [5]. 

More seasoned grown-ups are less likely to be ardent online 

buyers, and instruction level influences the charm of online 

buying. Understanding these components can offer assistance 

e-marketers create successful procedures to draw in and hold 

online clients in Thailand. 

 

Consumers' acumen of online shopping is influenced by 
diverse factors. Online shopping has gotten to be well known 

among individuals, who discover it helpful and comfortable 

to shop from the consolation of their homes [6]. The 

expanding utilization of the web has made online shopping 

an appealing choice for customers, particularly the youth era 

[7]. E-commerce has made a difference individuals in littler 

towns get to quality items and administrations, extending the 

potential client pool [8]. Businesses are researching 

consumer behavior to fulfill the demands of online buyers 

and improve marketing strategies [9]. Variables such as site 

plan, comfort, time investment funds, security, estimating, 

rebates, client audits, and item quality impact consumers' 
demeanors towards online shopping [10].Older adults are 

less likely to be avid online consumers, and education level 

affects the allure of online buying . Understanding these 

components can offer assistance e-marketers create 
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compelling methodologies to draw in and hold online clients 

in India.  
 

 E-Commerce has Brought about a Fundamental Shift in 

the Way Consumers Shop. 

According to research data from Statista.com in 2016 

“An estimated 1.61 billion people worldwide purchased 

goods online amounting to a staggering 1.9 trillion US 

dollars in sales”. This trend is getting stronger with a 

projected sales value of 4.06 trillion US dollars by the year 

2020 In an incessant contest for people’s attention, e-

commerce enterprises today are coming up with innovative 

marketing and sales strategies to create customer experiences 
like never before. The foundation of these techniques is 

client information, statistic and behavioral which is being 

utilized through the utilize of progressed explanatory devices 

to pick up an in-depth understanding of the customers 

shopping behavior. e-commerce inherently makes it easier to 

collect customer data compared to traditional shopping. 

Right from the moment a customer lands on your store 

website, you can track each click and page view. This data 

can provide profound insights into the kind of engagement 

your store is generating and the purchase journey taken by 

your customers. These bits of knowledge can enable you to 

impact your customers activities by understanding the basic 
inspirations, states of mind, and behavioral designs. In fact, 

this understanding can be a sustainable long-term strategic 

differentiator leading to a higher market share for e-

commerce enterprises. Here could be a list of Best 5 

Important Experiences from the Consider of Online Shopper 

Buying Behavior: Shopper recognition on online shopping is 

affected by variables such as comfort, reasonableness, ease 

of utilize, security, and quality of e-service. Customers tend 

to concur on the significance of these components in their 

online shopping encounter . Furthermore, site plan and 

highlights, comfort, and time investment funds are found to 
be the foremost persuasive components for online shoppers . 

In any case, more seasoned grown-ups are less likely to be 

ardent online buyers, and more instruction diminishes the 

charm of online buying . Online exchanges and security of 

person information are still concerns for customers . In 

general, understanding buyer recognitions is vital for online 

dealers to improve customer fulfillment and devotion . 

 

There are different variables that decide customer buy 

purposeful and after that customer buy purposeful has an 

impact on the shopping behavior of customers. Subjective 
standards and seen convenience has much consideration in 

improving buy purposeful but these two components have 

no coordinate impact on online shopping behavior (Lim et 

al., 2016). In addition, seen convenience is an vital figure 

that decides deliberate and cannot be overlooked whereas 

shopping online (Gao & Bai, 2014; Lim et al., 2016). In 

expansion, seen ease of utilize and seen convenience that are 

the noteworthy indicators of innovation acknowledgment 

demonstrate (TAM) (Davis, Bagozzi, & Warshaw, 1989) 

play a critical part in improving deliberate and paying 

consideration to these factors whereas obtaining 

merchandise online (Akhlaq & Ahmed, 2015; Cho & 
Sagynov, 2015). Yean, Johari, and Sukery (2015) approved 

subjective standards, state of mind, and seen behavioral 

controls as variables affecting deliberate to return to work 

and discoveries explained that seen behavioral controls has 
no affect on deliberate whereas subjective standards and 

state of mind are considered critical in making deliberate. 

