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Factors affecting trust in decision to purchase products via social media of Undergraduate
students in the Human Resource Management program. Faculty of Humanities and Social
Sciences, Thaksin University, Songkhla Campus
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Abstract

This research aimed to study the factors affecting the decision to buy products via social media of
undergraduate students in the Human Resource Management program, Faculty of Humanities and Social
Sciences, which affected the decision-making behavior of students to buy products via social media. The
researcher reviewed documents, studied principles, concepts and related theories from various sources such
as documents, research tables and internet search systems to determine the conceptual framework of the
study By asking 187 undergraduate students from the Faculty of Humanities and Social Sciences, Human
Resource Management Program, Songkhla Campus It was found that most respondents had opinions on the
4Ps of marketing mix at a very high level, especially in the areas of marketing promotion and distribution
channels, which have a high influence on building confidence in purchasing products.
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