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ABSTRACT

From the study of Marketing mix (4C's) factors affecting consumers' decision to
shop online via Facebook application during the COVID-19 crisis in Songkhla Province
have a purpose 1) To study demographic factors affecting consumers' decision to shop
online via Facebook application during the COVID-19 crisis in Songkhla Province. 2) To
study the factors of marketing mix (4C's) that affect consumers' decision to shop online
via Facebook application during the Covid-19 crisis in Songkhla Province.

The results of the research, personal factor analysis personal factors of the
respondents It was found that most of them were female, 21-30 years, with marital status.
education level have a Bachelor's degree, Monthly income 10,001 - 20,000 baht,
Occupation Civil servants / government officials the most. In terms of consumer demand
overall, it's at a moderate level. middle cost of consumers overall, it's at a moderate level.
convenience of purchase overall, it's at a high level. communication overall, it's at a high
level. The results of the demographic hypothesis testing revealed that sex, age, status,
educational level affects consumers' decision to shop online via facebook application
during the Covid-19 crisis in Songkhla. But monthly income, occupation, does not affect
the decision to shop online through the facebook application of consumers during the
Covid-19 crisis in Songkhla. statistically significant 0.05 level, and hypothesis testing
results 4C's Marketing Mix factors Influencing online shopping decisions. Through the
facebook application of consumers during the Covid-19 crisis in Songkhla, it was found
that the 4C's marketing mix factors affecting consumers' decision to shop online through
the facebook application. During the Covid-19 crisis in Songkhla including communication

consumer demand statistically significant 0.05 level.

Keywords: marketing mix, purchasing decision, online products, Facebook application,

Covid-19 crisis
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