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Abstract
The purpose of this research was to study; 1) the purchasing behavior of online products via online
applications, 2) online marketing mix, and 3) purchasing decisions after the COVID-19 pandemic in Tak
Province. A sample of 400 people was chosen by purposive sampling and questionnaires were used
as a tool to collect data. The statistics used to analyze the collected data were frequency, percentage,
arithmetic mean, standard deviation and multiple regression analysis. The results were as follows:
1) The purchasing behavior found that; fashion products, cosmetics, and computer equip-
ment were ordered through Lazada and Shopee applications because of convenience. Con-
sumers purchased online products 1 - 2 times per month with 1 - 2 items per time and spent
100 - 300 baht per time. Payment methods included cash on delivery and via bank transfer.
2) Online marketing mix found that; product variety, quality, affordable prices, convenience of
ordering, fast and accurate delivery, were important for consumers. Additionally, they also focused
on continuous marketing campaign, giving advice, solving problems, and persona data protection.
3) The decision to purchase products found that; COVID-19 situation and news via media
related to disease outbreaks has played an important role in influencing consumers decision to
purchase products through online applications. Moreover, consumers believed that online shop-
ping could reduce the risk of epidemics. So, they kept continuing online applications shopping.
4) The influence of the online marketing mixes on the decision to purchase products
through online applications found that; only online marketing promotion and protecting per-
sonal data influenced consumers purchase decision through online applications at a sta-
tistical significance level of 0.05 and 0.01 respectively. On the other hand, product, price,
distribution channels and personal service have no influence on purchasing decisions.

Keywords: Purchasing Behavior, Online Marketing Mix, Application, Purchase Decisions, Covid-19
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