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Abstract

The purpose of this research are to study Factors influencing Chinese
consumer’decision toward social media platforms for shopping a case study of WeChat. The
independent variables are attitude, trust, and marketing mix. The dependent variables are is
goods purchasing decision via social media (WeChat). The statistical analysis methods are

percentage, mean, standard deviation, and multiple regressions. The results show that most
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of the respondents are male ,age between 20-30 years old.Their highest education is
undergraduate degree. The frequency of goods purchasing is 1-3 times a week. Most of them
buy food or snacks.The overall of mean of attitude,trust, and marketing mix level is at high
level. Hypothesis testing result found that the evaluation of influence between variables

attitude, trust and marketing mix with statistical significance 0.05 level.
Keywords: Attitude, Trust, Marketing mix, Decision Buying, WeChat
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