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Abstract

The purpose of this research was (1) to study customer behavior in the decision-
making to purchasing accessories at seme.acc and (2) to analyze the marketing mix
factors influencing customers' purchasing decisions at seme.acc. The research surveyed
445 customers who had previously bought accessories from seme.acc. Data analysis
was conducted using SPSS, employing descriptive statistics and inferential statistics,
including ANOVA (F-test) and Multiple Regression Analysis.

The research findings revealed the following: that most customers prefer gold-
plated stainless-steel necklaces, primarily for aesthetic purposes. Personal preference
plays a key role in purchasing decisions, with Instagram being the most used ordering
platform due to convenience. Customers typically buy 1-2 pieces per transaction,
spending 1,001-1,500 THB, with purchases occurring every 1-2 months and payments
made via PromptPay. The hypothesis testing results revealed that (1) customer behavior
factors such as product type, purchase purpose, influencing individuals, purchase
occasion, purchasing channels, budget, purchase frequency, and payment method
significantly affect purchasing decisions at a 0.05 level of statistical significance. And (2)
marketing mix factors, including product, price, place, and promotion, also significantly

influence accessories purchases at a 0.05 level of statistical significance level.

Keywords: Demand, Accessories, seme.acc Accessories Shop
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