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ABSTRACT



The objectives of this research aim 1) to study the Marketing Mix affecting
decisions of online purchases on Tiktok Application in Pathum Thani Province. 2) to
study the decision of online purchases on Tiktok Application in Pathum Thani Province
and surrounding areas classified by demographic characteristics. 3) To study the factors
of a marketing mix and the psychological factors affecting of decisions of online
purchases on Tiktok Application in Pathum Thani Province.

The participants in this research was 400 Thai customer who has been
purchases on Tiktok Application in Pathum Thani Province. The questionnaire was used
as a data collection tool. The statistics used in the descriptive analysis were frequency,
percentage, mean and standard deviation. The hypothesis was tested using One-way
ANOVA statistics. If any differences were found will taking its to compares in pairs and
using the LSD method and multiple regression statistics.

The suggestion test of results showed that customer who has been purchases
on Tiktok Application in Pathum Thani Province with gender and different ages. As a
result, the decision to online purchases on Tiktok Application in Pathum Thani Province
are different perimeter and customer who has been purchase on Tiktok Application in
Pathum Thani different status, educational levels, occupations, and incomes. As a
result, the decision to online purchase on Tiktok Application in Pathum Thani Province
was not different. The marketing mix factors and application product, price, placement,
promotion, need arousal or problem recognition consumer buying process have an
effect on the purchase decision of online purchases of TikTok applications by
consumers in Pathum Thani Province.

Keywords: Marketing mix; Purchase decision
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