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Abstract

Due to COVID, the Socioeconomic environment This will make the business operations
of entrepreneurs and small businesses such as flea markets, bazaars and mini-shopping
centers. According to the review, the factors that contribute to the marketing of services,
namely product, price, distribution channels (place), and promotion, are activities that will
encourage customers of the online flea market business to make more decisions. To help
understand the factors affecting consumers' purchasing decisions through the application of
the online flea market business. And research can be used as a guideline for developing and
improving the company's strategy. To keep up with the trend and meet the needs of

consumers in today's era.

Keywords: Service Marketing Mix, Buying Decision Process, The online flea market business
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Marketplace (1siininaa) Ao Suleidenaemsinedeveitsunududiuagi g s
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uwurAnitlHlunside

FauUsdu - wuaRaieafudILUsEaNNSnaIauInTg (Service Marketing Mix)

Kotler and Keller (2012) léinan31 uwiidndaulszaunsnisnatn (Marketing mix) {fuedesile
mansiaInnanisnsziuiteliussgingussasd lnoindesdieanunsoutseandu 4 ngulug 9
vidofiFunin 4 P’s Geuszneulusng waniaei (Product) $1A0 (Price) ¥esm1snsdndming (Place)
LAZN1TANATNANIMAIN (Promotion) WAkUIARAIUUSEANNIINTIAIRAEITUGTAIUIANS (The
Services Marketing Mix) #asliimuanlaluiiadedu 9 Wadu Inensindn 3pP’s inldiugsAauinng
loun ynains (People) nzuiumslun1sliu3ng (Process) M3asIauaz i lduaan¥MENINIEA TN
(Physical) ?fﬂﬁi’%f]usiamwauaummméfmmwmqﬂﬁﬁ FatudruUsraunenIsnaInusnng
FeusznauseesdUszneu 7 fuvie 7 P’s Teusznause
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vosdulsrauImInaInianue uandunalnafiannsfgaanuaulalifedumnldluntsimun

aiagdediminsaniinuaznsudadulunanidminewasuisenvegne

90

- - —



— -

MsUsEYATINSUasiLaUaNaUIRYSTAUNIR ATSN 5
Tuil 3 lwweu w.A. 2566

- - — A STw— - - — e e ——— — e —

3. 99an19n139n9ndng (Place) vsonshulitadmunesiufianagnsanuanusinsuas
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4. myduaiun1snatn (Promotion) nuneds iunisinsedeastusevineuisiugde
Weasaiauaiuaznginssulunisde Taen1suds msuennan wazn1svrgauda Auaulals
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5. YyAaIns (People) nu18fa yAAag liusnIs Fauraannrseaden nisiineusy vl
Fruuimaifnauiianelalumsuimsunansamileguds wiinnumstirnuianuannsadlvimaada
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6. navummIlumslsiuins (Process) vaneits dunsusing 4 Tumslsiuimsungnén Tnemsdauey
AunmuInsAugnaitelmAnauaiuazaufiewsla (Customer Satisfaction) lasgnan
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nuuIAndIeel fITeasuledn diuuszaun1an1InaInuIn1sUTENouMIERUNE A
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Fauusny - wuaRaiigatunisinaulade

Schiffman and Kanuk (2010) Ié’ﬂ,ﬁmﬁwmEJSUaqﬂismuﬂﬁﬁmﬁuﬁlﬂﬁﬁaﬁuaaﬂuﬁﬂﬂ NN
%umulummﬁaﬂ%@mﬁmﬁmsﬁmﬂaawmLﬁaﬂﬁulﬂwqﬁﬂsimQ’U%ImazﬂmimﬂudwﬁLﬁ'm%’aaﬁ’u
nszuaunsindula fadiudela (auddndnda) wagnginssumanisain msdeifuianssy
smdalauazmenmdaietulutisszesinamil Anssumanivhliinmsge LLazLﬁ(ﬂWﬂaﬂiium’i%@
MAyARGDY

a3 sum (2558) Indmidsnssuiunisdeaulavesiuslnaitlunsiiguilonasdoaudla
auduilstuazdosdinssviunisdudaBuduluaudsinuafndanndlaldaududa faanunsn
fnrsandutuneuld il nnsueadutlyminiswarmaielunisuaisnaieuen nsusedy
madennisdndulade Faunfindinisdonszuiunmsindulatovesuilan lunisiifuilaaasde

91

- - —



— -

MsUsEYATINSUasiLaUaNaUIRYSTAUNIR ATSN 5
Tuil 3 lwweu w.A. 2566

- - — A STw— - - — e e ——— — e —

Audwisfuazdosdinsruiunsdaudiyaduduluauieiauafndaanildldadudud nsfnunis
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LunangAnssuguslaa (Consumer Behavior Model)

1. ms¥uifannudosmnietiaym (Problem/ Need Recognition) Tutuseuusnijuilnas
aszmindcdam wioaudeinsiududmsenisuins dennudesnisvsedamiuisduinann
Ay (Needs) Faifinan

1.1 Asnsefuniglu (nternal Stimuli) 1w ANudiniindnn nsesneth sy

1.2 Asnszdunieuen (Extemal Stimul) 81391iA91NMsNSERUvBIEILYSEARMINIAAN
(4 P's) 1 WinvuaAnunAy 393d@nia wiulavandudlulngiel Aanssudauaiunisnaindain
arudAnesinie ssnld wWiufoudsolmiudreninld Wudy

2. mMsuaramdeya (Information Search) WoguslaAnsivAsaiudosnslududivio
U3nsudr Sudusioluduilanfazrhnisuaendeya weldsenoumsinduls nsuvdedeya
voerustnawiaduy

2.1 umasynAna (Personal Sources) L9y N15@BUANLAIALHBY ATBUATD AUFINTT]
Uszaumsallumsldauimiousnistu

2.2 umdann1an15@1 (Commercial Sources) 19y n1sudayaanlawanaiudonis
NNV $1UAN UTIYSIUN

2.3 UnAsE131500U (Public Sources) LU NIABUNNIINITWALLBLAVBIFUAIMTBUINIS
NnFomavy vioosdnsAuAsosuilan

2.4 unasuszaunisal (Experiential Sources) {inannsUszaunsaldiumveguslag
fnennaoddndntasiiu q wrou

3. maussfiunaden (Evaluation of Altematives) tiglddayaandunoud 2 ué ludusiely
fuilaafagynistsedumaden Taglunisussiiiumadondu uilnadesimuninasivie
ansanTAazldlunsUsyiiu

4. mafnAulate (Purchase Decision) ndsanitldviinisussiiunadonuds fuslnafiay
drdluduresnisdinaulate detesimarindulaludiusing q il

4.1 pEviedide (Brand Decision)

4.2 $rénile (Vendor Decision)

4.3 Usunasiive (Quantity Decision)

4.4 A7ge (Timing Decision)

4.5 35n5tun1591528U (Payment-Method Decision)

5. wgRingsumendsn1stie (Post purchase Behavior) ndsaniignénlévinmasnaulatedudn
viouinisluudatu dnmamainasfoninisnmasouarufiaelamevdanste Femufiawelatiy
Antuainnisfigndinisieudisudaiiietuassiuisiinants Sramaivedudmiouinis
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