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ABSTRACT

This study aims to examine the factors influencing the purchase decision of
designer toys through E-Marketplace platforms. The study considers demographic
factors, including sex, age, education, marital status, occupation, and income, as well as
the marketing mix factors (6P) of E-Commerce businesses: product, price, place,
promotion, personalization, and privacy. This research employs a quantitative approach,
collecting data from a sample of 420 individuals in Thailand who have purchased
designer toys through E-Marketplace at least once. The sampling methods used were
convenience sampling and voluntary response sampling, with data gathered through an
online questionnaire and analyzed using both descriptive and inferential statistical

methods.

The findings indicate that age is the only demographic factor significantly
influencing the purchase decision, as it correlates with experience, perceptions, and
consumer behavior regarding designer toys. Among the marketing mix factors, place
(distribution channels) and price were found to have a positive influence on purchasing

behavior through E-Marketplace platforms.

Keywords: Purchase Decision, Designer Toys, E-Marketplace, Marketing Mix 6P
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