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ABSTRACT  
The purposes of this research were (1 )  to study the important level of the online 

marketing mix factors on River Snail Rice Noodles products, and (2) to study the importance of 
consumers' purchase decisions on River Snail Rice Noodles products and (3 )  to study online 
marketing mix factors affecting the consumer's purchase decision on River Snail Rice Noodles 
products in Guangxi, the People's Republic of China. The sample group was 400  people who 
had experience using River Snail Noodles products on their own through online business.   The research tool 
was an online questionnaire. Data were analyzed using descriptive and inferential statistics with MRA.  

The online marketing mix concerning the place was the first very high importance, 
followed by product and people, price, process, and the physical, respectively, according to 
the consumers' purchase decisions. The results showed that all factors were highly important. 
These findings showed that the online marketing mix (product) had a direct effect on              
the purchase decisions of consumers, with coefficient equal to (β=.304). The online marketing 
mix (price) had a direct effect on the purchase decisions of consumers, with a coefficient equal 
to (β=.2 6 6 ) . The online marketing mix (promotion) had a direct effect on the purchase 
decisions of consumers, with a coefficient equal to (β=.1 8 5 ) . The online marketing mix 
(physical) had a direct effect on the purchase decisions of consumers, with a coefficient equal 
to (β=.181). The online marketing mix (process) had a direct effect on the purchase decisions 
of consumers, with a coefficient equal to (β=.089) . Lastly, the online marketing mix (people) 
had a direct effect on the purchase decisions of consumers, with a coefficient equal                  
to (β=.077). All the factors were significant at 0.05 level. While the variable online marketing mix 
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(place) had a direct effect on consumer's purchase decisions, a coefficient equal to (β=.048 ) , 
Adjusted R2 = 0.584, which was not significant at 0 . 0 5  level. The research contributed                      
to understanding how social media marketing and influencer endorsements affected the purchase 
decision process for traditional or regional food products, offering insights into the influence           
of digital word-of-mouth on niche products. 

 

Keywords: Online Marketing Mix, Consumer’s Purchase Decision, River Snail Rice Noodle Products  
 

Introduction   
Online business is very popular in this era. It is comfortable with the lifestyle of 

people in modern times and helps consumers to access consumer products and consume.   
It is easy to reach target customers because opening an online store helps to save costs for 
entrepreneurs. They have transformed the way commerce operates, offering numerous 
advantages to both businesses and consumers. Online businesses have the potential to reach 
a global audience, breaking down geographical barriers and allowing businesses to expand 
their customer base far beyond their local region (Ngamchoom, 2020 ) .  The online business 
environment encourages innovation and agility. Businesses can quickly adapt to market trends, 
test new ideas, and respond to changing consumer demands. Include lower overhead costs, 
running an online business typically involves lower overhead costs compared to physical stores. 
There is no need for expensive retail space, utilities, and other overhead expenses. Now, cost-
effective digital marketing allows online businesses to target specific audiences and measure           
the effectiveness of campaigns, leading to cost-effective and efficient marketing strategies. Online 
businesses have revolutionized the way commerce is conducted, offering unparalleled reach, 
accessibility, cost-efficiency, and innovation. As technology continues to advance, online 
businesses will likely continue to play a vital role in shaping the future of the global economy.  

