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Abstract

This quantitative research studied factors affecting consumers buying decisions of customers in Bangkok using social
media. Samples were 400 consumer behaviors in buying decisions about goods by social media. Data were collected
using a questionnaire. Considering the decision to buy goods with social media, involved independent variables as
marketing mixed factors (7Ps) including products, price, distribution channels, market promotion, people, process and
physical evidence. The dependent variable was consumer buying decision about goods by social media. The descriptive
statistics used in this study were frequency, percentage, mean and standard deviation. The Inferential statistics used
in this study included factor analysis and multiple regression analysis techniques. Results indicated that the factors
studied affect consumer buying decisions about goods by social media and included 5 variables: 1) store information,
product information and service process 2) people and products quality 3) market promotion 4) price and 5) image

of products and stores.

The results of the research revealed that all marketing mix ; including place, product, process, personnel,
product quality, promotion, price, and image of product and store, affected consumer buying decisions about goods

on social media.

Keywords: Purchasing decision, Social media, E-commerce business
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Figure 1 Decisions about goods by social media
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Table 1 Descriptive statistics of mean and Standard
deviation

Independent variable Mean SD

1. Product factor 4.23 0.10
X1.1 3.94 0.86
X1.2 4.38 0.69
X1.3 4.42 0.68
X1.4 4.49 0.70
X1.5 3.90 0.87
Price factor 4.19 0.14
X2.1 4.33 0.69
X2.2 4.04 0.88
3 Place factor 419 0.11
X3.1 4.32 0.63
X3.2 3.96 0.87
X3.3 4.07 0.81
X3.4 4.42 0.70
4.Promotion factor 3.99 0.04
X4.1 3.98 0.83
X4.2 4.01 0.87
X4.3 3.99 0.91
5. People factor 4.30 0.03
X5.1 4.29 0.75
X5.2 4.24 0.77
X5.3 4.38 0.82
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Table 1 Descriptive statistics of mean and Standard
deviation (cont.)

Independent variable Mean SD
6. Process factor 4.31 0.14
X6.1 4.40 0.59
X6.2 4.30 0.70
X6.3 4.45 0.66
X6.4 4.12 0.96
X6.5 4.29 0.79
7. Physical factor 4.21 0.05
X7.1 4.15 0.76
X7.2 4.31 0.69
X7.3 417 0.78
Independent variable Mean SD
Decisions about goods by social 4.19 0.68
media.
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2. Mmianziilade (Factor Analysis)
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Table 2  Factor Analysis and Total Variance Explained
Initial Eigenvalues Extraction Sum of Squared Rotation Sum of Squared
Loading Loading
Total % of Cumulative Total % of Cumulative Total % of Cumulative
Variance % Variance % Variance %

1 10.633 42.493 42.493 10.633 42.493 42.493 5.043 20.172 20.172

2 1.959 7.837 50.330 1.959 7.837 50.330 4.405 17.621 37.793

3 1.326 5.304 55.634 1.326 5.304 55.634 2.490 9.962 47.755

4 1.116 4.465 60.099 1.116 4.465 60.099 2.336 9.345 57.099

5 1.063 4.254 64.352 1.063 4.254 64.352 1.813 7.253 64.352

6 0.909 3.637 67.989

7 0.843 3.370 71.360

8 0.729 2917 74.277

9 0.696 2.786 77.062

10 0.617 2.469 79.531

11 0.592 2.366 81.898

12 0.553 2.214 84.111

13 0.522 2.090 86.201

14 0.454 1.818 88.019

15 0.397 1.588 89.607

16 0.345 1.380 90.987

17 0.341 1.365 92.352

18 0.324 1.296 93.648

19 0.304 1.218 94.866

20 0.284 1.134 96.000

21 0.259 1.035 97.035

22 0.218 0.873 97.908

23 0.214 0.856 98.764

24 0.158 0.633 99.397

25 0.151 0.603 100.00

Extraction Method: Principal Component Analysis

27N Table 2 Uk Eigenvalue NAANNINNTT 1

uaz@" Factor Loading va4snusluiladzazdasliasnin
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Table 3  Rotation Component Matrix

Component
Factor
1 2 3 4 5
X6.2 0.718 0.370
X7.1 0.686 0.366
X3.3 0.664 0,241 0.329
X3.4 0.654 0.376 0.323
X3.1 0.641 0.259 0.216
X6.3 0.632 0.334 0.386
X7.3 0.624 0.211 0.323 0.257
X7.2 0.571 0.307 0.269 0.238
X6.4 0.540 0.290 0.230 0.437
X1.3 0.442 0.404 0.427
X6.1 0.439 0.385 0.200 0.340
X5.3 0.337 0.763
X5.1 0.308 0.746 0.248
X5.2 0.376 0.723 0.242
X1.4 0.320 0.601 0.411
X1.2 0.595 0.402 0.272
X1.5 0.587 0.256 0.296
X2.1 0.209 0.582 0.417
X6.5 0.480 0.507 0.258 0.436
X4.3 0.229 0.769 0.215
X4.2 0.747
X4.1 0.680 0.383
X2.2 0.239 0.756
X1.1 0.219 0.201 0.748
X3.2 0.318 0.316 0.674

