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ABSTRACT

The objectives of this research were (1) to study personal factors in decision making for
online shopping of consumers in Samut Prakan Province, (2) to study the marketing mix factors
(4P's) that affect the decision to buy online products of consumers in Samut Prakan Province and
(3) to study the decision to buy online products of consumers in Samut Prakan Province. Data were
collected from a sample of 400 people. Statistics used in data analysis were frequency distribution,
percentage value. Mean, standard deviation and hypothesis testing using inferential statistics Chi-
Square.

The results of the study of personal factors of consumers in Samut Prakan were gender, age,
occupation, and average monthly income of the respondents. It was found that 249 online shoppers
in Samut Prakan were female. (62.25 percent), most of them were 41 years old and over, amounting
to 184 people (46.00 percent), most of them are private employees of 189 people (47.25 percent),
most of them had an average monthly income higher than 30,000 baht, totaling 155 people (8.75
percent). The results of the study of marketing mix factors (4P's) that affect the decision to buy online
products of consumers in Samut Prakan province found that the level of opinions of online consumers
in Samut Prakan Province toward the overall 4Ps marketing mix was at a high level with an average
of 4.36. When considering each side, it was found that the distribution channels had the highest
average, followed by the price, product side, marketing promotion side respectively. Results of the
decision to buy online products of consumers in Samut Prakan Province found that the opinions of
consumers in Samut Prakan Province towards the decision to buy online products in general were

at a high level. At each aspect, it was found that problem awareness and need were the highest



averages, followed by alternative assessment, purchase decision, information seeking and post-

purchase behavior, respectively.
Keywords: marketing mix factors, decision, products online
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