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ABSTRACT

The objective of this independent study was to study consumer’s opinions
toward marketing mix of the Internet retailing and store retailing by using Internet based
questionnaires and analyze gathered data to study about Internet users’ characteristics, their
buying experiences from Internet retailing and store retailing including their opinions toward
marketing mix of Internet retailing and store retailing.

From total 399 respondents, there are only 91 respondents or 22.8 percent used
to buy goods from Internct. Most of respondents were female and stayed in Bangkok. The
average age was from 20 to 30 years old. Graduated in Bachelor degree and have fair skills in
English speaking and writing with good in reading. Worked in private company with average
salary more than 25,000 bahts per month.

Most of respondents had been using Internet for more than 3 years and spend
average 3 to 5 howrs per week on‘Internet. The objective to access Internet was for seeking
information. The respondents who used to buy goods from Internet used credit card for their
orders. The products that the most respondents bought were books. The most respondents used to
visit the Internet retailing store to view books, clothing and gift respectively.

Most of respondents bought goods from shopping store and bought food the

‘most, then books and clothing respectively by using cash and credit card respectively.



For product element of marketing mix, the respondents who used to buy goods
from Internet had opinions at intermittent level toward Internet retailing, while had opinions at
agree level toward store retailing in having needed goods and after sales service. And had
opinions at disagree level toward Internet retailing, while had opinions at agree level toward store
retailing in having reliable and good quality product. The respondents who never bought goods
from Internet had opinions at agree level toward Internet retailing, while had opinions at
intermittent level toward store retailing in having many goods in each line and easiness to search
for goods. And had opinions at intermittent level toward Internet retailing, while had opinions at
agree level toward store retailing in having reliable and good quality products as well as needed
after sold service,

For price element of marketing mix, the respondents who used to buy goods
from Internet had opinions at intermittent level toward Internet retailing, while had opinions at
agree level toward store retailing in having credit plan. The respondents who never bought goods
from Internet had the same opinions level for both types of retailing.

For location element of marketing mix, the respondents who both used to buy
and never bought goods from Internet had opinions at agree level toward Internet retailing, while
had opinions at intermittent level toward store retailing in casy capability to search for shop that
sell needed goods, having delivery service to house or office and selective delivery method. The
respondents who used to buy goods from Internet had opinions at intermittent level, while the
respondents who never bought goods from Internet had opinions at disagree level toward store
retailing in capability to buy goods 24 hours 7 days.

For promotion element of marketing mix, the respondents who used to buy
goods from Internet had opinions at agree level toward Internet retailing, while had opinions at
intermittent level toward store retailing in having fast and easy to ask for information. The
respondents who never bought goods from Intemet had opinions at agree level toward Internet
retailing, while had opinions at intermittent level toward store retailing in having complete and

up-to-date information, and good publicity.