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization
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I@ﬁﬁmﬁugitﬁmmmﬁmﬁnﬁﬁﬁﬁ 1 Lfiaﬁn']iwul,l,nu fimsuenoazdoauesiudasudin (X1.3), Siuaamn
wUuyuaIn (Orthogonal Rotation) fuitursuund  madendeaudiidis lidudon (X6.1)

(Varimax Rotation) Aflen Eigenvalue o 10.633 1aznay 29 HasutleanniTsiaseiilessd 203809
@ ﬁﬁaamamiﬁﬁ:LﬁuﬁmlnﬁmzJ (X6.2), N394 HaFuduyARNIUAZg I THYBIFUAN I@gﬁmgwﬂﬁ
naIangFudfiindanafenda (x7.1), SUSMA0F o ggensianiiniladad 2 Lﬁaﬁmsmmmmmuqumﬂ
AAEAT (X3.3), ANuaTIdana M IIasIFum (X3.4), (Orthogonal Rotation) #783%u15usund (Varimax
mmsnLﬂﬁ']ﬁﬁmﬁ'f’lﬁmmn?ﬁmmjaq‘ma (X3.1), im3 Rotation) #iflén Eigenvalue fia 1.959 Usznaudae Hae
wimzaziBoamatsziuiidanu (x6.3), #9038189  y2g gashmlienusiiefia (x5.3) Hunewiaidaas
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NUATINALE (X5.1), Hu18nIaidinzasuEINNIaey
fmauazuitywianizninled (x5.2), uFa93UEUA
Tarau (X1.4), FAAgmnw (X1.2), Fusndanuuanednd
ity (x1.5), TIAANERUALAUNIWEUA
(X2.1), mmmamia;j“mw‘%alﬁi’waﬁm‘lﬁazmﬂ (XB.5).

2.3 haspildanmsiensiiaiod 3 Buni
J998@IUNIIFILRINNITARA Imﬁﬁwé’wyiﬂiﬂmdm
ihwiniladed 3 Lﬁaﬁmwagul,mmmmgumﬂ (Orthogonal
Rotation) @183%uiSuund (Varimax Rotation) Afldn
Eigenvalue @a 1.326 Usznaudls Hn1sudstnignsiie
gﬂﬁﬂmmu (X4.3), ANMIAINITURILFINNITVLT I
A0 WAN UAN WaN (X4.2), INIUTemFuAuEwaIana
%‘a'é‘ue] athaminLawe (X4.1),

2.4 faduNldannIeziiadsn 4 (Sunin
1238eUIaN I@Uﬁ@iﬁé’ugsrﬁmaamﬁmﬁnﬂa%’ﬂﬁ 4.\4a
InInaBLNBLULYNAIN (Orthogonal Rotation) 62835
wIsuune (Varimax Rotation) fAflen Eigenvalue fa1.116
QI/ A a k2 Y k2 f;:i
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2.5 faanlannmAan#iladon 5 Sunin
T2y UNINANHDIT DI RUALAT TN Imﬁ@hé‘uy‘szﬁ
2291 wENTadsN 5 WallmInywuNwLLLYNAIN
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Ao . A 'Y AA A
7%l Eigenvalue fa 1.063 Usznaueis anulTalFes
2IaNFUA (X1.1) uaz Jamumaadnlaing (x3.2).

3. n133tas1zRaNnIInAnaaNiAs (Multiple

Regression Analysis)

K398 Factor Score AlFannmien=siiade
Afnsnadansdasuladodudriiunisdsauaonla
s‘ﬁammmﬁwﬁmm:ﬁaummmamwmm (Multiple
Regression Analysis) RaaIRUMINNY FURUETZ W
nydaduladefudiiunsdsauaawlaiuazilade
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Table 4  Linear regression analysis summary by Analysis of variance (ANOVA) ANOVA®
Model Df Sum of Squared Mean of Squared F Sig.
Regression 5 33.121 6.624 19.929 0.000¢
Residual 393 130.629 0..332
Total 398 163.749

Dependent Variable: Decisions about goods by social media.

Predictors: (Constant),Store information products information and service process, people and products quality, price, market promotion and image

of products and stores.
* p-value < 0.05

a 6 a %
NMTIATITARNNINADDYULTILEWINN Table 4
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Table 5 Coefficients of Multiple regression analysis results Coefficients®
Model Factors B Std. Error Beta t-test Sig.

(Constant) 4.358 0.029 151.005 0.000*
Store information, products information and 0.079 0.029 0.123 2.738 0.006*
service process
people and products quality 0.210 0.029 0.328 7.276 0.000*

1 market promotion 0.022 0.029 0.158 4.186 0.000*
Price 0.157 0.029 0.244 5.421 0.000*
image of products and stores 0.088 0.029 0.137 3.038 0.003*

Dependent Variable: Decisions about goods by social media.
*p-value < 0.05
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