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Abstract

The research entitled “Factors of Marketing Mix Influencing Decision on Online Purchase
of “CASETIFY” Telephone Cases in Bangkok Metropolis” was aimed (1) to study general
characteristics of consumers affecting decision on online purchase of “CASETiFY” Telephone
Cases in Bangkok Metropolis, (2) to examined marketing mix with impacts on decision of online
purchase of “CASETIiFY” Telephone Cases in Bangkok Metropolis, and (3) to explore attitudes of
consumers with effect on decision regarding online purchase of “CASETiFY” Telephone Cases

in Bangkok Metropolis. The findings revealed that

1. Different demographic factors including sex, age, marital status, education, average
monthly income affected the decision online purchase of “CASETIFY” Telephone Cases in
Bangkok Metropolis dissimilarly with statistical significance at .05, except for occupation that there

was no statistically significance difference at .05.

2. The disparate marketing mix in aspects of product, price, place and promotion had
different effects on decision of the online purchase of “CASETIFY” Telephone Cases in Bangkok

Metropolis, with statistical significance at .05.

3. Distinctive attitude, knowledge and feeling had dissimilar impacts on decision regarding
the online purchase of “CASETIFY” Telephone Cases in Bangkok Metropolis, with statistical

significance at .05.

Keyword: Purchase decision, CASETIiFY, Mobile Phone Case, Ecommerce
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