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Abstract

This research aims to: 1) study the level of online purchasing decision for household products
among consumers in Sukhothai Province, 2) compare personal factors affecting the decision to purchase
household products through online channels among consumers in Sukhothai Province, and 3) examine

the marketing mix factors influencing the purchase of household products through online channels
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among consumers in Sukhothai Province. The sample for this study consisted of 400 consumers who
purchase household products online in Sukhothai Province. Data were collected using questionnaires
through simple random sampling. The analysis included frequency, percentage, mean, and standard
deviation, while hypothesis testing was conducted using t-tests, one-way analysis of variance (ANOVA),
and multiple regression analysis. The findings revealed that: 1) the overall decision-making to purchase
household products through online channels among consumers in Sukhothai Province was at the highest
level (X = 4.22, SD = 0.38), with the highest-rated factor being "staff's immediate attention to customer
service and after-sales service" (X = 4.37, SD = 0.62), followed by "products regularly and consistently
used" (X = 4.24, SD = 0.61), 2) differences in personal factors, including gender, age, marital status,
education level, occupation, average monthly income, expenditure on products, product types,
purchasing frequency, and purchasing objectives, did not significantly affect consumers' decisions to
purchase household products through online channels in Sukhothai Province at the 0.05 significance
level, and 3) five marketing mix factors, including product, price, promotion, people, and process, had a
statistically significant influence on consumers' online purchasing decisions at the 0.05 significance level,
with a predictive power of 80.0%, while distribution channels and physical evidence factors did not

significantly affect purchasing decisions.
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wudn funszuaunnslduinng fdnadeuiniign lnsegluszduuiniian (X = 4.25, SD = .45) 599831 #u
dawndouvnanionn Tageglusefuunniign (X = 4.23, SD = .44) uazilesiign fuvemisnisdndimine/ms
oo Tngaglusyvann (X = 3.56, SD = .31)

M1379 3
AtadekardlsnuuNInggu nsdndularevedddluaiiiouiudemieeulatvesduilaaly Jwminalave
(n=400)

msdnduladevedliluaiaiFourinurewnseaulatves X SD STAUAY dUAU

uslaaludwmingluvie ARy
1. sefuresnudosnsaudnfigenisde 4.19 70 10 a
2. HuduiiegldoguszSuazaiiane 4.24 61 Wniian 2
3, Audnfideenisidondeiliidonnasaian 4.09 66 110 5
4. JulwdAdnldanulaazain sia5 Wuade 4.20 72 el 3
5. wilnnuaulaliuimsgnnegaiuiiviule wagduinis 4.37 62 Wniian 1
PHINITVNY

394 4.22 .38 mnﬁqﬂ
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MM 3 wanTeneinisiadulatovediluatidouinudamnseeulatvesiuslaaly i
gluvie Inesauegluszduanniian (X = 4.22, D = 38) iiefisaniusede wui fefimmAniuegluszduann
fign Ao ninaualaliuinisgnénegieiuiivile uazdiuinisvdanisue Taseglussiuunniian (X = 4.37, SD =
62) 5588 Ao \uduiieglfogussuazaiane Tnsoglusyfuaniian (X = 4.24, SD = .61) uaztiosiian
fio Audiidiaanaidenteilmidonnaeaian Tnsegluseduann (X = 4.09, SD = 66)

Han1TBATIERANdIiussenidtudulsrauninsaainidwarensindulareveddluniisou
Huresnseeulatvesiuilnaludminglurie deiBnsonneunuan (Multiple Regression)

A1519 4
NAN1TIATIETANNFUNUSSENIeTadedIuUsaun1an1IsAaInidewanani1sinduladavaaldlunsisouniy
dosseaulauvasiuslaaludmingluiiy medin1sanneenyians (Multiple Regression)

Uadwdruuszaunienisnain (7Ps) B ;ii'r Beta t Sig. Tolerance VIF

(Fmsd) 015 .140 108 914

1. Jadu@nunanso (Xi) 167 028 209  5.858% .000 395 2.530
2. Jadeausian (Xy) 368 026 502 13.918* .000 385 2.594
3. Yad8mutownen1sindmiie (Xs)  -013  .034  -010  -377  .706 681 1.469
4. Yaduaunsdaasunisnann (Xo) 217 025 259  8.813*  .000 582 1.719
5. Jaduauninay (Xs) 046 019 065 2478 014 736 1.358
6. JadesuEundaummemenIn (Xq) 030 025 03¢ 1208 .228 619 1.616
7. Yaduanunsguiunsiusns (X;) 184 024 215 7.520%  .000 614 1.629

R = .896, R” = .803, Adjusted R” = .800, SEest = .171, F = 228.422%, Sig. = 0.000

NA151eit 4 wuin Jededudszaumenisnana ledun sundedae dusien sumsdaaiunismain
Fumiinau wazsunsruaunsliuinsdsademsinduladenediluniateuiutemsesulatvesiuilnaly
Finglaity ogneditoddymisadafisedu 05 Tnefidunalunsnensaidesas 80.0 (Adjusted R? = .800) wagdl
AMAANALARBLANATEIUBYT 171 (SEest = 171) MsnTanaeuiapmanudiuiudsiudunsmgamesiuysdasy
(Multicollinearity) wuin #uUsdasziian Tolerance samegit 385 Gafirgsndn 100 Tuvaiedt VIF fengeanog
2.594 Fagleniindn 10.000 uansinduusdaslfdamenuduiussmdunsmmea

