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Marketing Mix Factors Affecting the Consumer Decision
Making to Purchase Products from the Online Channels
in the Era of New Normal after COVID-19 Pandemic.
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Abstract

This study was quantitative research aimed to (1) find out the Marketing Mix factors
affecting the consumer’s decision making to purchase products from the online channels at
present. (2) To examine the level of the consumer’s decision making to purchase products
from the online channels. (3) to make a comparison between personal factors and consumer’s
decision making (4) to explore the relationship between Marketing Mix and consumer’s
decision making and (5) to find out the Marketing Mix factors that influence consumer’s
decision making to purchase products from the online channels. The samples used in the
research were 407 consumers living in Bangkok who previously purchased goods and services
online. the tool used in this research was the set of the online questionnaire; the collected
data was analyzed by using the statistics of frequency, mean, percentage, standard deviation,
one-sample t-Test, one-way ANOVA, Pearson Correlation Coefficient, and Linear regression by

a software package used for statistical analysis.

Based on the findings, it was concluded that (1) Place factor had the highest level of
opinion on consumer’s decision making to purchase products from the online channels,
followed by Promotion factor, Price factor, and Product factor respectively. (2) The buying
decision process at the stage of Information Search had the highest level of opinion on
consumer’s decision making to purchase products from the online channels, followed by
Purchase decision, Alternative evaluation, Post-purchase evaluation, and Problem recognition
respectively. (3) Consumer’s sex, occupation, and income had different decision making to
purchase products from online channels. But on the other hand, the age and education level
of consumers have different purchasing decisions. (4) Marketing Mix factors correlate with the
consumer’s decision making to purchase products from the online channels with statistical
significance at 0.01. And (5) Marketing Mix factors influence consumer’s decision making to

purchase products from the online channels with statistical significance at 0.01

Keywords : Marketing Mix, Buying decision process, Online shopping
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