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Abstract

This research aimed to study the influence of the marketing mix affecting online
shopping decisions in Bangkok Metropolitan. This research is quantitative research. The
population used in the study was 400 residents of Bangkok Metropolitan by using the Taro
Yamane formula with a specific method. Use questionnaires as a research tool—statistics for

data analysis, percentage, mean, and standard deviation.
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The results of multiple regression values showed that 70.25 percent were females,
29.75 males respectively, and 49 percent were from 30-39 years of age. Followed by 20-29
years of age, 20.25 percent, 35.5% were civil servants/state enterprise employees, followed
by private businesses/ Trade 31.5% with average monthly income for the most part 25,000-
30,000 baht. The influence of the marketing mix affects online shopping decisions. The overall
picture is at a high level. The side with the highest average is the product side, followed by
marketing promotion side, distribution side and the side with the lowest average is the price

side.
Keywords: Mobile Applications, Marketing Mix, Online
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