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ABSTRACT

The purpose of this research was 1) to study the level of current marketing
strategies used to sell online products, 2) to compare the intention of consumers to
re-purchase online goods by personal factors, and 3) to study the marketing strategies
affecting intention to re-purchase online products. The sample consisted of 400 consumers
who had experience in buying goods online. The instrument for this research was
questionnaires. The data were statistically analyzed by percentage, mean, standard
deviation, t-test and one-way ANOVA and Pearson’s moment correlation coefficient
and multiple regression analysis.

The results were as follows:

1) Overall, the marketing strategies of consumers who had experience in
buying goods online were at a high level. (x = 3.80, S.D. = 0.51), When each aspect
was considered individually, the findings showed that the marketing strategies of
the consumers who had experience in _buying goods online ‘were also at a high level.
The aspects were in the following decreasing order: place (x = 3.95, S.D. = 0.54),
product (x = 3.87, S.D. = 0.62), promotion (x = 3.82, S.D. = 0.60), price (x =381, SD. =
0.57), personal interests (x = 3.78, S.D. = 0.65), public commentary (x = 3.69, S.D. =
0.66), and personal network (x = 3.66, S.D. = 0.63) respectively.

2) The comparisons of the level of intention to re-purchase online products
done by customer personal factors showed that the factors gender, age, marital status
and education did not have any effect on the intention to re-purchase online
products. But career and monthly income did have an effect on the intention to

re-purchase online products at the significant level of 0.05.



3) The analysis of the relationship between the marketing strategies and
the intention to re-purchase online products revealed that, as a whole, the relationship
was at a high level at the statistically significant level of 0.05. The results of
the multiple regression analysis showed that the marketing strategies affecting
the intention to re-purchase online products consisted of the place, personal
network and public commentary, at the 0.05 level of statistical significance, and with
a percentage of 42.00 (R" = 0.420). Variable sections such as product, price,
promotion and personal interests were not factors that affected the intention to

re-purchase online products at the statistically significant level of 0.05.
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