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THE LIFESTYLE, TRUST AND ONLINE MARKETING MIX THAT INFLUENCE THE
PURCHASE INTENTION OF FASHION CLOTHING THROUGH SHOPEE LIVE
STREAMING IN CHIANG MAI PROVINCE

1% . .
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Pusanisa Thechatakerng *

Abstract

This research aims to study the lifestyle patterns, trust, and online marketing mix
that affect the purchase intention of women'’s fashion clothes via Shopee Live in Chiang
Mai province. This is a quantitative research study, with data collected from a sample of
400 women who have purchased fashion clothes through Shopee Live in Chiang Mai
province. The data was gathered using Google Forms with a purposive sampling method.
The statistical analysis used in this study includes frequency distribution, percentage,
mean, and hypothesis testing using multiple linear regression analysis with the stepwise
method.

The hypothesis testing results showed that lifestyle patterns, including activities,
interests, and opinions, which differ, have an impact on the purchase intention of fashion
clothes via Shopee Live in Chiang Mai. Trust in communication, attentiveness and giving,
convenience, and conflict resolution also have an impact on purchase intention.
Additionally, the online marketing mix, including product, price, and personalized service,
which differ, also affects the purchase intention to buy fashion clothes via Shopee Live in
Chiang Mai However, distribution channels, promotion, and privacy protection did not have
any significant impact on the purchase intention

Keywords : Lifestyle Patterns, Online Marketing Mix, Purchase Intention, Shopee Live, Trust
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