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The Electronic Marketing Mix Factors Affecting the Decision to Purchase
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Abstract

The outbreak of COVID-19 has created a “New Normal: new way of life.” The consumers
have accessed to goods and services without travelling. Generation or age and electronic marketing
mix were an important factor influencing consumers to interested in purchasing products or services
via online. This study aimed to compare shopping behaviors via online and electronic marketing mix
affecting to purchase products through online of consumers in different generations. The population
was customers who purchased goods throughout an e-commerce with using a questionnaire on
Google Forms for surveying, selecting only those who ever went online shopping and were born
between 1946 - 2012, total 436 respondents. The data were analyzed using frequency and
percentage for personal factor, mean, and standard deviation for significance of electronic marketing
mix, and One-Way ANOVA for testing the differences between samples with different age. The results
found the respondents mainly purchased from mediated websites or applications with frequency of
purchases of 1 - 3 times a month, average value of purchases per time of 501 - 1,000 Baht. Gen Y
had the customers who have purchased goods of 3,000 Baht per time at the highest. As a whole, all
generations have considered an electronic marketing mix to be important at a high level by Gen X
gave the importance on an electronic marketing mix at most. The most important factor for all
generations was privacy, followed by price and distribution, respectively. For pair comparison in 30
sub-factors, there were the statistical differences in 10 factors between Gen X and Gen Z,
corresponding with concept of different age influencing to technology acceptance. This study
showed the e-commerce sellers should consider the generation differences and pay attention to the
factors of privacy and price, other factors such as technology motivation, and social changes affecting

an online purchasing.
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121 lefnuilafediuszauminisnaindidnnsedndidunadenisdinduladoduduutemis
ooulavvesffuslaasnsiauiueisdu
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