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Marketing Mix Factors (7Ps) Affecting Consumer Purchasing Behavior

through E-Commerce in Songkhla Province
ABSTRACT

This research is a quantitative study conducted using a questionnaire to collect data.
The data was gathered from a sample of 400 participants. Statistical methods used for data
analysis included percentage, mean, standard deviation, t-test (Independent Sample t-test),
one-way analysis of variance with F-test (One-Way ANOVA), Pearson's correlation coefficient

analysis, and multiple regression analysis.

The comparison of different personal factors—such as gender, age, education,
occupation, and income—on consumer purchasing behavior through E-Commerce in
Songkhla Province revealed that variations in personal factors did not significantly influence
purchasing behavior. In contrast, the analysis of the marketing mix factors (7Ps) showed a
significant effect on consumer purchasing behavior through E-Commerce in Songkhla
Province. Overall, the impact of the 7Ps was rated at the highest level. When considering
each factor individually, the aspects with the highest levels of agreement were ranked as
follows: Promotion Physical Evidence People Process Product Price Place (Distribution

Channels)
Keywords : Marketing Mix Factors and Consumer Behavior
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