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ABSTRACT

The objective of this research was to study the overview of factors affecting the choice of buying pet food
through the Shopee application. The data was collected using a questionnaire from a sample group of 400
people. is a group of people who used to buy pet food only through the Shopee application, based on multiple
regression analysis. The results of the study showed that Demographic factors, occupation, average income
and The number of pets This affects the average monthly expenditure of pet food purchases through the
Shopee application.behavioral factors The frequency of buying pet food Affecting the average monthly
expenditure of pet food purchases through the Shopee application and Marketing mix factors. product side
distribution channels Affecting the average monthly expenses of buying pet food through the Shopee application
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LaWWALATY Shopee danutinidadia 422 0.581 mnﬁq@ 1
ﬁ‘u’%midaﬁuﬁﬂﬁmamqunnﬁuﬁ 4.30 0.580 mnﬁq@ 1

P a & A . i o Aa o o A '
M1319N 2 NI Lﬂi']ﬁi‘lﬁﬂ'ﬁﬂ@ﬂaﬂLﬁﬂWTﬁﬂm (Multiple Regression) mﬂdﬂ"ﬂ"ﬂ Uﬂuwﬂﬂaﬂ'ﬂ,”ﬂ"ﬂ"lULQQHI%LL@]Q$

LA AUVBINITONPNTHATLALINNULANNELATY Shopee

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std.Error Beta

Constant 814.895 732.423 1.113 .267

OCC_2 -386.985 134.992 -.129 -2.867 .004*

OCC_4 786.790 155.779 224 5.051 .000*

AVR_INC 492.121 177.863 126 2.767 .006*
HM 368.580 47.709 .345 7.726 .000*
FREQ 116.384 29.582 .163 3.934 .000*
PD -405.396 177.697 -.167 -2.281 .023*
PL 469.990 177.141 191 2.653 .008*

o

Wineme: * nnoiiiltiodAyneaianzauanuiaduiasas 95 (p<.05)
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R R Square Adjusted R Square Std. Error of the Estimate

.6322 .399 371 928.435
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