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Marketing Factors Affecting the Purchasing Decisions of Consumers via Online Appli-

cations in Phetchaburi Province
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Abstract

The purpose of this research is to study marketing factors affecting the purchasing
decisions of consumers via online applications in Phetchaburi province. Questionnaires were
implemented to collect data from 400 samples who were users in Phetchaburi. The data
was analyzed by multiple regression analysis. The result shows marketing factors that affect
the purchasing decision behavior via online application consist of product, price, place, that
personnel, process and physical evidence. On the other hand, promotion does not affect
the behavior of decision-making to buy products via online applications of consumers in

Phetchaburi province

Keywords: Marketing factors, Purchase decision, Online application
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Kotler (1997, p. 92) ldinan i1 drusiaumisnisnana (Marketing Mix) wiaingfiasaunys vise
indasileviesnisnaniiannsaniuasilduisninastsnldsuiuiensuaussanufivnelauas
audiosnisvesgnandilunguidiming udidudaudsvaumansaaaasdifisud 4 duszney
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uAna (People) dnwagnanen1w (Physical Evidence) wasn3suiunis (Process) vieliiaenndes
foLLmﬁmﬁﬁwﬁzqummamaﬁﬂmﬂmLawwa&m?jaﬁ’uqiﬁﬁmwé’mmﬁﬁmi IGRERTICT
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Wiy 400 au wazldiEnisidendietawuulanizlangas (Purposive Sampling) e nauAullAg
FaFudeumasennaiaduosulalvintu
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Wunuvanesidrulssanae (Rating Scale) 3edpstameaaeunuieiuresuuuasun Tagld
32%Usyaviiueanives Cronbach (Cronbach’s Alpha) leeldlusunsududagy SPss Tums
UsumamaLmuuwaunmmmﬂwﬂiaLmLSUﬂauuﬂﬂlsﬁummumummama (?ﬁﬁﬁ’a NI,
2555) AerannsnagauAmILdesiuYiNAU 0.754 wandliiuiuuuaeunuiimnidede

NAN15IY

L

dwit 1 Jayadnyararnluvaspeuluudouny wugneuuuudeunuduluaiug

U
1

e Amdudesar 62.3 flergsewing 20-30 ¥ Anlufesay 603 sedun1sRnwINSAny danilug
fszsunsineSaaed andludesay 61.8 fordwidniSew/dndnw Anufesas 69.0 fisela
feldau sna 15,000 um Antduiesay 67.8

dauil 2 Guamawqmnﬁumimau‘i,waamwmummawwamauuaaulau WUIINABY
quaaummmui‘wm iézsLLawwamfvu Shopee Tumsidendedudn Andudesay 34.3 Sarwdlunis
Sodud sy 2-3 adt Andufesay 345 Ussinndudinssedinilngduderin/iniasudsnie
Aodudesas 53.0 Lazsnuiulunsteaudlaemds dinin 1,000 v Andudesay 53.5

dd 3 LLuuaaumaJLﬁmﬁ’uﬁﬁamamammmﬁéama&iawgaﬂimmiﬁ@ﬁﬂﬁa%uﬁﬂmu
yanenndiaduesulay wseenidu 7 fu leun dundados fdamasdansinauladodudsiu
mawenndiaduseulad etflusssiudiiusiaenn (Mean = 4.1565 uag S.0. = 0.52811) Fugen 7
dmasenissadulagedudriumauenniinduseulay eglussduiiudiennn (Mean = 4.1619
waz SD. = 0.58641) FUIDINNITIATINUNY Fdsmanonisiaduladeduirumanenwdind
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Fdwasemasadulatedudshumenwiindussulat eglussiuifiufeinn (Mean = 4.0725
wag S.D. = 0.63983) A1UUAAD wawamamamauiwaaummumaLLa‘wwam%uaauLau aglu
seduLiugaean (Mean = 4.0683 uag S.D. = 0.63614) MUNTEUIUNTT fasmanensdinailate
Audrvnawewndindueelad agj’luimumumamm (Mean = 4.1258 waz S.D. = 0.62439)
Fufnwamamenn fidwasensiadilateaudumaewndiedueeulall eglusydui
#gan (Mean = 4.1942 uag S.D. = 0.62423)
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AT 1 uanwansiaTsdnssuunisanaeeidmyves Jadememsnaiaidmase
waAnssunsfaauladedudsiumuenndindueeulataesfuilanluniminmysy

wraIANURUSUTIU Sum of df Mean Square F Sig.
Squares
nsannay (Regression) 49.700 7 7.100 42,127 0.000
dfivde (Residual) 66.067 392 0.169
34 115766 399

PMNMIIATEETNT 1 WU ﬂfﬂé’]’amqmwmmﬁdamaeia‘wqaﬂsimmié’mau%%aauﬁw
numanenndindusalavvedfuslaaluadur iy’ ntvun 7 du Useneudne
ARSI FIUTIAN FUNITANESHINITNY FUYARA FUNTEUINNNT LaEMUANYIENINIEAN
Soldmsieseinis

dwadonisnndulaveduithunisenndiedy  YenauwuUdaUA

annesLdany (Multiple Regression) AiszAuilsdnAsy 0.05 Feusinglusnsnei 2

A5 2 wanmanTinssiadenemsnaiaiidwanenginssunsfadulatedumiiunis

wenndinduseulad ngldnalinseinsonneuidany

fuuswensal Fans B Std. Error Beta t Sig.
Constant 1.074 0.198 5.420 0.000
sundadad X, 0.174 0.055 0170 | 3.164 0.002
AuUTIeN X, 0.153 0.050 0.166 3.027 0.003
fudesmensind g X, 0.157 0.054 0.151 2.934 0.004
AuUNTALETINIVIY X -0.004 0.041 -0.005 -0.095 0.925
MUUAAD X, 0.087 0.045 0.103 1.941 0.053
AMUNTEUIUNT X 0.076 0.045 0.088 1.680 0.094
UGN BTN X, 0.130 0.051 0.150 2.534 0.012

R=0.655, R Square=0.429, Adjusted R Square=0.419, Std. Error of the Estimate=0.41053
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FaauladeaudWiumaenniindussulavesfuilan annisuaasmanisilassinisanase
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