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Abstract

This research objectives are (1) To test online marketing communications,
influencing decision to purchase fresh seafood mystery box. (2) To compare the
purchasing decisions of fresh seafood mystery box classified according to the purchasing
behavior of consumers. The sample were consumers of fresh seafood mystery box that
consisted of 400 samples. The data were collected via online questionnaire (Google
Form) in Facebook groups, seafood mystery and analyze data using descriptive statistics,
including frequency, percentages, means, and standard deviations. Moreover, Inferential
statistics include multiple linear regression and one-way ANOVA.

The results found that online marketing communications influence the purchase
decision of fresh seafood mystery box at the statistical significance level of 0.05,
consisting of 4 aspects: online advertising online public relations online direct marketing
and online personal sales by prediction equation that is 61.00 percent. Moreover, the
comparison results of the purchase decisions of fresh seafood mystery boxes classified
according to consumer purchase behavior found that the decision to buy fresh seafood
mystery box were different. There were different opinions about the media used as
purchasing channels, purchase frequency, and budget for purchasing with statistically
significant at the 0.05 level.

This research is suitable for those who are interested or those who do business
about selling fresh seafood mystery box to plan online marketing commmunications.
especially in online personal sales to target customers who are interested in efficiently
consuming fresh seafood mystery box and meet the needs of consumers.

Keywords : Online Marketing Communication, Purchasing Behavior, Purchasing Decision

of Fresh Seafood Mystery Box
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Independent Variable Dependent Variable

Online Marketing Communication
1. Online sales promotion
2. Online advertising
3. Online public relations
4. Online direct marketing

5. Online personal sales

Thuengtong and Kanchanapokin (2022)

Purchasing Decision
of Fresh Seafood Mystery Box
Srikunarak (2022)

Purchasing Behaviors
1. Purchasing media
2. Purchasing frequency
3. Purchasing budget
4. Purchasing purpose
5. Purchasing influencer
Wongthongdee (2019)

Figure 1 Research Framework
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Table 1 Results of Reliability Statistics

Dimensions of Online Marketing Communication Number of tem  Cronbach’s Alpha
Online sales promotion 3 .820
Online advertising 4 .855
Online public relations 4 .909
Online direct marketing 4 922
Online personal sales 3 .890
Dependent Variable Number of tem  Cronbach’s Alpha
Purchasing Decision of Fresh Seafood Mystery Box 9 .960
msiusausIutoya
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2. @@L ¥90yuu (Inferential Statistics) l¥n153ATIzRiNIsaRnBENYA (Multiple
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mnnsnuguilnafitendosduormavsaan tneddeyailuvesinouuuvasuni
91UIU 400 FI9E19 TIMUNAIN LA B8 STAUNTSANYT BTN Uawseld 6e Table 2

Table 2 Results of Personal Data

General Information Frequency Percentage
Gender Male 133 33.25
Female 267 66.75
Total 400 100
Age Under 21 years old 99 24.80
21 - 30 years old 203 50.70
31 - 40 years old 54 13.50
41 - 50 years old 29 7.20
51 - 60 years old U 13 3.30
Over 61 years old 2 0.50
Total 400 100
Educational level Undergraduate 82 20.50
Bachelor’s degree 300 75.00
Post-Graduate 18 4.50
Total 400 100
Occupation Farmer 3 0.75

Government officials/employees

of state-owned enterprises %0 720
Individual/business owner 53 13.25
Student 143 35.75
Company employees 157 39.25
Housekeeper 13 3.25
Unemployed 1 0.25
Total 400 100
Income Below 5,000 Baht 132 33
5,001 - 15,000 Baht 166 41.50
15,001 - 25,000 Baht 49 12.25
25,001 — 35,000 Baht 22 5.50
From 35,001 baht and up 31 7.75
Total 400 100
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Table 3 Results of Opinion Level of Consumers who Purchase Fresh Seafood Mystery Boxes on

Online Marketing Communications

Online marketing communications X S.D. Interpretation
Online sales promotion 4.15 0.61 More
Online advertising 4.25 0.55 The most
Online public relations 4.27 0.54 The most
Online direct marketing 4.30 0.56 The most
Online personal sales 4.31 0.58 The most
Total 4.26 0.47 The most
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sefuanniian wazsuidaadediign Aefunsduaiunisvisesulall lasAedewiiy
4.15 Andeauunnasgu 0.61 Fefimslimnuddnegluseduan
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Table 4 Results of the Hypothesis Testing. Using OLS Regression to Analyze online Marketing

Communications that Influence Purchasing Decision of Fresh Seafood Mystery Box.