The online marketing mix refers to the adaptation of the traditional marketing mix for 
the digital environment. It helps businesses craft strategies to reach their target audience 
effectively in the online space (Li et al., 2022). The online marketing mix provides a comprehensive 
framework for businesses to design their digital strategies effectively. Each element is crucial 
for driving traffic, building trust, and converting customers in the competitive online environment. 
Adapting the marketing mix for online channels ensures businesses stay relevant and successful in 
the digital age. However, it involves adapting the four key elements of price, place, product, 
and promotion to the digital marketing context (Sulistijono, 2019). When planning for an online 
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service, it is also possible to consider including physical evidence, people, and processes in 
the marketing mix. The online marketing mix refers to the strategies used to satisfy consumer 
needs and position our offering effectively in their minds. The 7  P’s version of this paradigm, which 
includes product, price, place, promotion, people, process, and physical evidence, is currently 
more commonly used. These are the marketing mix elements for service businesses applied 
to purchasing products on online platforms. This is particularly true for any business that deals 
with intangible services and even more so for the online marketing mix (Kotler and Keller, 
2009). The significance of the online marketing mix in shaping consumer purchase decisions is well-
established, as it combines essential strategies that influence consumer behavior in the digital 
landscape. A summary of its impact, based on the research by Muliyana and Suyanto (2019), 
indicates that all elements of the marketing mix; product, price, place, promotion, people, process, 
and physical evidence—significantly affect consumer purchasing decisions in online environments. 
High-quality products, competitive pricing, and convenient purchasing processes particularly 
contribute to positive decision-making. Marketing mix elements not only directly influence 
purchasing decisions but also mediate the relationship between consumer behavior and decision-
making. The online marketing mix significantly shapes consumer purchase decisions by addressing price 
sensitivity, convenience, trust, and personalization. Businesses that optimize their online marketing mix can better 
meet consumer expectations, build trust, and drive conversions effectively.  

Guangxi is a city rich in cultural tourism and has a long history. It is the birthplace     
of many cultures, including Chinese folk art, such as the century-old Liuzhou Industrial 
Museum, Liuzhou River Snail Rice Noodle Industrial Park, and Longdu Tourist Road. The market 
context for River Snail Rice Noodles products is influenced by the region's rich cultural tourism 
and historical significance. Yufeng District in Liuzhou City is a focal point for attracting 
investments and government support to promote historical and cultural attractions. One        
of the unique local products that has gained attention is River Snail Rice Noodles products.    
The Yufeng District in Liuzhou City is an important area of historical and cultural significance that has 
been promoted through investment attraction and support. The River Snail Rice Noodles products market 
is a niche segment within the culinary industry that centers around a unique noodle dish featuring snails as 
the primary ingredient. This market asters to individuals seeking diverse and adventurous culinary 
experiences. River Snail Rice Noodles products have become increasingly popular due to their unique 
flavor and the unique dining experience they offer. This dish is typically made by cooking rice 
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noodles in a delicious broth made from a combination of herbs, spices, and snail meat. To enhance 
its taste and appearance, it is often served with fresh herbs, vegetables, and condiments (Srivastava, 
2023). 
       The market for River Snail Rice Noodles in Guangxi is driven by its soft power, cultural 
products and historical context, government support, and the growing interest in unique culinary 
experiences, flavor, and dining experiences. The market offers opportunities for both established food 
businesses and emerging entrepreneurs. Established restaurants can expand their menu options while 
aspiring chefs can set up specialized Rever Snail Rice Noodles product stalls or food trucks to cater to 
this unique culinary trend (Li Ning, 2023). Marketing strategies for promoting Liuzhou River Snail Noodles 
internationally through e-commerce platforms emphasize the importance of cultural appeal, customized 
packaging, and social media engagement. These strategies aim to address challenges such as food safety 
standards and logistics (Sun & Huang, 2023).  It can further combine the characteristics of Guangxi's online 
shopping market and the psychological changes of consumer groups and even combine with big data to 
discuss the network marketing strategy to provide more comprehensive and effective operational 
suggestions for enterprises and shopping platforms. 
 

The Objectives of the Research 
1 .  To study the important level of the online marketing mix factors on River Snail 

Rice Noodles products in Guangxi, the People's Republic of China. 
2 .  To study the importance of consumers' purchase decisions on River Snail Rice 

Noodles products in Guangxi, the People's Republic of China. 
3. To study online marketing mix factors affecting the consumer's purchase decision 

on River Snail Rice Noodles products in Guangxi, the People's Republic of China. 
 

