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Abstract
Objectives of the research were to study 1) level of opinions about online marketing mix

factors and decision to buy watches via Instagram ; 2) online marketing mix factors affecting

decision making to buy a watch through Instagram. The purposive sampling technique has
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been applied to the sample group of 400 consumers who had bought watches through
Instagram at least once within a year. Statistics used were descriptive statistics and multiple
regression analysis. Results showed that most of the respondents were female, aged 30-39
years old, working as employees of the private companies. Monthly income 30,001-45,000
baht, esraduated with bachelor's degree. Most of them buying watches once a month and were
spent to buy watches 5,001-10,000 baht/time. There are opinions about 1) overall online
marketing mix factors at a moderate level when considering each aspect, it was found that
products and services has highest mean score, followed by aspect of place, price, privacy,
promotion and personal service. 2)Decision to buy watches online via Instagram overall, it
was at a moderate level. When considering each item it was found that items with the highest
average were public relations and up-to-date product information affecting decision to buy
products through Instagram, followed by you searching for and comparing product prices by
yourself, resulting in you making a purchase decision through Instagram and the least is
convenience affects decision to buy watches through Instagram. Results of the analysis of
online marketing mix factors that affect decision to buy watches through Instagram found that
all six factors of online marketing mix be able to predict decision to buy watches through
Instagram at 90.4 percent, it can be said that if a watch shop marketing on Instagram emphasize
their strategy by implementing all six factors of online marketing mix, it will result in a higher

level of consumer decision to buy watches through Instagram.
Keywords : online marketing mix factors, purchase decision, Instagram application
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