Kashif, Zarkada, and Ramayah (2018) consider demeanor, 

subjective standards (injunctive, expressive, and ethical), 

seen behavioral controls, and behavioral deliberate. In the 

interim, seen convenience, subjective standards, and state of 

mind must be considered whereas shopping online since 

these components have a critical impact on buy deliberate 

(Singh & Srivastava, 2018). Above-mentioned considers 

appear that seen convenience, seen ease of utilize, subjective 

standards, demeanor, and PBC has uncertain comes about. 
Thus, there's a ought to consider encourage these variables 

with buy deliberate. 

 

 
Fig.1. Agreeing to a Well Known Overview, it has been 

Watched that 58% of Individuals Expressed that the Ability 

to Shop 24/7 has been One of the Best Reasons for Moving 
towards Online Shopping. 

 

Literature reveals that consumer intention is not a 

single predictor that fully explains consumer behavior and 

suggests that use some other constructs between intentions 

to behavior to strengthen this relationship (Armitage & 

Conner, 2001; Hagger, Chatzisarantis, & Biddle, 2002). 

Harris and Hagger (2007) stated that there might be a person 

that has high intention to purchase something by using 

internet but he/she fails to perform transaction. In addition, a 

meta-analysis on hypothesis of arranged behavior (TPB) 
was conducted by McEachan, Conner, Taylor and Lawton 

(2011). Mata-analysis reveals that correlation between 

intention and behavior usually quite substantial can change 

significantly. Moreover, this meta-analysis concludes that 

there is a need to use a moderating variable between 

intention and behavior because with the passage of time, 

intervening constructs increases that can alter the people’s 

behavior, change attitude, perception of control or subjective 

norms, and normative or control beliefs. Hence, generate the 

revised intentions. This type of change will tend to decrease 

the predictive validity of intentions that were evaluated 

before that alteration. This study attempts to used trust and 

https://doi.org/10.38124/ijisrt/IJISRT24MAR1748
http://www.ijisrt.com/


Volume 9, Issue 3, March – 2024                                             International Journal of Innovative Science and Research Technology 

ISSN No:-2456-2165                                                                                              https://doi.org/10.38124/ijisrt/IJISRT24MAR1748 

 

 

IJISRT24MAR1748                                                          www.ijisrt.com                   2737 

commitment as a moderating variable between consumer 

purchase intention and online shopping behavior because 
these moderator can change the relationship between 

intentions to behavior. As in Pakistan, consumers have a 

lack of trust in online shopping and purchase 

conventionally. The result of this is that only 3% of people 

in Pakistan purchase online and the remaining 97% purchase 

traditionally. Moreover, the more committed person that has 

intention can perform an actual transaction. Thus, to achieve 

the major research objectives of current research, below sub-

objectives are given: 

 

 To Decide the Impact of TAM (Seen Value and Seen 
Ease of Utilize) Determinants on Buyer Buy Deliberate. 

The affect of TAM determinants (seen esteem and seen 

ease of utilize) on buyer buy purposeful is inspected in 

different papers. In another think about, Andrina et al. 

discover that seen ease of utilize altogether impacts 

demeanor towards e-commerce and deliberate to buy, 

whereas seen value as it were influences state of mind 

towards e-commerce Aisyah et al. discover that seen ease of 

utilize solidifies a positive influence on seen consolation, 

which in turn impacts state of judgment skills towards online 

shopping and ponder to shop online . At long last, Kaihatu 

finds that seen ease of utilize and seen chance don't 
essentially influence intrigued in utilizing Pay afterward, 

whereas seen convenience, security, and believe have a 

noteworthy affect.      

