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ABSTRACT

This research study The objective of this research was to examine the 7 Ps
marketing mix factors to compare the classification of decision making by demographic
characteristics. and the influence of the 7 Ps marketing mix on the purchase decision of
eye care supplements via TV home shopping and online. This is a quantitative study with
a sample group of 400 consumers who used or consumed eye care supplements through
TV home shopping and online channels. The data collection instrument used was a
questionnaire that was tested for accuracy and had a confidence value of 0.927. The
following statistics were used for the analysis: Frequency, percentage, mean and standard
deviation, t-test, one-way ANOVA, and multiple regression. Results show that the majority
of consumers are male, between 20and 30 years old, and have a bachelor's degree or
equivalent. Public sector/state enterprise employees have an average monthly income of
15,001-30,000 baht and are single. As for marketing mix factors, the 7P's found that
most consumers focus most on distribution channels, followed by staffing and marketing
promotion. Hypothesis analysis revealed that age and marital status were different. The
decision behavior of purchasing dietary supplements in the eye care category differed
significantly at the 0.05 level based on the 7Ps marketing mix factors of product, price,
distribution channel, marketing promotion process, and physical aspects Influence on the

decision behavior of dietary supplements in the eye care category accounted for 75.8%

Keywords: Marketing Mix 7Ps, Eye Supplements
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