Tnetladvdrnuszannnainisnaiadiisvinadenisindulatevedflunieuiusemiseaulatives
Juslaaludmingladiv andian Ao dusian (B = 502) sesadun funisduaiunisnatn (B = .259) fu
nszvuMsTHuUInng (B = 215) dundnsinei (B = 209) uaztfosdign suniinau (B = .065) Tasanuisatiu
i 4 sdeuduaunsweinsalldsed

AUNSATWULAY

Y =.015 + 167X + 368Xz + .217Xq + .046X5 + .184X7

ANNIATUUUINATIIY

Zy = .209X1 + .502Xz + .259X4 + .065Xs + .215X7



2sasfaUmans uvs Syus U7 6 atiufl 2 (hanpiew-Sunau 2568)

Journal of Liberal Arts, RMUTT Vol.6 No.2 (July-December 2025)

dyunan1sIvELazafiUTIENa

Mnuamnsgideyathfvdulszammnaniidmatonisinauladeveddluniadourutoms
ooulativesfuslnalufminglovis aunsnagUuazefnenanuinguszasdnideldwsil

nanFiTenuin nguFeddililunisdnwadediisiuauisiu 400 au daulvgdunands Govaz
75.00) 818 41-50 U (Fewar 30.25) anuniwausa (Feear 74.50) Iun1sanwseaulIay1ns (Feear 55.00)
Usgnauodmduinsunis Fesar 44.00) Ineldiadedeifeuninndn 30,001 v (Gesag 42.50) flenldaneiiie
FoaudeaulaiUszianvadddluntiFeuads 3,000-5,000 unssliou Gosay 40.50) fhuimﬁaqﬂmamaz
wAnfausitaeianuazeinluaiudou (Govas 69.50) fnrwilunisie 2-3 Wousenss Govay 51.75) waed
Whmnelunstefielfiedluataidou (Gevas 83.00)

Fnquazasdii 1 iefnwrszdunisinduledevasldluaiaFeurnudemisesulativosiuilaaly
Faniaglodie wan1sifenudn madnduladeveddlunirFouriudesmseaulatduesiuilnalutmingloiy
Tnesmagluszdusnniian (x = 4.22, SD = 38) Wlefinsandusede nui Tadeiiddedegeane "winawale
THu3nisgnAnegreviudiviuln uasiiusnsndsnisune” (< = 4.37, SD = 62) sesasnde "WJuduiiagldeguszd
wavasaNe’ (< = 4.24, SD = 61) uag "ulsdAldnuldagain s vuasde’ (<= 4.20, SD = 72) dautladed
ﬁmmﬁaﬁaaﬁqmﬁa "Fudidosnsidenteiliidonmasniian’ (x = 4.09, SD = .66) Namsidetiasieulsiifiuin
whzdunsteausiugemseaulal wiguslaadsaslimnud Ay iunisusnisveantdnnuuazusn1smaenis
YInTign amseaufuasfudufuazanuazanlunisldnuunanilesy Jiaenadesiunuids Prasetyo
et al. (2021) finuinszuiunsinauladedidvinasomstedudesulatl

Fnquszasdil 2 ileiSsuiisuiladvdiuyaeaiidsadanisinduladovasldluaiiFourutamia
saulavvasfuilnaludeninglods nan1s3denui Jadudruyanaiionun Téud e 01y ao1unm sedy
nsfne 018w 51818 Aldde Ussiandud annud uasitmanelunnste ladsmaldiinauunndidlunig
dndulade Felifulumuanufgiuiicely wandidiuinisdadulatedudiiutemsesuladldsudninasin
Hadudunnnindnuurdiuyana o1aiewnainanuunivatsveuneluladuarnisididedumesidniivinla
fuilaaynnduanunsadedudesulalfesarinfisuty nansideiaenndosfunuitovesiunu q3oeas
(2567) waziadini A (2566) nuindadeduyeealidsuarenisdndulatodudooula

foquszasdd 3 efnwiiladediulszaumeanisaaaiidenaronisdavasldlundaidourilugaamia
soulatvasfuslnaludminglavis nansidonudn & 5 Jadefidsnaronisinduladossailioddymaada
sy .05 Tnedunalunismeinsaiiosas 80 (Adjusted R? = 800) ldun fusian (B = 502) Fdvdwaniniian
IneguslnalianudAgyiuanudaauvesimdudiasadngs sespwnfesunsanasunisnann (B = .259) 9
fuilnaliinuddyiunagnsnsansiaiuaslusludusiigg audefunszurunisliuing (B = 215) du
kANt (B = .209) wagdunineu (B = .065) aruddu Turugfidadedutemienisiasminenazdiu
daandeunmanienwlidsmarensiadulatesteiitedfymieadd nan1sifedaseuliduiinudidy
YoInagnEFuTALarNsALaiINMIRarlunshegeguilaelinauladedudooulat aonadesiunuiseves
AnRgma anUseiesy uavamy (2566) Lagigissad inyY uazAMy (2567)
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