 

 To Decide the Impact of TPB (Subjective Standards, 

State of Mind, and Seen Behavioral Control) 

Determinants on Customer Buy Purposeful 

The affect of TPB determinants (subjective standards, 

demeanors, and seen behavioral control) on client buy 

deliberate has been explored in a few ponders. Jatinder Kaur 

and Meenu A. Gupta found that green awareness and body 
picture mindfulness emphatically impact demeanors towards 

getting green individual care items (PCP) . So also, Norlina 

Mohamed Noor et al. found that subjective standards and 

seen behavioral control have an impact on consumers' buy 

deliberate of online items . Moreover, Sher Kamal Khan and 

Sobia Jamil found that TPB and TAM models have a 

noteworthy and advantageous impact on buyer buy 

deliberate, and Sen's capability hypothesis essentially 

impacts client online shopping behavior . These ponders 

propose that TPB determinants play a part in forming client 

buy purposeful, whether it is for green individual care items 
or online items.   

 

 To Decide the Interceding Impact of Shopper Buy 

Purposeful in Online Shopping Behavior. 

The affect of customer purchase deliberate in online 

shopping behavior is affected by different components. 

These variables incorporate advancements made by e-

business companies, speed and comfort of online exchanges, 

moo taken a toll, and the by and large showcasing blend . 

Also, customer certainty and believe within the security of 

e-business too play a noteworthy part in deciding online 

shopping behavior . The Hypothesis of Arranged Behavior 
(TPB) recommends that components such as seen behavioral 

control, subjective standard, and state of mind can impact 

one's purposeful to shop online, which in turn influences 

their online shopping behavior . Besides, the UTAUT show 
highlights the significance of execution hope, exertion 

anticipation, and social impact in forming behavioral 

purposeful in online shopping . It is additionally vital to 

consider the affect of decision-making information and 

personalized proposals in progressing recommender 

frameworks for online shopping . In general, variables such 

as online notice, openness, unwavering quality, comfort, and 

security and protection too impact online shopping choices .  

 

 To Decide the Directing Part of Believe and 

Commitment Between Customer Buy Deliberate and 
Online Shopping Behavior. 

The variables that impact client convictions and 

commitment in online shopping behavior have been 

considered broadly. A few determinants have been 

recognized, counting usefulness, ease of use, believe, and 

commitment . These components have been found to have a 

critical positive affect on client dependability and buy 

deliberate . Believe has been distinguished as a key arbiter 

between usefulness, ease of use, and dependability . 

Moreover, common values between shopping stages and 

online shoppers, such as common believe and commitment 

compliance, have been found to emphatically affect believe 
and commitment . The secrecy of buyer data, moral values, 

precise data divulgence, and problem-solving demeanor 

have moreover been distinguished as imperative variables in 

building believe and commitment . In general, these 

discoveries recommend that components such as usefulness, 

ease of use, believe, and commitment play a vital part in 

forming client convictions and commitment in online 

shopping behavior. 

 

 
Fig.2. Subsequently, this Consider Contributed to the Body 

of Information by Combining Two Hypotheses TAM and 

TPB and Looks at their Impact on Customer Buy 

Purposeful. Besides, two Mediators were (Believe, 

Commitment) Presented in this Consider. 
 

II. RESEARCH OBJECTIVES 

 

Research study on consumer perceptions of online 

shopping has set important objectives as follows: 

 To study the personal factors of consumers that have a 

relationship with the decision to purchase products. 
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Through the online shopping channel of online 

consumers in Bangkok. 

 To study the marketing mix of consumers  that have a 

relationship with the decision to purchase products 

online of online consumers in Bangkok. 

 To study consumer perceptions that have a relationship 

with the decision to purchase products through Online 

shopping channels of online consumers in Bangkok. 

