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Abstract

The study aimed to 1) compare the online purchasing demand of the elders in
Songkhla Province classified according to personal factors and 2) understand the influences
of the pricing strategies, promotion, and trust that affected the online purchasing demands
of the elders in the province. The samples were 400 elders in Songkhla who have done
online shopping. The statistical tools used in the analysis were frequency, percentage, mean,
standard deviation, t-test, F-test with One-way ANOVA, and multiple linear regression.
The finding revealed that the samples who had different educational backgrounds, careers, monthly
incomes, and hobbies reflected different levels of online purchasing demands with the
statistical significance at .01 level. What is more, the trust factors in terms of convenience,
and sales promotion marketing factors, trust factors on caring and giving, and marketing
factors on pricing strategies influenced the online purchasing demands of the elders in

Songkhla Province with the influence level of 41.8%.
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16 (X = 3.00, S.D.= 0.92)

2) ngusendliazuuussduauddmesiiadonsduaiunmsvisrenisdedud i
Fosmneaulatvesgeengluiminawan lnenmsueglussdvuiunans (X = 3.16, S.D.= 0.87)
waziflofinnsandusiede nuin defifidadugean Ao msdaaiunisnesionisnEandedudi

AU NagnssIM ta:MsavlasuMsyIeRtonswacionUiooms 215a1sUNSE0  PAE]
Boaumwusoonvoaulatuovygoog luddKINdYaN UA 36 aUUN 4 (QaAU - SUDAU 2566)




(X = 3.50, S.D.= 0.80) 599931 Ao N1FAUETUNIIVIBMIENITAN TIAIEUAT (XX = 3.42, S.D.= 0.75)
nsdaasunsTefenisanTedlotedufnsuaun (X = 3.27, S.0.= 0.87) wagnsduasunis
yeshemslvvesuan (¥ = 2.90, S.0.= 1.00) drudeiiiirads san Ae nsduaiunisviesenis
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visonslawanuuiudesulat ( = 2.99, S.D.= 0.96) mudiudwnaed 3

Table 1 Mean, Standard Deviation and Priority score of Price Factors to the purchase of goods

through online channels of the elderly in Songkhla province

Marketing factors x S.D. Meaning Level

Price strategy

1. There is a clear product price. 4.05 0.58 Much 1
2. The price is suitable for the quality of the product.  3.84  0.62 Much 2
3. The price of the product is cheaper than buying through  3.83  0.62 Much 3

other methods or buying through other channels.
4. Shipping price is reasonable. 3.78 0.68 Much 4

5. Able to negotiate product prices with store ownerswho 3.00 0.92  Medium 5
sell products on online applications .
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Table 1 Mean, Standard Deviation and Priority score of Price Factors to the purchase of goods

through online channels of the elderly in Songkhla province (continue)

Marketing factors x S.D. Meaning Level
Total 3.70 0.68 Much
Sales promotion
1. Free Shipping Promotion 350 0.80 Much
2. Sales promotion through product discounts 342 0.75 Much

3. Sales promotion with discounts when buying in bulk ~ 3.27  0.87 Medium
4. Sales promotion by giving free gifts 290 1.00  Medium

o AW N -

5. Sales promotion by accumulating points for discounts ~ 2.73  0.93  Medium
on the next purchase.

Total 3.16 0.87 Medium
Overall 3.43 0.78 Much

Table 2 Mean, Standard Deviation and Priority score of Trust Factors to the purchase of goods

through online channels of the elderly in Songkhla province

Trust Factors X S.D. Meaning  Level
1. The aspect of making a Commitment 391 0.67 Much 1
2. The aspect of Convenience 3.84 0.65 Much 2
3. The aspect of Conflict Resolution 3.80 0.70 Much 3
4. The aspect of Communication 3.39 0.75 Medium a4
5. The aspect of Caring and Giving 3.30 0.75 Medium 5
Total 3.65 0.70 Much

Table 3 Mean, Standard Deviation and Level of demand to the purchase of goods through online

channels of the elderly in Songkhla province

Purchase demand through online channels X S.D. Meaning Level

1. Wish to purchase products through online channels 3.69  0.67 Much 1

2. Intend to continue to buy products through online 3.65 0.73 Much 2
channels in the future

3. There is a tendency to buy more and more products  3.59  0.74 Much 3
through online channels

N

4. Online shopping is a routine thing 332  0.79 Medium
5. They tend to make unplanned purchases when they 299  0.96 Medium 5
see communications or advertising on online stores

Total 3.45 0.78 Much
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dawit 5 fayaninUFeuiiisussiuannudesnmsdedudvinudemnsesulaivasgeeny
ludwmingevan Iuunautadediuunna

nansiisuifisussduaudoanstoaudiuremsesulatvesigiangludminasan
Tuunmudadedinuanalnen1sAaeuAIULANGANUDIANT (t-test) Wavnnaauatan (F-Test) i
53T IZ9ANLUUTUTIU (OneWay ANOVA) ngusog1eiill e a1y wazdsznnuesdudniive
Hudsed Tseduarudoimstedudinuremeeulavvesigiongludminamwarliunnsaty
uay nauseEiill sefunsinu 01dn Melddeifou warnuefisn fsefunnudoanisdedud
rutesvnsseulativesgiogludminamwauanneiy finsei 4

Table 4 Comparison result of the online purchasing demand of the elders in Songkhla province

classified according to personal factors

Personal Factors t/F Sig
Gender 0.199 0.842
Age 0.106 0.899
Education Level 9.438 0.000
Occupation 8.061 0.000
Monthly Incomes 6.775 0.000
Hobbies 2.104 0.035
Types of regular purchases 1.413 0.189

a

dauil 6 Yayadnsnavesnagnssan msdasiunisvenazaulisnddaiidawane
audasnstedudrinutamsesuladvasgeaglusmindsvan

nagndsIn MednasumMIekarailings asnsnsufunensaimudesnistedudn
Mudewnseuladvesigiegluiminammluglrsuuiiu (§) I9Soeas 41.8 oersiilbdieyymeedn
flsesu 01 daiviavan 4 Jade Gowuiiudatefideamnitanlumdesiian fell dadonauly
Nndladhunislinrmazmnauie (X) Jadnisnaadumsdaasuniseg (X) Jadeanulingda
sumaldlauaznislit (X)) wagdadonisnaradiunagnssia (X ) faudssousuaunfigruiicly
feanunsndouduaunisléissd

aun1sanoesluguasuuuiiu § = 0.433+0.317X_+0.185X +0.178X +0.191X Fauandlumsed 5
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Table 5 Understand the influences of the pricing strategy, promotion, and trust that affected

the online purchasing demand of the elders in Songkhla province

Variable b S. E. B t Sig.
Constant .433 206 2.096  .037
Marketing Factors in terms of Pricing Strategy (X)) 191 068  .159 2819 .005**
Marketing Factors in terms of Promotion (X)) 185 050 219 3702 .000**
Trust Factors in terms of Communication (X)) 036  .078  .037  .465 642
Trust Factors in terms of Caring and Giving (XA) 178 077 178 2314 .021*
Trust Factors in terms of making a Commitment (X5) .005 074 .004 .069 .945
Trust Factors in terms of Convenience (Xé) 317 079 262 4.004 .000**

Trust Factors in terms of Conflict Resolution (X7) .016 .057 .018 .284 176
R :.647,R2=.418,R{Mi=.408,F= 40.252, Sig = .000

**significant at the level .01 *significant at the level .05
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