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Abstract

The objectives of study is to study the factors marketing mix affecting decision to purchase
electrical appliance an online platform of people in Bangkok and perimeter, factor is personal factors
and marketing mix is product, price, place, promotion, people, process, physical, This study is the
quantitative research which the questionnaire collects the data with 400 people.
The sample group was a group of teenagers, a group of students. working age group 400 people who
used to order electrical appliances through online platforms. . Data were analyzed by using the
frequency, percentage, mean, and standard deviation and collected data from questionnaires with
T-Test, F-Test (One way ANOVA), and Multiple Regression Analysis, the results showed that
respondent Most of them are female, aged 31 - 40 years old, single, have a bachelor's degree,
monthly income of 40,001 baht or more. The results of the overall analysis, the information about
the 7P marketing mix factors affecting the consumer's overall purchase intention of electrical

appliances through online platforms is at a very important level. can be sorted in descending order

of importance as follows, place ( X = 4.296) promotion ( X = 4..220) price (X = 4.212) Process (
X =4.167) product (X = 4.135) physical (X = 4.123) people (X = 4.006)

The results of the hypothesis testing found that (1) Different gender, age, and status cannot
affect the intention to purchase appliances through online platforms at statistical significance at the
0.05 level. (2) education level and different income Affecting the intention to buy electrical
appliances through different online platforms at a statistically significant level of 0.05.

Keyword: Marketing mix
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