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The Marketing Mix influences the decision of people living in Songkhla

to purchase Thai Lottery online during the Covid-19 period.
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ABSTRACT

The research objective is to investigate the various demographic characteristics
and marketing mix factors influencing people in Songkhla's decision to purchase Thai
Lottery online during the Covid-19 period. A sample of 400 people living in Songkhla is
chosen for quantitative research, and a questionnaire is used as a research instrument
in this study. The data is analyzed with statistical packages such as frequency,
percentage, average, and standard deviation. The independent sample t-test is used to
compare the difference between the averages of two independent sample groups.
Furthermore, One-Way ANOVA is used to compare the differences in the average of
more than two sample groups.

According to the study of 400 participants, the majority of them are females
between the ages of 31 - 40, have a bachelor's degree, and work in a private company
with an average monthly revenue of 20,001 - 30,000 Bath. The study result on the
marketing mix affecting the behavior of people living in Songkhla to purchase Thai
Lottery online during the Covid-19 situation shows that individuals pay close attention to
it. When each item is considered, the highest average is discovered to be product,

channel of place, physical , process, price, promotion, and people, respectively. The



study of the factors affecting the decision of such people also appears that they also
pay close attention to it. When each factor is taken into account, the highest average
factor is evaluation of alternatives , purchasing decision, post purchases behavior ,
problem recognition, and information research, respectively. The study results of
demographic characteristics of consumers ranging in age, income, education, and
occupation appear that such disparate factors influence Songkhla residents' decision to
purchase Thai Lottery online during the Covid-19 situation. Each factor has a
statistically significant difference at the 0.05 level. The study shows that different
genders influence the decision to purchase Thai Lottery in different ways. According to
the research results of the marketing mix factor, there are 5 factors out of 7 that are
statistically significant at the 0.05 level, namely physical , place, product, process, and
promotion, in that order. Price and people, on the other hand, do not appear to
influence the decision of people living in Songkhla to purchase Thai Lottery online

during the Covid-19 situation.

Key word: Marketing Mix influences the decision of people to purchase Thai Lottery

online during the Covid-19 period.
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