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FACTORS AFFECTING ONLINE SHOPPING DECISION OF CONSUMERS IN

DEPARTMENT OF COMMUNITY DEVELOPMENT MINISTRY OF INTERIOR
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Abstract
The purpose of this study is to study the factors affecting consumers' decision online
buying products of the Department of Community Development Ministry of Interior.

A quantitative research with 400 samples. Questionnaires was used as a tool for data
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collection with statistics data analysis percentage, mean and standard deviation. One-way
ANOVA and pairwise variance were tested and also Multiple Regression Analysis. The
study found that the factors affecting the decision of online buying products in the
Department of Community Development, Ministry of Interior showed no difference even
there were difference in age, gender and occupation. While those with different education
levels and monthly incomes affected online shopping decisions. The results of online
marketing mix revealed that factors affecting the decision to buy online products in terms of
sales promotion, distribution channels, price, privacy protection, personal services and

products affected the decision to buy products online.
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