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Abstract

This research aims to examine the purchasing decisions of cat food through online
channels in Bangkok classified by demographic factors and investigate the marketing mix
factors (7Ps) affecting the decision to purchase cat food through online channels in Bangkok.
This quantitative research applied concepts and theories of demographic factors, marketing mix
(7Ps), purchasing decisions, and general information about cat food and cat care as a research
framework. A questionnaire was used as a data collection tool from a sample of 400 consumers
who had purchased cat food products through online channels in Bangkok. Statistical analysis
was performed using descriptive statistics including frequency, percentage, mean, and standard
deviation, and inferential statistics including Independent Sample t-test, One-Way ANOVA, and
Multiple Linear Regression.

The results revealed that consumers who purchased cat food products through online
channels in Bangkok had the highest level of purchasing decisions. Different gender, age,
occupation, and number of cats owned showed significantly different purchasing decisions at
the .05 statistical level. Among the marketing mix factors (7Ps), process and people aspects
significantly influenced the decision to purchase cat food through online channels at the .05
statistical level.

The research findings can be used as information for entrepreneurs to determine
marketing strategies to increase sales and improve consumer buying experiences on online

platforms more effectively.
Keywords: Cat Food Products, Online Channels, Purchase Decision
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