Literature Review and Research Hypothesis  
           The marketing mix consists of strategies and actions used to meet customer demands 
and establish product value, encompassing the 7P’s: Product, Price, Place, Promotion 
(McCarthy, 1960), and additional elements for services—People, Process, and Physical 
Evidence (Kotler & Armstrong, 2010). This framework is relevant in various contexts, including 
online marketing. The study focuses on the online marketing mix’s impact on purchasing 
decisions for River Snail Noodles in Guangxi. The independent variable is the online marketing 
mix, as defined by Booms & Bitner (1982); Kotler & Armstrong (2010); Chaffey (2022).               
The dependent variable follows five consumer decision-making steps: problem recognition, 
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information search, evaluation of alternatives, purchase decision, and post-purchase behavior.           
The research confirms that the online marketing mix significantly influences customer purchasing 
behavior. 
           The study examines the service marketing mix (7P’s) in businesses operating on online 
platforms, highlighting its continued relevance alongside digital marketing strategies. In service-
oriented businesses, the “product” includes both tangible and intangible elements, such as 
food delivery and the associated experience (Zeithaml et al., 2018). Pricing strategies 
incorporate dynamic pricing, subscriptions, and freemium models, shaping consumer 
perceptions. While traditional physical locations are replaced by digital platforms, accessibility 
factors like app performance and delivery coverage remain crucial (Grönroos, 1994). Digital 
channels, such as social media and email marketing, drive promotional strategies (Lovelock & 
Wirtz, 2021). Customer interactions via live chats and customer service reinforce the personal 
aspect of service businesses. The online marketing mix alone is insufficient, as it lacks emphasis 
on people, processes, and tangible evidence. It mainly focuses on digital strategies like SEO, 
content marketing, and paid ads. Integrating the service marketing mix ensures a holistic 
approach to service quality and customer satisfaction. This combination effectively addresses 
challenges unique to online service platforms (Chaffey & Ellis-Chadwick, 2019). This concept 
was introduced by Blackwell (2006) to identify the key factors that influence consumers' online 
product purchasing decisions. The independent variable, based on Kotler and Keller (2009), includes 
the 7 P's as follows: 1) The product includes both physical and digital offerings tailored to meet 
customer needs and scalability. 2) Pricing strategies incorporate dynamic pricing, freemium 
models, subscriptions, and transparent discounts. 3) The online "place" focuses on accessible 
digital platforms like e-commerce sites and mobile apps with user-friendly experiences.                     
4) Promotional efforts leverage social media, SEM, email, influencer partnerships, and content 
marketing for wider reach. 5) "People" emphasizes the role of customer service teams, social 
media managers, and AI chatbots in enhancing interactions. 6) Processes involve streamlined 
backend and frontend systems ensuring secure transactions and efficient order tracking and  
7) Physical evidence is conveyed through digital touchpoints such as website design, branding, 
and high-quality product images. The purchase decision is a dependent variable influenced 
by multiple online marketing components. It involves the phases of problem recognition, 
active information search, and critical evaluation of alternatives. Finally, the decision-making 
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process culminates in a purchase decision and subsequent post-purchase behavior as 
conceptualized by Kotler & Keller (2006). See Figure 1  

 
 
 
 
 
 
     
 
 
 

Figure 1 Conceptual Framework 
  

Research Hypothesis 
H1:  Online marketing mix have a positive effect on purchase decisions on River 

Snail Rice Noodle products. 
H 1.1: Product has a positive effect on purchase decisions on River Snail Rice Noodle products.  
H 1.2: Price has a positive effect on purchase decisions on River Snail Rice Noodle products.  
H 1.3: Place has a positive effect on purchase decisions on River Snail Rice Noodle products.  
H 1.4: Promotion has a positive effect on purchase decisions on River Snail Rice Noodle products.  
H 1.5: People has a positive effect on purchase decisions on River Snail Rice Noodle 

products.  
H 1.6: Process has a positive effect on purchase decisions on River Snail Rice Noodle 

products.  
H 1.7: Physical Evidence has a positive effect on purchase decisions on River Snail 

Rice Noodle products. 
 

Research Methodology 
1. Population and sample 

     The population studied consists of people who have experience using River Snail 
Noodles products independently through an online business in Guangxi.  As indicated by the screening 
questions, the questionnaire is only intended for consumers who have experience purchasing River 

H:1(1-7) 

Online Marketing mix 
Kotler and Armstrong (2010) 

1) Product 
2) Price 
3) Place 
4) Promotion 
5) People 
6) Process 
7) Physical Evidence 

 

Purchase decision 
(,Kotler & Keller, 2006) 

 

1) Problem recognition 
2) Information search 
3) Evaluation alternatives 
4) Purchase decision 
5) Post-purchase behavior 
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Snail Rice Noodles products. For the sample groups, the researcher calculated the sample size using 
the formula of Cochran (1953) at a confidence level of 95% and a level of error of 5 percent.          
The sample size can be calculated as 384.16. The researcher defines the sample as 400 people.  

