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Abstract
The purpose of this article is to study the online marketing mix factors influencing the purchase of
auspicious plants in e-commerce. The sample group consisted of 456 consumers living in Bangkok who had
experience purchasing auspicious plants online and were aged 18 years or older. The sampling method used
was accidental sampling, and data were collected using questionnaire. The statistical methods used for data

analysis included descriptive statistics (frequency, percentage, mean, and standard deviation) and inferential
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statistics, specifically multiple regression analysis. The results showed that the majority of the sample were
female, held a bachelor's degree, were aged 21-30 years, had an average monthly income of 15,001 — 25,000
Baht, worked in private companies, and were single. This indicates that consumers purchasing auspicious plants
via e-commerce belong to a financially stable group with purchasing power and make independent buying
decisions. Regarding the online marketing mix factors, the overall level was found to be very high, with a mean
score of 4.68 (S.D. = 0.384). When breaking down the marketing mix factors into specific aspects, the top three
aspects were Privacy protection, with a mean score of 4.75 (S.D. = 0.401), Personalized services, with a mean
score of 4.71 (S.D. = 0.411), and Distribution channels, with a mean score of 4.70 (S.D. = 0.346). For the decision
to purchase auspicious plants in e-commerce, it was found that consumers in Bangkok aged 18 and older had
an overall very high level of decision-making, with a mean score of 4.36 (S.D. = 0.544). When breaking down the
purchase decision into specific aspects, the top three aspects were Ease and convenience of purchasing
auspicious plants online, with a mean score of 4.63 (S.D. = 0.591), Overall purchasing of auspicious plants in e-
commerce, with a mean score of 4.46 (S.D. = 0.649), and Price comparison before purchasing auspicious plants
online, with a mean score of 4.39 (S.D. = 0.763). The variability in purchasing decisions for auspicious plants in
e-commerce was 14.3% (R? = 0.143), with predictive variables including online marketing mix factors, product
factors, price factors, and marketing promotion factors.

Developing distinctive and unique products compared to the general market, along with setting
reasonable and worthwhile pricing, can enhance consumers' decision-making in purchasing auspicious plants
online. Online retailers should focus on clearly presenting details about auspicious plants, including quality,
auspicious significance, and care instructions, to build consumer confidence. Additionally, implementing relevant
marketing strategies, such as customer reviews, video reviews, and promotional campaigns, can further
encourage purchasing decisions and improve overall sales performance.

Keywords: online marketing mix, lucky plants, electronic commerce, purchase decision
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Table 1 Satisfaction with The Purchase of Lucky Plants Decisions

Ranking tems St_atistical Value Meaning
X S.D.

1 Do you think you want to buy auspicious Plants through 4.63 0.591 highest
e-commerce because it is convenient and easy.

2 Do you think that before choosing to buy auspicious a.17 0.931 high
Plants through e-commerce, you will ask for information
from people close to you or search for information on
the internet.

3 Do you think you will compare the prices of auspicious 4.39 0.763 highest
plants before deciding to buy them through e-commerce.

a4 Do you think you will buy auspicious plants through e- 4.46 0.649 highest
commerce.

5 Do you think you will share the pros and cons of buying 4.19 0.926 high
auspicious plants through e-commerce.
Total Average 4.36 0.544 highest

4.21-5.00 = highest; 3.41-4.20 = high; 2.61-3.40 = moderate; 1.81-2.60 = low; 1.00-1.80 = lowest.
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auoseenndeliusnarulundudBidnnseing Wewnnilmnuasanuasiwe fdeds 4.63 (SD. = 0.591) viuAnia
auesasdoliunarulumndudsidnnseting dAede 4.46 (S.D. = 0.649) ¥uAninuesesIeuisusiavesls
wpanoufindulateliusnanulundudsidnnsedng fideds 4.39 (S.D. = 0.763) ¥iuAninuesazuendedonuas
Fordvvaenisdeliusrannlumdvdsidnnseding SAeds 4.19 (SD. = 0.926) viuAadneufinuesazidendolsl
wrarulundivddidnvseiind svaeuaudeyannaulnddviemdayaniadumnesiin fiAede 4.17 (S.D. = 0.931)



6 MIANTNYATNITIDUNG 2569 : 44 (1) : e0265118
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Table 2 Satisfaction Pearson Correlations

Online
Product Price Place Promotion Personalization Privacy  Decision
marketing Mix
4.68
Product
(0.384)
4.61
Price 0.468**
(0.430)
4.70
Place 0.409** 0.590**
(0.346)
4.60
Promotion 0.388** 0.502** 0.509**
(0.424)
4.71
Personalization  0.440** 0.547** 0.612** 0.435**
(0.411)
4.75
Privacy 0.376** 0.395** 0.519** 0.359** 0.582**
(0.401)
4.68
Decision 0.306** 0.315** 0.253** 0.276** 0.241** 0.208**
(0.384)

**_Correlation is significant at the 0.01 level (2-tailed).

ltalic: mean (standard deviation, S.D.).

