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Abstract

The objectives of this research were to 1) investigate the
purchasing behavior through social networks among people in Phuket
Province, 2 ) analyze their opinions on marketing factors affecting
their purchasing behavior through social networks, 3) analyze the
relationship between purchasing behavior through social networks
and their general information, and 4) compare the marketing factors
affecting their purchasing behavior through social networks classified
by their general information. The samples consisted of 424 people.
The results found that the advertising media affected the purchasing
decision, the products that majority of the respondents purchased
were clothes/accessories through Facebook. The majority of them
purchased the product at a discount and spent about 501-1,000 baht
per order through bank transfer. The major problem they encountered

was the late delivery. In terms of the overall marketing factors
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affecting the decision-making in purchasing products through social
networks, the result was at high level. Considering from the highest
to the lowest means, these were: product, physical evidence, price,
promotion, place, process, and people respectively. In addition, the
results of the hypothetical testing revealed that the respondents
who were from different average monthly income and educational
level had different opinions affecting the purchasing behaviour through
social networks at statistical significance of 0.05. On the other hand,
the respondents who were from different gender and age group
showed no different in opinions affecting the purchasing behavior
through social networks.

Keywords : Purchasing Behavior; Marketing Factors; Social Networks
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