         2. Instrumentation 
 The questionnaires are based on the online marketing mix theories of of Kotler and 
Armstrong (2010); Booms and Bitner (1982); Chaffey (2022)  covering seven factors: product, price, 
place, promotion, people, process, and physical evidence. Additionally, Kotler (2006) developed      
a questionnaire on five purchase decision factors: problem recognition, information search, 
evaluation of alternatives, purchase decision, and post-purchase behavior. The questions use             
a 5-level Likert scale (Likert, 1970), rating importance from 1 (very low) to 5 (very high). 
           3. Data collection 

The researcher distributed online questionnaires via WeChat, websites, and apps, 
clarifying objectives for respondents. A pilot test with 30 Chinese consumers in Guangxi, 
experienced with River Snail Noodles, was conducted to assess reliability. Cronbach’s Alpha 
was used, requiring a minimum reliability of 0.70 (Cronbach, 1951). The questionnaire achieved 
0.809 reliability, with an overall reliability of 0.926. The revised questionnaire was then used 
for data collection. Multiple Regression Analysis with Enter Selection was applied to analyze 
the results. The researcher prepared a complete questionnaire. The revised questionnaire was 
used to collect data with the sample to collect data for further research. In this study,            
the researcher will apply descriptive statistics and inferential statistics to analyze the data with            
the following: (1) Descriptive statistics in the analysis of frequency, percentage, mean, and standard 
deviation. And (2) Influential statistics in the analysis of the synergistic by Multiple Regression Analysis. 
   

 Analysis and Discussion   
         1. Results percentage analysis of the personal information of the people who have 
experience using River Snail Noodles products on their own through online business in Guangxi, China.  

The majority of respondents were female (67.25%) and under 30 years old (33.00%). 
Most were single (41.75%) and held a bachelor's degree (39.75%). Students made up              
the largest group (28.50%), with 34.00% reporting the highest income level. Online shopping 
was preferred by 38.25%, mainly on Taobao (58.75%). Credit cards were the most used 
payment method (26.25%). 
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2. Results descriptive, and mean analysis of the important level of the online 
marketing mix factors.  

The online marketing mix concerning the place is of very high importance first (4.49), 
Followed by product and people of very high importance (4.48), and the online marketing mix 
concerning the price is of very high importance (4.45). The online marketing mix concerning the 
promotion is very high importance (4.47). The online marketing mix concerning the process is very high 
importance (4.58). Lastly, the online marketing mix concerning the physical is very high importance (4.57).  

3. Results descriptive, and mean analysis of the operation of consumer purchase decisions.  
The overall consumer purchase decisions are of very high importance, with a mean of 4.40.  
The influence of the marketing mix on purchase decisions involves testing criteria 

such as the Normality Test and Correlation using Multiple Regression analysis.  
             The correlation coefficient is a tool in statistical analysis for determining the relationship 
between two variables. It is represented by "r" and measures the strength and direction of           
the linear relationship between the two variables. Testing the correlation coefficient enables 
researchers to determine whether the observed correlation in a sample is statistically significant 
or if it could have happened purely by chance. See Table 1 
 

Table 1. Correlation Coefficient 
Variable Product 

(X1) 
Price 
(X2) 

Place (X3) Promotion (X4) People (X5) Process 
(X6) 

  Physical (X7) PD (Y) 

Product (X1)  0.228**  .268** 0.426** -0.021 0.694** 0.695** 0.619** 

Price (X2)   0.092 0.129* 0.106* 0.500** 0.501** 0.499** 

Place (X3)    0.143** 0.117* 0.040 0.039 0.148** 

Promotion (X4)     0.003 0.338** 0.339** 0.440** 

People (X5)      0.135** 0.134** 0.138** 

Process (X6)       0.140** 0.671** 

Physical (X7)        0.672** 

Remark: **p<0.01, *p<0.05 

Table 1, analyzing the correlation coefficient values between the online marketing 
mix variables and consumer's purchase decision using the Person correlation coefficient 
method, found that the value sig. is equal to 0.000, which is less than 0.01. It is statistically 
significant at the 0.01 level and has a moderate relationship (r=0.695, Sig.=0.000) when 
considering the elements of the online marketing mix in 7 areas: product, price, place, promotion, 
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people, process, and physical. and the relevant degrees are 0.619, 0.499, 0.148, 0.440, 0.138, 0.671, 
and 0.672, respectively. All variables are related, with every variable having a correlation coefficient 
between 0.106 and 0.695, which is not more than 0 . 8 0 . This shows that all variables are 
independent, which can be considered in the multiple regression analysis model (Hair et al., 2019). 

