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ABSTRACT

The aim of the research is on the Factors of online marketing mix that affect purchasing decisions
Through online systems for consumers in Chiang Mai To study the personal factors that affect the online
shopping decision process of consumers in Chiang Mai Province (2) To study the marketing mix factors
affecting the online shopping decision process of consumers in Chiang Mai Province The sample group
used in this study is a population of 400 people who have bought products online using random sampling
without probability. Nonprobability Sampling and Purposive Sampling Data collection is a questionnaire
about online marketing mix factors affecting consumers' online shopping decisions.

The results of the research showed that

1. The majority of the sample are 208 female (52.00%) aged between 31-40 years old, 161 people
(40.30%), bachelor degree graduates, 265 people (66.30%) are employed as employees. 120 private
companies (30.00%) have a monthly income of 15,001 - 25,000 baht, 137 people (34.33%) and use smart
phones to order products online, 361 people (90.30%) through the channel E Marketplace, such as Lazada,
Shoppee, 136 people (34.00%) have Frequency of ordering once a month for 201 people (50.20 percent)

and ordering products with prices from 501 to 1,000 baht for 191 people (47.80 percent).

2. Online marketing mix factors affecting consumers' online shopping decisions in Chiang Mai

province as a whole, at the highest level (x = 4.23) and when considered in each aspect, it is found that

they are at a high level most

3. Consumers' purchasing decisions via online system in Chiang Mai Province Overall and each
aspect is at a high level.

4. People in Chiang Mai province with different gender, age, education level, occupation, and
income. There are different opinions on online shopping decisions. And when considering each aspect
found that the awareness of needs Alternative assessment Buying decision And behavioral behavior after
purchase Of people in Chiang Mai There are differences in decision making on online shopping with
statistical significance at the level of .01 except for the search for information. There is no difference.

5. The relationship between online marketing mix factors affecting the online shopping decisions
of consumers in Chiang Mai Found that the online marketing mix factors affect the decision to buy
products online via People in Chiang Mai Overall there is a high level of positive correlation with

statistical significance at the .01 level.



6. Stepwise Multiple Regression Analysis. Factors of online marketing mix that affect purchasing
decisions Through online systems for consumers in Chiang Mai Found that personal services
(Personalization) Promotion and price are important factors that affect online product decisions of

consumers in Chiang Mai (R2adj = 0.733).

Keyword : Marketing mix ,Decision Mix ,Online products
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