AwUsdasenndidnadnsaennuduiusseninsiuludvinineardudssansanduiusliiiv 0.80 T
AMIMNNeI1 nuaaduiuslussduunansfisgeesiiudsdasenndd slddwmaliindymuazivudsyndaluld
Tuniswennsalnisinduledeliusralundvddidnnsedndly iensavasuinifadsdiulssaunanisnaialnesaui
Sviswasion1stoliunandoly Fslddidunismaasu ANOVA Fauansualily Table 3

Table 3 ANOVA Results of Marketing Mix Factors on Purchase Decisions

Model Sum of Squares df Mean Square F
1 Regression 19.315 6 3.219 12.496
Residual 115.670 449 0.258
Total 134.985 455

a. Dependent Variable: Decisions

b. Predictors: (Constant), Privacy, Promotion, Product, Price, Personalization, Place

auiiuldn danadfvaasuien Wiy 12.496 wagan Sig. $A1 0.000 Feifeanitsedu Weddny (@ = 0.01)
AU130UNEsANNRFIUNAN (Ho) uazyinn1seausuauufiguses (H,) eSuralaindiulssaunisnisnainseouladl &
anuisatesduiusidudunsaiunsdeliuralumndudddnnseindesailfoddymeadaisyiu 0.01 Fuhluads
Wuaunsnensalidadunss
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au1snasuremnuiuLlsvesn1sinaulatelinsnalundvddidnnsefindleisovay 14.3 (R%= 0.143) fasn
wUsARLLAYIINITHENINTalUSENB UMY dauUsEaunnan1sna1neaulall FIUNAAAUY AIUSIAT WATATUNISENESY

v o

Msean nedanudunusiuluseausi (R = 0.378) wiadwsreiindadelaludiudszaunianisnainildnsSnaneonis

o o =2

Folduspaegadiduddn Islavinsimsgionneenvan InsuansramdulssdnsvessiuUsudazialily Table 4

o

Table 4 Regression Coefficients of Marketing Mix Factors on Purchase Decisions

Standardized

Model Unstandardized Coefficients Coefficients t
B Std. Error Beta

1 (Constant) 1.325 0.386 3.435
Product 0.241 0.074 0.170 3.258"
Price 0.196 0.076 0.155 2.582"
Place 0.025 0.099 0.016 0.251
Promotion 0.142 0.069 0.111 2.054"
Personalization 0.007 0.083 0.005 0.084
Privacy 0.044 0.076 0.032 0.578

a. Dependent Variable: Travailing Decisions
" 0.05; " 0.01; 7 0.001.

WU druUszaunanisnatneeulad AMUNEAA U HI1USIAT LAEAIUAITEUESNNITAAIN @1115005Ue
Saufusnanuiuuys ildnswasenisdeldedaivedfynsadanisyiu 0.05 fuiufahdudsiunansias du
5107 wazmunsALEsHNIRaIn asraduannismuiunensalidadunss Ineduusaunansiue aunsaesuielu
nsteliusnaluniivddidnnseindldidudusunis (B = 0. 241) Fudseusa aunsaeduisnisdeliunaly
widldSidnnsedndld (B = 0. 196) wavfuUsaunsdwasuN1IAATA A1TesUIEnI3e oldusaalungivd
Sidnnselindle (B = 0. 142)

Tnpasy Yadedrudszaunienisnaineaulal wudn dundadoet A1us1aT kaga1unsduasun1snaind

vsnanani1sdaliusralunidivdsidnnsedng lasaiu1sasiudussuieanuiunlsveinisdeldusmalunidivd

aada

annsoling lanisovay 14.3 (R?= 0.143) egadldudrdgveadafissau 0.01 Feaunsaairsaunisneinsalifadunss

o

L
AR

=De

—

Y = 1325 + 0.241X, + 0.196X, + 0.142X,
X, = sunansdue
X, = Aus1en
X, = fumsduasunisnaie

AUNITANNITOOTUIATUNANS U9 ﬁ@m%waGiamiﬁm?{uias?juawmﬁzjm wansduslnalvinud Ay iunnn
Uszunn uasauauUfvesldusea dresiusanduladudidgysesan ;:JU'%Immﬁ)ﬁa]ﬁmmmﬁuﬁwaﬁwmlﬁa
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¢ mswawrEasawazi T Tiunzay wwtediilenalunsiaduladelsiusransesulaitdodiuysyan
mensnanaeevlaviiisvsnasensteliunalumdudsdnmseindls
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vouauUsnalls 18% vienanidnifeviisie Yaseiidnudwmadensinduladevienginssuluseiunis uddildede
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