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Abstract

The objectives of this research were to study (1) the elderly's purchasing behavior on
online platforms, (2) the elderly’s opinions towards the marketing mix on online platforms,
and (3) the differences between the elderly’s purchasing behavior and their opinions towards
the marketing mix of the elderly on online platforms. The population included the elderly
with experience in purchasing products on online platforms. 400 samples were selected from
the two online platforms: Shopee and Lazada. Questionnaires were used as a research tool.
The collected data were analyzed by percentage, mean, and standard deviation. The
hypothesis was tested by t-test and one-way ANOVA.

The statistically significant test results showed that different purchasing behaviors
affected the elderly’s opinions towards the marketing mix on online platforms at 0.05. The
respondents had the highest satisfaction with Ganoderma Lucidum products, products made
in Thailand, products with shipping services from the west, supplement products, the popular
intercity shipping company named Kerry, and promotional services provided by Shopee: 10%
discounts to purchase any item of which full price is less than 500 baht; free shipping and free
delivery for 99-baht minimum purchase; and buy 5 and get the 50-baht discount, and
promotional services provided by Lazada: 30% discount or more for any purchase that is over

1,000 baht.

Keywords: Elderly, Products, Online Platform, Purchasing Decision
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