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ABSTRACT

The objective of this research were 1) to study the level of online shopping decision-making. 2) to study
the factors of marketing mix influencing the decision to go for online shopping among people in Lom Sak district,
Phetchabun province. 3) to study the demographic differences that influence online shopping decisions. The scope
of the research and the sample were the people in Lom Sak district, Phetchabun province who were involved in
online shopping consisted of 405 people. The researcher used the questionnaire as a tool for the data collection. The
retention period started in February until May 2021. The research hypothesis covered factors of 4Ps marketing mix,
consisting of product factors, price factor, distribution channel factors and marketing promotion factors. It also
covered the demographic factors including gender, age, education level, occupation and monthly income.

The results of the research were as follows: Most of the online shoppers were female and were aged
between 21-30 years. Most of them had bachelor's degrees and had occupation as employees or worked as
company employees while the income was between 10,001 - 20,000 baht per month. Overall, they had the
highest level of opinion on the marketing mix factors with a focus on marketing mix factors in distribution
channels the most. Followed by the factor of price, factor of product and factors of marketing promotion
stood at the last and had the highest level of opinion on the online shopping decisions. They paid more
attention to the online shopping decisions in post- purchase behavior, followed by demand awareness,
alternative assessment, finding information and the process of purchasing decisions being the last of them.

For the research hypothesis testing for different demographic factors of the people in the district of
Lom Sak district, Phetchabun province, ie gender, age, education level, occupation and monthly income had
different levels of online purchasing decisions for people in the district of Lom Sak district, Phetchabun
province. They were different in terms of decisions to buy through online platform. The age, education
level, occupation and monthly income were different. There were no difference in decisions to buy online
and hypothesis testing of research on marketing mix factors. that affects the decision to buy online of the
people in Lom Sak district, Phetchabun province found that the marketing mix factor in terms of the
promotion affected the decision of online shopping for people in Lom Sak district, Phetchabun province the

most, followed by product prices, products and distribution channels, respectively.
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