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ABSTRACT

The purpose of this independent study was to Study customers buying behavior
towards products and services on electronic commerce in Chiang Mai Province. The study tool
was a questionnaire and the sample of this study was 200 people in Chiang Mai Province whom
have purchased products and services via electronic commerce. The data was then analyzed
with descriptive statistics using frequency, percentage, and means.

Results from the study presented that most of the respondents were female, aged
26-30 years old, with incomes of more than 25,000 Baht per month, holding bachelor’s degrees
and working as company employees.

According to their behavior in buying electronic commerce products and services
in Chiang Mai province, the results of the study found that most respondents use high speed
internet connections. The most popular tangible goods they bought were Music CDs and
Movies. The most intangible goods they bought were downloaded songs. The most popular
service goods they bought were airplane tickets. Most respondents bought goods at a price of
1,001-5000 Baht. The most common way they selected goods via electronic commerce was

because of convenience (twenty-four hour availability). Another reason besides shopping was



communication (for example email, instant message and chat). They bought products and
services for random times and bought products and services 1 to 3 times per year. Most
respondents knew about electronic commerce websites by using search engines such as
www.google.com. Most of them made the payment by using a credit card.

The results of this study showed that marketing mix factors that influenced buying
behavior towards electronic commerce. Most respondents had an overall average in the high
importance level which was as following: channel of distribution, price, product and promotion
accordingly.

The product and service factor that influenced most respondents was the quality of
the product and service of electronic commerce.

The price factor that influenced most respondents was a reasonable price equal to
the safety of the payment system

The distribution factor that influenced most respondents was convenience and
time consumption,

The promotional factor that influenced most respondents was promotional
activities such as discounts, free gifts and lucky draw.

This study found the problems with buying products and services via internet.
Most respondents had an overall average about problem in the high importance level which was
as following: problems in price factors, promotional factors, distribution factors and product and
service factors accordingly. The problem in product and service factor was bad quality of
products and services. The problem in price factor was unsuitable price equal to unconfident in
the payment system. The problem in distribution factor was delay delivery. The problem in

promotional factor was promotional activity was not interest.




