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The Impact of 7Ps Marketing Mix Factors on E-commerce
Purchase Intention among Consumers in Nakhon Si Thammarat
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ABSTRACT

This study aimed to examine the effects of the 7Ps marketing mix factors on
consumers’ purchase intention in Nakhon Si Thammarat Province. The sample consisted of
400 consumers residing in Nakhon Si Thammarat who had made at least one e-commerce
purchase within the past six months. Data were analyzed using descriptive and inferential
statistical methods through a statistical software package. The results revealed that the
majority of respondents were female, aged between 40 and 49 years, had an educational
level below a bachelor's degree, were government officers or state enterprise employees,
and had an average monthly income ranging from 10,001 to 20,000 baht. Most
respondents reported purchasing e-commerce products one to two times per month.
Overall perceptions toward all seven dimensions of the marketing mix were at a high level,
particularly the place (distribution) dimension. In addition, the overall level of consumers’
purchase intention was high. Most consumers perceived that online shopping helped save
time and costs and enabled easier access to a wide variety of products. Furthermore, the
results of hypothesis testing indicated that among the 7Ps marketing mix factors, the
process dimension had the greatest explanatory power for consumers’ purchase intention in
Nakhon Si Thammarat Province. This finding suggests that purchase intention is strongly
influenced by uncomplicated ordering procedures, secure payment systems, and effective
order notification and confirmation. The findings of this study contribute to the body of
knowledge regarding factors influencing consumers’ purchase intention in Nakhon Si
Thammarat Province. The results can be applied to the planning and development of e-
commerce in both the private and public sectors and may assist entrepreneurs in

formulating more effective and targeted marketing strategies.
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ﬂqi‘@'\‘il@?ﬂﬂ’]ﬁ‘m@ﬁﬂ (Promotion)
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NHA: E. Jerome McCarthy (1960)
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uaanT (People)

AITLIRATIAUSNNT (Process)

AN ULINENIW (Physical Evidence)

ANNAGLATD (Purchase Intention)
- YIAUAR (Attitude)
A o
- AANULEANU (Trust)
- AMUNAzAIN (Perceived ease of use)
- 1gzleemd (Perceived usefulness)
- AHLALN (Perceived risk)

- NNIARBEANNNGNEINRY (Subjective
norm)
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