 

III. RESEARCH METHODOLOGY 

 

The researcher has formulated a conceptual framework 

from the synthesis of concepts, theories, and research related 
to the researcher therefore conducted a study. The consumer 

perceptions that have a relationship with the decision to 

purchase products through Online shopping channels of 

online consumers in Bangkok Population and sample Data 

were collected from a group of 500 consumers who 

purchased products through online channels in Bangkok., 

Data collection tools/methods The tools used in the research 
are Questionnaire by collecting data from consumers' 

perceptions of online shopping. of online consumers in 

Bangkok by method and using questionnaires as 

(Questionnaire) through online channels consisting of 

Consumer perception of online shopping consists of 

exposure, intention to perceive, and understanding of 

consumers towards online shopping in Bangkok. 

showcasing blend comprising of cost, dispersion channels 

Promoting advancement In terms of clear measurements 

items, the measurements utilized are recurrence 

(Recurrence), rate (Rate), cruel (Cruel) and standard 
deviation (Standard Deviation). Reference measurements 

examination. The insights utilized are t tests (Autonomous 

Tests). t-test), One-Way Investigation of Fluctuation 

(ANOVA), Relationship Examination, and Stepwise 

Different Relapse Investigation.  

 

IV. RESULTS 

 

 Summary Table of Research Hypothesis Testing Results 

 

Table 1.Research Hypothesis Testing Results. 

Hypothesis Research Influence Accept/Reject 

Hypothesis 1 (H1) Consumer perception of online shopping Consisting of exposure, intention 
to perceive, and understanding of consumers towards online shopping. In Bangkok Affects the 

decision to purchase products through the channel Online in Bangkok 

DE=0.16* Accept 

Hypothesis 2 (H2) The marketing mix consists of price and distribution channels. Marketing 

promotion Product side of consumers towards online shopping In Bangkok Affects the decision 

to purchase products through the channel Online in Bangkok 

DE=0.52*, 

IE=0.37* 
Accept 

 

The research results found that Hypothesis 1(H1) 

Consumer perception of online shopping Consisting of 

exposure, intention to perceive, and understanding of 

consumers towards online shopping. In Bangkok Affects the 

decision to purchase products through the channel Online in 

Bangkok, DE=0.16**. . Accept the research hypothesis. and 

Hypothesis 2 (H2) The marketing mix consists of price and 
distribution channels. Marketing promotion Product side of 

consumers towards online shopping In Bangkok Affects the 

decision to purchase products through the channel Online in 

Bangkok DE=0.52*,IE=0.37*.Accept the research 

hypothesis. Accept the research hypothesis. Consumers 

Discernment on Online Shopping exposure, intention to 

perceive, and understanding of consumers towards online 

shopping price and distribution channels. Marketing 

promotion Product Affects the decision to purchase products 

through the channel Online in Bangkok. Statistically 

significant. 
 

V. DISCUSSION 

 

The results were discovered in this study. 

 Accept the research hypothesis. Consumer perception of 

online shopping Consisting of exposure, intention to 

perceive, and understanding of consumers towards 

online shopping. In Bangkok Affects the decision to 

purchase products through the channel Online in 

Bangkok. Statistically significant. 

 

 The marketing mix consists of price and distribution 

channels. Marketing promotion Product side of 

consumers towards online shopping In Bangkok Affects 

the decision to purchase products through the channel 

Online in Bangkok. 

 

VI. ACKNOWLEDGMENTS 
 

The Leadership style and practitioner motivation. 

Hypothesis 1(H1) Consumer perception of online shopping 

Consisting of exposure, intention to perceive, and 

understanding of consumers towards online shopping. In 

Bangkok Affects the decision to purchase products through 

the channel Online in Bangkok, DE=0.16**. Accept the 

research hypothesis. and Hypothesis 2 (H2) The marketing 

mix consists of price and distribution channels. Marketing 

promotion Product side of consumers towards online 

shopping In Bangkok Affects the decision to purchase 
products through the channel Online in Bangkok 

DE=0.52*,IE=0.37*Accept. 

 

VII. CONCLUSION 

 

Consumers Discernment on Online Shopping 

exposure, intention to perceive, and understanding of 

consumers towards online shopping price and distribution 

channels. Marketing promotion Product Affects the decision 

to purchase products through the channel Online in 

Bangkok. Statistically significant. 
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