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FACTORS INFLUENCING THE PURCHASING DECISION OF THAI DURIAN THROUGH
SOCIAL NETWORK OF CHINESE CONSUMERS, NANCHANG PROVICE,
THE PEOPLE’S REPUBLIC OF CHINA
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ABSTRACT

The objectives of this research were: (1) to study marketing mix factors and the
decision to purchase Thai durian through online social networks of Chinese
consumers in Nanchang, (2) to compare the decision to purchase thai durian through
online social networks of Chinese consumers in Nanchang, classified by personal
factors; and (3) to study the relationship between marketing mix factors and
purchasing decision thai durian through online social networks of Chinese consumers
in Nanchans.

This research was quantitative research. The population was Chinese
consumers in Nanchang who have consumed and purchased Thai durian via social
media. The exact number was unknown. Cochran's calculation formula is used. The
sample size of 400 people using convenience sampling. Using a questionnaire as a
tool to collect data. Statistics used in the research include frequency, percentage,
mean, standard deviation, t-value, one-way ANOVA; and the Pearson correlation
coefficient.

The research findings were found that: (1) marketing mix factors overall and
each aspect was at the highest level of agreement. Sort by product, price,
distribution channel and marketing promotion. The decision to purchase thai durian
through online social networks of Chinese consumers in Nanchang. Overall and each
aspect was at the highest level of agreement. Sort by post purchase behavior
recognition, information search problems recognition, evaluating of alternatives and
purchasing decisions, (2) education level and preferences for different thai durian

varieties it had different effects on the decision to purchase thai durian through



online social networks of chinese consumers in Nanchang. Statistically significant at
the .05 level, but gender, age, occupation, marital status, and monthly income are
different. It has the same effect on purchasing decision thai durian through online
social networks of Chinese consumers in Nanchang; and (3) marketing mix
factors had a relationship with the decision to purchase thai durian through online
social networks of Chinese consumers in Nanchang. with a high level of positive
relationship. The pearson correlation coefficient was equal to 0.808, p-value was

equal to 0.00, which was less than the statistical significance at the 0.01 level.

Keywords: Purchasing Decision, Thai Durian, Social Network, Chinese Consumers,

Nanchang
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