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Abstract
The Factors affecting consumers’ selection of products online purchases in Bangkok
Its purpose is to 1. To study the behavior of consumers in deciding to buy products online.

In Bangkok 2. To study the factors affecting purchasing products online. It consists of
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demographic factors. Marketing mix factors (7Ps) and technology acceptance factors Data
were collected from a group of 400 consumers who purchased products online in Bangkok.
The tool for this research was a questionnaire (Questionnaire) to analyze the statistical data.
By finding the percentage value arithmetic mean and standard deviation for hypothetical
testing Data were analyzed using the t-test method. To compare the differences between
two groups of independent variables, one-way ANOVA and hypothesis testing were
performed to find relationships. Using the Pearson productmoment correlation coefficient
statistic at a significance level of 0.05 from the questionnaire. It was found that consumer
purchases of products via online Most of them were female, Calculated as a percentage
68.3 with the majority aged between 21-25 years, Calculated as a percentage 44.3. The
education level of the majority of the sample was bachelor's degree, Calculated as a
percentage 66.7. Most of the occupations of the sample were students. Students Calculated
as a percentage 66.0 and income level Average per month of the sample group Most are at
a level below 15,000 baht, Calculated as a percentage 67.7, which comes from analysis.
Personal factors Including gender, age, education, occupation, and monthly income. It has
an effect on consumers purchasing products online. in Bangkok and the marketing mix
factors that influence the decision to purchase products online include product factors Price
factor Distribution channel factors Marketing promotion factors Personal factors Process

factors and physical factors
Keywords: Online, Marketing Mix, Decision
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