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Environmental Marketing Factors Affecting Consumer Purchasing Decision
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Abstract

The objectives of this study were to study and to analyze the impact of market
environment factors on consumer purchasing decision in online shopping fashion
products. The analytical statistics were used multiple regression. The sample was 400
buyers who bought fashions product on online shopping by using purposive sampling.
The notable finding of the research showed the significant external factors affecting the
consumer purchasing decision in online shopping fashion products such as economic
family social cultural and the significant internal factors affecting the consumer
purchasing decision in online shopping fashion products such as motivation, personality
attitude and perception
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