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ABSTRACT
The purpose of this research was to study the marketing mix (4C’s) factors that affect

customer’s buying decision-making via social media (Facebook) in Khon Kaen province. This
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study is a quantitative research method, 5-point Likert scale questionnaires were used to
collect data. The sample consisted of 341 customers in Mueang district of Khon Kaen province.
The statistical analysis methods were percentage, mean, standard deviation, and multiple
regression. The results showed that the majority of the samples were female, aged 31-40 years
old. Their highest education is a bachelor’s degree. Most of them are professional civil
servants/ government officials who have an average monthly income between 10,000 — 20,000
baht. The findings of the study revealed that the marketing mix factors (4C’s); Consumer wants
and needs, cost to satisfy, convenience to buy, and communication affected customer’s buy
decision-making via social media (Facebook) at a significant level of 0.05. Additionally, these
variables mutually affect customer’s buying decision-making via social media (Facebook) at
60.10%

Keywords: Marketing Mix (4C’s), Customer Buying Decision-Making, Social Media (Facebook)
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