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ABSTRACT

The purpose of the research was to study the importance of marketing mix on
decision to purchase E-Commerce products in comparison of perception between
consumers and entrepreneurs.

The samples were 50 consumers who had purchased E-commerce products,
100 consumers who did not purchased e-commerce products and 50 E-commerce
entrepreneurs in Thailand. The research instruments were devided into 2 sets. The first
set was for consumers consisted of 3_sectioné : (1) Demographic data questionaire, (2)
The internet activities questionaire and (3) The importance of marketing mix on decision
to purchase E-Commerce products questionaire. The second set was for e-commerce
entrepreneurs consisted of 2 sections : (1) Demographic data and general information
in doing E-commerce business questionaire (2) The importance of marketing mix on
decision to purchase E-Commerce preducfs questionaire. The resuit of the reliability test

with 50 samples of the 4 factors of the marketing mix (prod"uc:t, price, place, promotion)



is .77, .80, .92, and .87 respectiveiy.
Three hypotheses were proposed, the results were as follows.

Hypothesis 1 : The perception of the important of marketing mix inctuding
product , price , place and promotion factors between consumers who purchased E-
commerce products and those who did not purchased e-commerce products is not

significantly different (F=.157, P=.692). Therefore, the hypothesis is not accepted. .

Hypothesis 2 : The perception of the important of marketing mix inciuding
product , price , place and promotion factors between consumers who purchased E-
commerce products and E-commerce entrepreneurs. are not significantly different
(F=2.368, P=.126) . Therefore, the hypothesis is accepted. However, considering in each
factor, the perception between these two groups is significantly different in Product

factor.

Hypothesis 3 : The perception of the important of marketing mix including
product , price , place and promotion factors between consumers who did not
purchased E-commerce products and E-commerce entrepreneurs .aré not significantty
different (F=.713, P=.400). Therefore, the hypothesis is not accepted. However,
considering in each factor, the perception between these two groups is‘sighificantly

different in Price factor.



