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Marketing mix factors that influence satisfaction with goods purchased

via e-commerce on social networks
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Abstract

This research aims. 1) Study of Satisfaction with the goods purchased via e-
commerce on social networks.2) Study the predictive power of the marketing mix to the
satisfaction of the product purchased through the e-commerce social network.
Population and sample overall average satisfaction. In the medium Based on the type
Found that the satisfaction score. In order from largest to smallest. People living in
Songkhla used online social networks. The median age of the labor force age range
from 19-59 years Number 40 Research tool used was a questionnaire. 1) Satisfaction
with goods purchased via e-commerce on social networks. The overall average
satisfaction. In the medium Found that the satisfaction score Baby Accessories Baby
Accessories Skills development average 3.48. Followed by electronic products
average 3.28 ,jewelry average 3.23 and garment average 3.03 2) The importance of the
marketing mix. Purchase goods and services via e-commerce on social networks .
Overall importance in moderate average 3.18. If it was found that the separate
distribution channels are the most average. Second is the promotion of products and
prices 3) Predictive power of the marketing mix to the satisfaction of the product
purchased through the e-commerce social network. Considering the prediction
coefficients (Coefficient of determination ,RZ) Sequence is as follows: Electronic
products ( R’ =0.389 ) garments (R2 =0.281 )jewelry and accessories to the mother
and baby accessories baby toys child development skills (R* = 0.203).

Keywords: E-commerce, Marketing mix, Complacency
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