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ABSTRACT

This Quantitative research aimed to: 1) Examine consumer opinions toward the online marketing mix factors
(6Ps) influencing the repurchase of packaged rice in the Bangkok Metropolitan Region, 2) study consumer opinions
regarding loyalty and repurchase behavior, and 3) analyze the influence of the online marketing mix factors on
consumers’ repurchase decisions. The sample consisted of 400 consumers who had previously purchased
packaged rice through online channels. Data were collected using an online questionnaire, which was validated
through the Index of Item-Objective Congruence (I0C) and Cronbach’s alpha reliability coefficient. Descriptive
statistics and Multiple Regression Analysis were employed to analyze the data. The results revealed that
consumers’ overall opinions toward the online marketing mix factors were at a high level, with particular emphasis
on product, distribution channels, and privacy. Furthermore, personalization (B = 0.251, p < .05), privacy
(B = 0.237, p < .05), price (B = 0.173, p < .05), and promotion (B = 0.124, p < .05) had a statistically significant
positive influence on repurchase behavior.

Therefore, entrepreneurs should focus on strategies related to personalized services and personal data
protection, along with appropriate pricing and promotional activities, to encourage repurchase behavior and

strengthen customer loyalty in the digital marketplace.

Keywords: Marketing Mix ; Repurchase ; Packaged Rice
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