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ABSTRACT

This research aims to study the factors affecting the competitive advantage of online clothing stores and to
study the relationship between factors affecting the competitive advantage of online clothing stores, A
questionnaire was used to collect data from 400 online clothing store operators using a specific sampling method
and the tool used for data collection was a 5-level estimation questionnaire. Statistics used in data analysis
including descriptive statistics and inferential statistics Test hypothesis with multiple regression analysis. The results
of the research found that Most of the store operators have a business operation for a period of 1-2 years,
representing 63.45%, monthly income of the business 20,000 - 29,999 baht, 61.39%. Creating a competitive
advantage of the online clothing store is at a high level. The highest average is Strategy for differentiation followed
by cost strategy and focus strategies, respectively. The terms of marketing mix factors There is a direct correlation
with the creation of competitive advantage by 74.5% (R2=0.745), with factors affecting the creation of competitive
advantage of online clothing stores, such as products, prices, and marketing promotions, respectively.
Keywords: competitive advantage: online clothing store: marketing mix factors
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