Online marketing Decision to buy fresh seafood mystery box
communication factors B SE Beta t .Sig  Tolerance VIF
(Constant) 741 .140 5277  .000*

Online sales promotion (x,) 056  .032  .070 1.729 .085 .600 1.668
Online advertising (x,) .098  .041 111 2394  .017* 454 2.205
Online public relations (x;) 216 042 239 5194  .000* 461 2.167
Online direct marketing (x,) 287 .042 328  6.907 .000% 432 2.313
Online personal sales (xs) 152 .040 180  3.817  .000* 441 2.269

R =.784, Adjust R? = 610, SE,; = .305, F = 125.937, Durbin Watson = 1.609

Note : * Statistical significance at the 0.05 level
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Table 5 Results of the Frequency and Percentage of the Purchasing Behaviors

Purchasing Behavior of fresh seafood mystery box Frequency Percentage
Purchasing media Facebook 198 49.50
Instagram 115 28.70
Lazada 34 8.50
Shopee 53 13.30
Total 400 100.00
Purchasing frequency 1 - 2 times/month 303 75.80
3 — 4 times/month 73 18.30
5 - 6 times/month 19 4.80
7 or more times/month 5 1.30
Total 400 100.00
Purchasing budget Less than 500 baht/time 114 28.50
501 - 1,000 baht/time 218 54.50
1,001 - 5,000 baht/time 57 14.20
5,001 - 10,000 baht/time 8 2.00
10,001 baht or more 3 0.80
Total 400 100.00
Purchasing purpose  There are many products to choose 121 30.30
from.
Cheap price 58 14.50
Buy by friend 38 9.50
According to the trend. 43 10.80
Store reputation 83 20.80
Quality products. a1 10.30
Can comment and interact with the 16 4.00
store owner online.
Total 400 100.00
Purchasing influencer Friend 96 24.00
Salesperson 34 8.50
Spouse 28 7.00
Yourself 205 51.20
Relatives 37 9.30
Total 400 100.00
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Table 6 Results of Test of Homogeneity of Variances

Purchasing Behaviors Levene Statistic Sig

Purchasing Media 1.425 0.121
Purchasing Frequency 1.235 0.106
Purchasing Budget 1.530 0.081
Purchasing Purpose 1.593 0.063
Purchasing Influencer 1.369 0.095

Note : * Statistical significance at the 0.05 level

970 Table 6 wan15AdoU Test of Homogeneity of Variances HA1ANLUTUTIU
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Table 7 Results of the Analysis of Variance between Purchasing Behaviors and Purchasing Decisions

of Fresh Seafood Mystery Box.

variance source SS df MS F Sig

Purchasing Media Between groups 42.151 20 2.108 2.030 .006*
In the group 393.439 379 1.038

Total 435.590 399

Purchasing Frequency Between groups 17.818 20 .891 2474 .000*
In the group 136.492 379 .360

Total 154.310 399

Purchasing Budget Between groups 23.766 20 1.188 2.211 .002*
In the group 203.674 379 537

Total 227.440 399
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Table 7 (Continue)

variance source SS df MS F Sig
Purchasing Purpose Between groups 113.240 20 5.662 1.527 .069
In the group 1405.720 379 3.709
Total 1518.960 399
Purchasing Influencer Between groups 45.407 20 2.270 1.197 253
In the group 718.570 379 1.896
Total 763.977 399

Note : * Statistical significance at the 0.05 level
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Table 8 Results of the Comparison of Pairwise Differences between Purchasing Media and

Purchasing Decisions of Fresh Seafood Mystery Box.

Purchasing Facebook Instagram Lazada Shopee
Media

Facebook - 0.12895* 0.26385* 0.05747
Instagram 0.13490 -0.07148
Lazada -0.20638
Shopee

Note : * Statistical significance at the 0.05 level

31nTable 8 WU NOANTTUNITONIUED Facebook insindulazendesdueInis
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S¥AU 0.05

Table 9 Results of the Comparison of Pairwise Differences between Purchasing Frequency and

Purchasing Decisions of Fresh Seafood Mystery Box.

. 1-2 3-14 5-6
Purchasing Frequency |
times/month

times/month times/month

T or more

times/month

1 - 2 times/month 0.17316* 0.18903 0.08610
3 - 4 times/month 0.01586 -0.8706
5 - 6 times/month -0.10292

7 or more times/month

Note : * Statistical significance at the 0.05 level
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Table 10 Results of the Comparison of Pairwise Differences between Purchasing Budget and

Purchasing Decisions of Fresh Seafood Mystery Box.

purchasing budget Less than 501 - 1,001 - 5,001 - 10,001 baht
500 1,000 5,000 10,000 or more
baht/time  baht/time  baht/time baht/time
Less than 500 baht/time - 0.03469% 0.10526* 0.27022 -0.09552
501 - 1,000 baht/time 0.13996 0.30492 -0.06082
1,001 — 5,000 baht/time 0.16496 -0.20078
5,001 — 10,000 baht/time -0.36574

10,001 baht or more

Note : * Statistical significance at the 0.05 level
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