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ABSTRACT

This research aimed to 1) study the consumer behaviors in Bangkok when purchasing products via social
media; 2) analyze marketing mix factors that influence consumer satisfactions in Bangkok via social media; and
3) examine the effects of consumer satisfactions on consumers' purchasing decisions in Bangkok via social media.
The sample used for this study was a sample of 400 people residing in Bangkok, Thailand.

The researchers collected them through simple random sampling using a questionnaire instruments. According
to the study, the buying behavior of consumers in Bangkok via social media showed that the majority of people purchase
products online through Facebook, using smart phones as their main source. The most popular product was dietary
supplements, and the frequency of purchasing products is 2-3 times a week. Most consumers purchased products with
an average product price per purchase of 500-1,000 baht. Meanwhile, product and physical marketing mix factors
influenced consumers’ satisfactions in Bangkok through social media. Personal factors such as age, marital status,
education level, occupation, and monthly income were relevant to consumer behavior in Bangkok regarding their
purchasing products via social media. This study also found that consumer satisfactions influenced the purchasing

decisions of consumers in Bangkok through social media

Keywords: Purchasing Decision, Consumer Satisfaction, Social Media, Marketing Mix
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