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Abstract

This article research aims to; 1) examine the online marketing mix of
consumers in Mueang District, Phetchabun Province, 2) investigate the online
purchasing behavior of consumers in Mueang District, Phetchabun Province, and
3) analyze the online marketing mix factors that influenced the online purchasing
behavior of consumers in Mueang District, Phetchabun Province. This study used
a quantitative research design. Data were collected from 384 consumers aged 18
years and above who engaged in online shopping within Mueang District,
Phetchabun Province, selected through convenience sampling. Descriptive

statistics and multiple regression analysis were employed for data analysis.
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The research findings revealed the following:

1. The overall online marketing mix factors were perceived at a high level.
The product dimension exhibited the highest mean score (4.05), while the price
dimension remained at a moderate level.

2. The overall online purchasing behavior was at a high level ($\bar{X} =
3.525). The online purchasing channels obtained the highest mean score,
followed sequentially by stimulating purchasing demands and the categories of
products purchased through online channels.

3. The dimensions of product, distribution, marketing promotion,
personalization, and privacy security collectively predicted online purchasing
behavior by 66.5% (R = 0.665) at a statistical significance level of 0.05.
Conversely, the price dimension had no influence on purchasing decisions.

Entrepreneurs should prioritize enhancing product quality alongside
improving distribution channel efficiency and data security measures to cultivate
consumer trust and elevate competitive advantages.

Keywords: Online Marketing, Online Purchasing Behavior, Marketing Mix,

Consumers, Phetchabun Province
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