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Abstract

Marketing mix and technology acceptance model that influences in buying vintage t-shirt online of
people in Bangkok aimed to 1.) to study the decision of buying Vintage T-Shirt online of people in Bangkok
2.) to study making decision of buying Vintage T-Shirt online of people in Bangkok divided by personal status
3.) to study the study of marketing mix and acceptance of technology model that affects customer decision of
buying Vintage T-Shirt online of people in Bangkok. The sample group used in the research were 400 people
who have bought Vintage T-Shirt online and lived in Bangkok by using Yamane's computational method.
This research was used Convenience Sampling to collect sample group. The research tool was a questionnaire
created by the researcher and was divided into 4 parts which were Part 1.) questionnaire on personal status of
respondents, Part 2.) questionnaire on marketing mix that affects the decision to buy Vintage T-Shirt online,
Part 3.) Questionnaire on technology acceptance that affects the purchase of Vintage T-Shirt online,
Part 4.) Questionnaire on the level of opinion about Decision to buying Vintage T-Shirt online, and
Part 5.) Questionnaire on suggestion and others. The results of the study revealed that personal factors which
were the difference of sex, age, occupation, income and way to buy Vintage T-Shirt online resulted in different
purchase decisions of Vintage T-Shirt online. The statistically significant at 0.05. Moreover, this research was
found that Marketing mix factor affected the decision to purchase Vintage T-Shirt online are product, price,
place. However, the technology acceptance, perceived enjoyment and perceived usefulness affected making

decision on purchasing Vintage T-Shirt online.
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