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Abstract

This research aims to study 1) the trust in online shopping of different gemeration.2) the
behavior of online shopping of different generation. The sample used in this study was person
living in Bangkok. The 400 questionnaire was used as a tool to collect data. After that, the statistics
used in the analysis were frequency, percentage, mean and standard deviation. Chi-Square, T-
Test, and ANOVA were used to test the hypothesis.

The study indicated that most respondents are Gen Y and Gen Z, Gen Y and Gen Z have
the most trust and behavior in online shopping. Generally, the frequency of online shopping is 2-3
times a week. The four generations of channel buying are different, with Gen Y and Gen Z like
shopping online through the application channel. Gen Baby and Gen X are popular website and
social media channels .Those four generations have trust and behavior in online shopping. Mostly
online shopping buy and use it own for convenience and save time buying.

The statistical analysis of the trust and behavior of online shopping for each generation
reliability at 95% found that each generation had different individual factors to significance of trust

and behavior in online shopping, especially Gen Y and Gen Z, were found to be at the high level
()_(= 3.96). Consumers have a high level of trust in almost every aspect. On the side, the highest

level of trust was price (X = 3.99) in marketing mix (4P) That is, product, pricing, place and
promotion.

Keywords: Trust, Behavioral, Shopping online, generation
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