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Abstract

The objective of this research was to study marketing mix factor (7P's), marketing tool, and
demographic affecting decision to purchase product in online marketing channel. The samples of
this study were 20 employee of Pond Chemical Company Limited by writing an in-depth interview.

The questionnaire were semi-structured interview.

The results now that marketing mix factor (7P's) affecting decision to purchase product with
online marketing channel are as follow Place in for convenient shopping, Price and Promotion are
for comparison worth another one product and Product in for reliability of the online store. In
addition, the most used marketing tool is search engine. Finally, women aged 25-40 use online
marketing channel most often in order to build strategies for selling more products online able to

consumers.

Keyword: Marketing mix factor, Marketing tool, Demographic, Online marketing channel
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