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ABSTRACT
The objectives of this research are 1) to study the decision to buy fashion

clothes through online channels of consumers. In Bangkok, looking for Nakorn 2) to compare
the decision making process to buy fashion clothes through online channels of consumers
In Bangkok looking for Nakhon By categorizing the population factors 3) to study the
marketing mix factors affecting the decision to buy fashion clothes through online channels
of consumers In Bangkok, 400 people using questionnaires as a tool to collect data The
statistics used in the descriptive analysis are frequency, percentage, mean and standard
deviation. Test the hypothesis with one-way ANOVA statistics. If differences are found, then
compare to each pair. By using LSD methods and using multiple regression statistics

The results of the research showed that 1) the decision to buy fashion clothes
through online channels of consumers In Bangkok looking for Nakhon Overall, the opinions
were at a high level. 2) Consumers in Bangkok with sex, education level And income is
different, making the decision to buy fashion clothes through online channels is no different
and consumers in Bangkok who have Different age makes the decision to buy fashion clothes
through different online channels. 3) Marketing mix Products, price, distribution channels and
marketing promotion affecting the decision to buy fashion clothes through online channels
Bangkokeducation, occupation and average income per month make the decision to buy
fashion clothes through online channels no different. 3) Marketing mix factors affect the
decision-making process of buying. Fashion clothing through online channels of consumers
In the Bangkok area at the highest level of distribution channels.
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