4. Results from Multiple Regression analysis of the factors affecting the consumer's 
purchase decision on River Snail Rice Noodles products in Guangxi, using the online marketing mix.  

The influential statistical data of all items related to the online marketing mix on                
the consumer's purchase decision on River Snail Rice Noodles products in Guangxi, the People's 
Republic of China are presented in Table 2 

 

Table 2 shows the result of the multiple regressions analysis by Enter Selection 

Model 
Unstandardized 
Coefficients 

Standardized 
Coefficients 

Beta 
t Sig. 

Collinearity Statistics 

B Std. Error Tolerance VIF 

(Constant) .518 .216 - 2.396* .017 - - 
1. Product .160 .025 .304 6.316*** .000 .449 2.227 

2. Price .215 .031 .266 6.986*** .000 .715 1.398 
3. Place .028 .020 .048 1.453 .147 .945 1.059 

4. Promotion .217 .042 .185 5.128*** .000 .799 1.251 

5. People .043 .019 .077 2.307* .022 .941 1.062 
6. Process .066 .040 .089 1.664*** .000 .361 2.769 
7. Physical .134 .051 .181 2.651** .008 .224 4.464 

Remark: R Square = 0.592, Adjust R2 Square = 0.584, F = 81.330, Durbin Watson 2.47 
  Note: * = Sig<0.05, ** = Sig<0.01, *** = Sig<0.001  

 

Table 2 Results of the study online marketing mix’s factors affecting the consumer's 
purchase decision on River Snail Rice Noodles products, found that the presence of the significant 
effect of the seven predicting variables on the purchase decisions of consumers was identified based 
on their significance. The effect of a predicting variable is significant. Value is less than 0.05. 
           1. The research found that the research identified a significant effect of 7 marketing 
mix variables on consumer purchase decisions, with significance determined at p < 0.05.        
The product had the highest impact (β=.304) on purchase decisions. Price followed with            
a regression coefficient of β=.266. Promotion showed a significant effect with β=.185. Physical 
evidence had a regression coefficient of β=.181. Process influenced purchase decisions with 
β=.089. People had an effect with β=.077. The place had the lowest regression coefficient    
(β=.048) and was not statistically significant at p < 0.05. All other factors significantly influenced 
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purchase decisions, emphasizing the importance of product, price, and promotion in driving 
online consumer behavior. See Figure 1 below. 
 
 

 
 
 
 
 
 
 
 
 

 

Note: *= Sig<0.05, **= Sig<0.01,*** =Sig<0.001 

 Fig. 2 Model of Multiple Regression  
 

Discussion  
     This research aimed to study the online marketing mix concerning the product, which 
is of very high importance. Online shopping is increasingly popular due to its convenience and 
effectiveness. It also highlights digital marketing strategies, including the online marketing mix, 
and discusses the implications for businesses as outlined by Chaffey and Ellis-Chadwick (2019).  
Additionally, the elements of the online marketing mix can quickly change a company's 
competitive position through innovation, as suggested by Khan (2014). The online marketing 
mix also has two important benefits. First, it can be used as a tool to evaluate the work of 
marketing managers by exchanging benefits from the competitive strengths of online 
businesses and going through the process of online marketing mix with customer benefits and 
other stakeholders. Second, it helps reveal product information and commercial terms, whether 
it is a process, physical, or multidimensional factor of a marketing manager's job. Following            
the price, the price element of the online marketing mix is incredibly crucial. The results of this 
study 8 correspond with the study of Mahittivanich in 2022 via Facebook, the top 3 reasons 
for returning to buy things online and in stores are the same: price (50%), product quality 

