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ABSTRACT

The objective of this research was to study the marketing mix factors affecting the
decision to buy online products of generation Z in Bangkok. Data were collected through
questionnaires from 400 samples of Generation Z in Bangkok. The data were analyzed by
descriptive statistics: frequency, percentage, mean, standard deviation. For the hypothesis
testing, inferential statistics: multiple regression were used. The results of the study indicated
that 55.3 percent of the respondents were female and they were between 19-21 years old.
The 53.0 percent of the products they purchased were fashion items, and the average time
they spent on an online shopping was from 30 to 60 minutes. The hypothesis testing results
showed that the price in marketing mix factors positively affects the decision to buy online
products of the generation Z in Bangkok, followed by the distribution channel, product, and
promotion at the 0.05 level of significance. All four factors together could predict the online

purchasing decisions at a rate of 51 percent.
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a. Predictors: (Constant), Promotion, Place, Product, Price

b. Dependent Variable: M3dndulagedudeaulatvaanguiauesdy Z lungavmuviuns

AN 1 WU NUI ASNAEDU Tug29 1.5 — 2.5 dunu1899 ATAIIUARIA
ADRNAEDUVBLADTUUIRAYN WUl A1 Durbin- wasududaszradwduluauteulaveinis
Watson Statistic = 1.792 @dlanlng 2 vieet AATEEdUTUS AN

A1919% 2 wamﬁmiwﬁmmmaawmm (Multiple Regression Analysis) ¥astadsdiulszaunig

nsnaavidamasienisdnauladedumesulatvesnguiaiueisdu Z lunjaunnumuns (Me35 Enter)

N > Collinearity Statistics
. mimauiwaaumaaulau
ALUT T p-value
Std.
B Beta Tolerance VIF
Error
Al 891 | .180 4.942 000
AURARAUA (X,) 147 052 160 2.840 .005 392 2.552
AIUTIAN (X)) 332 053 377 6.300 .000 346 2.889
AUTBINITMUE (X5) 201 037 206 5.415 .000 861 1.161
AuUNSALESNNITRan (X,) | .121 046 139 139 .009 445 2.246

a. Dependent Variable: nsanaulagodunissulall

R Square (R%) = 0.510 Adjust R Square (AR?) = 0.505 Std. Error of the Estimate (S.E.) =0.350

F =102576 p-value = .000

¥ = 0891 + .147(mARA ) + .332(51A7) + .201(F99M199191U18)+ . 121(N1580@30N15Ma1A) ;
R? = 0.510

~

7 = 160 (Z,) + 377(Z,) + .206(Z5) + .139(Z,)

NA3T 2 WU eRTUAMNERANLY Factor (VIF) wud1 fauUsdaseynaiiian
a5u18n1E TN LU UM MU UL RS Tolerance g4n11 0.2 Fanuea11d1 Lifia
leun Tolerance wag Variance Inflation AmgiuvesLUslufuuuiunsuindy

Wi 63 : MIETIVINMTAAanTugaudnyensuwitUszmelng (agen.)



Tufuuud (5r0uns Aadang, 2563) wasg
Lﬁ aNa1584 1A Variance Inflation Factor
wuiulsdaseyndaiian VIF doundn 10 3
nU18AUIN LUHA1ITTINA UV IRILUTUUY
EunsaAntulushuuud (Daoud, J. 1, 2017)
dlofinnsanen pvalue awsaesuiglddn &
wUsBaseiidandnadetadudrudszaunis
nsnanaidanarenisindulededuseoulay
YINgutatueLstu Z lungunnuniuns &
s 4 Jade Tnenafilamananaiuisanay
aunfgiun1sifeldfadelud Jadedu
WARA I (X)) (B=0.147, p<0.01) $1UsIAN
(X,) (B=0.332, p<0.01) ATUTDINIITINUNE
(X5) (B=0.201, p<0.01) WAEAIUNITAIUETH
N199a19 (X,) (Beta=0.121, p<0.01) 9143l
Toddyneadansesu 0.05
Uaduaunandoe (X,)
danan1ansanonisindulodedudn

paulauvoanguiatuestu zlu

'
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§ = 0.891 + .147(nAnNI) + 332(571A1) + .201(WoIMeT ML)+ . 121(M5daLESuN158); R? = 0.510

wanAua (X,)

(e 117 v— Z2NQ\
511 (X,)
(I 229 v £AR&\

Y193y (X;)

(k- 2N1 v A12)

(h: 121 r= ';79)

\

T msdnaulate  dudn

AsdaEINnN1Inana (X,) /

soulatives nau

» Multiple Regression Analysis by

Enter

R = 0.510 SE.=0.350
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