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Factors influencing the purchasing behavior of sports equipment through social

networks of consumers in Mueang District, Khon Kaen Province
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Abstract

The quantitative research aimed to study the factors influencing the decision to purchase
sports equipment through social network of consumers in Muang District, Khon Kaen Province. And to
study the relationship between marketing mix factors and decision-making behaviors in purchasing sports

equipment through online social networks in Muang District, Khon Kaen Province.
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The samples used in the research were Consumers who bought or used to shop online of
consumers in Mueang Khon Kaen District, 400 people. Use convenience sampling method. By using
guestionnaires as a data collection tool The statistics used in the data analysis were frequency,
percentage, mean (X), standard deviation (S.D), and chi-square correlation test statistic (chi-square). The
statistical significance was at the 0.05 level.

The results showed that Most of the respondents were female, aged 20-30 years, with a
bachelor's degree. Is an employee of a private company The average monthly income is 10,001 - 20,000
baht. Most of them buy sports equipment in the type of running gear. The reason for ordering online is
because it can reduce the order time/convenience and good service with friends/colleagues
recommended Order during 12.01-18.00, purchase at least 1 time/month by purchasing 1,000-2,000 baht
per time. As for the 4P's marketing mix factors, it affects the decision to purchase sports equipment
through social networks in Muang District, Khon Kaen Province. The overall level is at a high level. When
considered on a case-by-case basis, all aspects were at a high level in descending order, namely:
marketing promotion in terms of products, prices, and distribution channels, respectively.

The hypothesis testing results showed that All marketing mix factors were related to purchasing
behavior of sports equipment through social networks. In all aspects, there was a statistically significant

level of 0.05.
Keywords : decision-making behavior, sports equipment, social network
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