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Abstract
The study of marketing mix and consumer behavior towards decision making on

online shopping through social media: a case of Facebook in Muang District, Lampang
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Province aims to study marketing mix factor affecting shopping decision making through
social media and to study consumer behavior on shopping decision making through
social media of people in Muang District, Lampang Province as a survey research. The
study uses a group of 400 people as sample population and the study uses
questionnaires as a study tool. The statistics methods used are percentage, average,
and standard deviation.

The study reveals that marketing mix factors are important for shopping decision
making through online social media: a case study of Facebook in Muang District,
Lampang Province. The importance is ranked from highest to lowest in the following
order which are; product shows that the sample group prioritizes the varieties of
products as an important factor, distribution shows that the sample group prioritizes
the convenience when purchasing product as an important factor; price shows that the
sample group prioritizes the ability to compare prices as an important factor; and
promotion shows that the sample group prioritizes the discount sales of out dated

products as an important factor respectively.
Keywords: marketing mix, shopping decision making, online social media
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Figure 1 Research Framework on the study marketing mix affecting consumer
behavior towards decision making on online shopping through social media:

Facebook
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Table 1 The overview of average and standard deviation value of marketing mix factors

affecting decision making on online shopping through social media on Facebook.

List X S.D. Rating scale
1. Product 4.09 448 High
2. Price 3.70 592 High
3. Place 3.80 528 High
4. Promotion 3.58 .381 High
Total 3.79 431 High

nnan1sAneIladedrulszaunienisnainniaudAgyaon1s8edunINIudsau
poula: nsdlfnwiladn luwadineies Jamina1une nuindadenidnsnasangusiiegng
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ALRdEINAY (X=3.80) A1UT1AY AANAABNAY (X=3.70) kazA1uNITaasuNITRaIa i
ANRALNAY (X=3.58) mud1su (6 Table 1)

Table 2 An average and standard deviation value of marketing mix factors affecting decision

making on online shopping through social media on Facebook with the product aspect.

Product X S.D. Rating scale
1. Various product categories 4.62 .653 Highest
2. Trusted quality product 3.64 .708 High
3. Modern product 4.59 .658 Highest
4. Product satisfaction guarantee 3.53 .703 High
Total 4.09 .448 High
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Table 3 An average and standard deviation value of marketing mix factors affecting decision

making on online shopping through social media on Facebook with the price aspect.

Price X S.D. Rating scale
1. Products have a lower price than purchasing 3.61 726 High
from other channels
2. Product quality with reasonable price 3.58 590 High
3. There’re various types of payment methods 3.70 632 High
4. Able to negotiate directly with seller 3.74 .650 High
5. Able to compare prices 3.86 715 High
Total 3.70 592 High

NAmansAny U freunuvasuanalimmddysedulszaumsnsnandisinase
madendedudrudseuseulatiifeatuiiadedumen eglussduinn Sauadeniniu (X=3.70)
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vannvanglumsidentisedu fanadawitu (X=3.70) ﬁuﬁwﬁiwmgﬂﬂfhmi?:ashusu'aawmﬁu ‘
fiAdeminiy (X=361) wagsaifinnumnzauiununin Tanadewinty (X=3.58) puddu
(514 Table 3)

Table 4 An average and standard deviation value of marketing mix factors affecting
decision making on online shopping through social media on Facebook with

the distribution channel aspect.

Place X S.D. Rating scale
1. Able to purchase the products 24 hours. 3.88 .645 High
2. Save time in searching for wanted items. 3.63 582 High
3. Punctuality in product delivery. 3.71 629 High
4. Able to delivery products in various channels. 3.79 .655 High
5. Convenience in ordering products 4.03 698 High
Total 3.80 .528 High
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Table 5 An average and standard deviation value of marketing mix factors affecting
decision making on online shopping through social media on Facebook with

the promotion aspect.

Promotion X S.D. Rating scale
Free delivery 352 524 High
2. Always publicize / post new news to 3.60 552 High
customers
3. Discount on outdated products 3.67 .603 High
4. Organize promotion campaign such as 3.51 .552 High

offering a discount, exchange, giveaway,

lucky draw, review etc.

Total 3.58 381 High

NnraNsAnYINUIT greuuuuasunulirnudfysediuyszaumanisnainiina
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Table 6 The amount and percentage of respondents’ general information classified by type

of product, purchasing frequency, spending amount and payment process.

Shopping behavior Amount (n=400) Percentage

1. Products categories that you likely purchase
through Facebook online social media.

clothing/outfit/attire 310 77.5
bags/shoes/accessories 53 13.3
electronic devices 2 0.5
book 13 33
collection 5 1.3
beauty/cosmetic 10 2.5
food supplements/health 1 0.3
babies and toys 4 1.0
sports 2 0.5
Total 400 100.0
2. Online shopping frequency
1 time 343 85.8
2 times a7 11.8
3 times 7 1.8
4 times 3 0.8
Total 400 100.0
3. Spending amount when shopping online per time
lower than 1000 baht 2 0.6
1,000-2,000 baht 373 93.4
2,001-3,000 baht 23 5.8
above 3001 baht 2 0.6
Total 400 100.0
4. Payment methods
cash 115 28.7
bank transfer 275 68.8
via counter service - -
via credit card 10 2.5

Total 400 100.0
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