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Tom tit:
ghién ciru danh gid cdc yéu to tac déng dén quyét dinh mua san pham trén
Nsdn thwong mai dién ti Shopee cua sinh vién dudi tac dong cua Covid-19.
Tac gia da sw dung nghién cuu dinh lwong voi 246 sinh vién da tung mua
san phdam tai Shopee théng qua phiéu khdo sat. Két qua phan tich mé hinh héi quy cho
thdy c6 4 thanh phan tdc dong dén quyét dinh mua hang truee tuyén ciia sinh vién trén san
thwong mai dién tir Shopee theo thir tw giam dan nhie sau: Gid ca san pham (GCSP) ¢é
tac déng manh nhat (B1 = 0,271), tiép theo la bién Chdt hrong san pham (CLSP) (2 =
0,251), tiép dén la Chat heong dich vu (CLDV) (B4 = 0,227), cudi ciing la Riii ro (RR) (85
=0, I 49). Nhue vdy, xiic tién thwong mai khong cé tac déng dén quyét dmh mua hang truc
tuyen cua sznh vién. Véi két qua nghlen cibu trén, tac gia d dwa ra mot s6 ham y quan tri
dé tang quyét dinh mua san pham cia sinh vién trén san thwong mai dién tir.
Tir khéa: Quyét dinh mua hang, truc tuyén, sinh vién, san thwong mai di¢n tir,
Shopee.

Abstract:

The primary purpose of the study is to investigate the factors affecting buying
decision of undergraduates of Shopee ecommerce platform during Covid-19 pandemic.
This study used quantitative research to conduct this research. Quantitative research
was carried out with 246 students who have ever purchased products at Shopee through
a survey to evaluate the opinion of the scale and assess the suitability of the research
model. The results of the regression model analysis show that there are four components
affecting the online purchase decision of students on the Shopee e-commerce platform in
descending order as follows: Product price (GCSP) is the strongest factor (f1 = 0.271),
followed by Product Quality (CLSP) (2 = 0.251), followed by Service Quality (CLDYV)
(P4 = 0.227), and finally, Risk (RR) (5 = 0.149). On the other hand, trade promotion
has no significant effect to the buying decision. With the research results, the author has
given some administrative implications to increase undergraduates’s decision to buy
products on the Shopee e-commerce platform. In addition, the research also gives some
limitations of the topic and suggest directions for future research.

Keywords: Buying decision, online, students, ecommerce platdorm, Shopee.

96 PHAT TRIEN & HQI NHAP S6 64 (74) - Thang 05 - 06/2022




