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CONSUMER PURCHASING DECISION BEHAVIOR FOR
THAI FABRICS THROUGH DIGITAL MARKETING CHANNELS
IN UDON THANI PROVINCE
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ABSTRACT

The objectives of this research were: to 1) study the level of consumer decision
- making behavior in purchasing Thai fabrics through digital marketing channels in Udon
Thani Province, and 2) compare the decision-making behavior in purchasing Thai fabrics
through digital marketing channels of consumers classified by personal factors. The sample
consisted of 400 consumers who had purchased Thai fabrics through digital marketing
channels in Udon Thani Province. The research instrument was an online questionnaire
developed using Google Forms. The statistics used for data analysis were frequency,
percentage, mean, and standard deviation, aswell as t-test and F-test (One-Way ANOVA).
When significant differences were found, the LSD (Least Significant Difference) method was
employed for pairwise comparisons.

The research findings revealed that the overall consumer decision-making behavior
in purchasing Thai fabrics through digital marketing channels was at a high level. When
considering each aspect, it was found that marketing promotion and process had the
highest mean scores at a high level, followed by price and people, product, physical
evidence, and place or distribution channel, respectively.

The comparison of consumer decision-making behavior in purchasing Thai fabrics
through digital marketing channels classified by personal factors showed that consumers
with different gender, age, education level, and average monthly income had statistically
significant differences in their decision-making behavior at the 0.05 level. However,
consumers with different ages showed no statistically significant difference in their overall

decision-making behavior in purchasing Thai fabrics through digital marketing channels.

Keywords : Purchasing decision Thai Fabrics Digital Marketing Channel
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