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Abstract

The objectives are 1) To study demographic characteristics and product
consumption behavior of consumers who currently purchase products through online
channels. 2) To study the factors that affect consumers' satisfaction in purchasing
products via online channels nowadays. Data collection tools include online
qguestionnaires. The sample group is Consumers who purchased products through online
channels 404 people. Statistics used in the analysis are Frequency, Percentage, Mean,
Standard Deviation, Chi-Square and Multiple Linear Regression Analysis.

The results of the research found that 1) Most of the samples were male. Age
range of 20-30 years old, bachelor's degree or equivalentdegree, career student, average
monthly income is 15,000-20,000 baht, has the behavior of buying products online the
frequency of the customer online purchasing is infrequent (frequency per week). The top
5 most frequently purchased types of products are: 1st daily necessities, 2nd household
items, 3rd food. 4th supplementary food and 5th clothes. There are 9 applications that
consumers use to buy products through the online channel: Shopee, LAZADA, Facebook,
TikTok, Instagram, LINE. They spent about 300-500 baht per time. 2) Factors which affect
consumers’ satisfaction in purchasing products through online channels include gender,
age, occupation, average monthly income. Online marketing mix factors which affecting
consumers’ satisfaction in purchasing products through online channels are Place,
Promotion and Privacy which related to consumers' satisfaction in purchasing products

through online channels at the statistically significant of 0.05.

Keywords: online marketing mix factors, 6Ps, satisfaction, product purchasing, online

channels
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