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Abstract

This study examines the significance of online marketing mix factors influencing consumers’ purchase
decisions via online channels, evaluates the importance of consumers’ online purchase decisions, and analyzes the
specific marketing mix components that affect such decisions. A quantitative research design was employed, with a
purposive sampling method targeting 400 consumers who purchased products online from native chicken farmers in
Chiang Mai Province. Data were collected using a structured questionnaire and analyzed using statistical software.
Descriptive statistics, including frequency, percentage, mean, and standard deviation, as well as stepwise multiple
linear regression, were utilized to test the research hypotheses. The results indicated that product, price, marketing
promotion, and privacy protection significantly influence consumers’ purchase decisions via online channels,
accounting for 78.20% of the variance. These findings provide valuable insights for the development of effective
online marketing strategies for agricultural products, thereby enhancing competitiveness and addressing consumer

behavior in the digital marketplace.
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