0.185*** 
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(38%), and ease of searching and finding products (38%). According to Hanaysha's et al., (2021) research, 
the price of a product plays a vital role in influencing a consumer's decision to purchase it. 
        Lastly, the online marketing mix concerning the price of very high importance.         
The price element of the online marketing mix is incredibly crucial. This is because online 
stores generally offer products at lower prices than physical department stores. Additionally, 
consumers prefer to purchase products online at cheaper rates, so online stores tend to set 
lower prices for their products. According to a survey conducted by Mahittivanich in 2022 via 
Facebook, the top 3 reasons for returning to buy things online and in stores are the same: 
price (50%), product quality (38%), and ease of searching and finding products (38%). According 
to Hanaysha's et al., (2021) research, the price of a product plays a vital role in influencing a 
consumer's decision to purchase it. Additionally, the study found that the store's image and 
location have a significant positive impact on purchase decisions.  
          The importance of consumer purchase decisions. 1) The overall consumer purchase 
decisions are of very high importance. In order to succeed in competitive markets, online businesses 
must understand the factors that influence purchase decisions, including price, quality, brand 
reputation, and convenience. By analyzing these factors, companies can refine their digital marketing 
strategies, product offerings, and customer experiences better to meet the needs and preferences 
of their target audience. According to Liuzhou (2023), both dishes are treasured for their unique 
tastes and are enjoyed by locals and visitors alike in their respective regions of origin. Related 
to the research of Chomraka et al., (2022) conduct, the consumer purchase decision process 
generally consists of five steps: problem perception, information search, alternative 
evaluation, purchase decision, and post-purchase evaluation.  
         The online marketing mix factors affect the consumer's purchase decision on River 
Snail Rice Noodles products in Guangxi, the People's Republic of China.  
           The online marketing mix significantly influences consumer purchase decisions for 
River Snail Rice Noodles, with the product being the most critical factor due to its cultural 
heritage and government promotion. Price follows as the second most influential factor, 
aligning with research emphasizing its role in attracting consumers (Thepnarong & Wisetprapha, 
2021). Promotion, particularly through social media and advertising, effectively influences 
purchasing behavior (Chaffey, 2022; McCarthy, 1960). Physical aspects, such as website design, 
product presentation, and security, rank fourth, shaping consumer trust and shopping 
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experiences (Kotler & Keller, 2009). The process, including seamless ordering and secure online 
payment systems, ranks fifth in impact (Alzahrani, 2018). People play a crucial role in 
maintaining service quality, with personal interactions and staff professionalism affecting 
customer satisfaction (Hongyont, 2019). However, the place variable showed no significant 
correlation with consumer decisions, as convenience and usability matter more in digital 
shopping. The study highlights the importance of integrating digital marketing tools and 
omnichannel strategies for sustainable online business operations. 
 

Suggestion  
            1. Operation of owner business suggestion 
 1. Emphasize authenticity and quality by highlighting the cultural significance         
of River Snail Rice Noodles, which will attract consumers seeking genuine local cuisine.  
     2. Focus on digital marketing strategies like content marketing, which includes 
sharing recipes and cooking tips, engaging with customers on social media, and collaborating 
with influencers. These efforts will help increase brand awareness and establish credibility. 

2. Further research suggestion  
             Based on the finding that the product factor in the online marketing mix has             
a regression coefficient (β=.304), indicating the highest impact on consumers' purchase decisions. 
The way the product is presented online can significantly influence consumer decisions. Use high-
quality images, detailed descriptions, and engaging videos that showcase the product in its best 
light. Highlight its authenticity, texture, and taste to make it appealing to potential buyers.  
 

Research Conclusion   
          The online marketing mix influencing River Snail Rice Noodle purchases in Guangxi 
includes product quality, competitive pricing, availability, and effective promotions. Cultural 
and social factors, customer reviews, and user-generated content also impact decisions. 
Excellent customer service, including live chat, FAQs, and a flexible return policy, enhances 
trust and satisfaction. Secure transactions and data protection are crucial for consumer 
confidence. Fast and reliable delivery, along with convenient return options, improves           
the overall experience. Logistics and delivery location play a key role in purchase decisions. 
These factors collectively shape consumer buying behavior in the online market. 
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