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Abstract

The purpose of this research is to study the purchasing behavior of consumers.
and to study the 4P's marketing mix factors that affect consumers' purchasing decisions
from the Y series. The research model is quantitative research using the concept of
demography. The market mix and purchasing decision behavior of consumers. As a
framework for this research, The sample group is consumers of the Y Thai series. 400
people use the method of selecting the sample according to their convenience. By using

electronic questionnaires as a research tool and analyzing data using basic statistics.

The results showed that demographic factors include different genders and
education levels affect the purchasing decision behavior of consumers of the Y Thai series
differently. In terms of age, occupation and income, It affects the purchasing decision
behavior of consumers in the Y Thai series.The perception index is the highest, with
consumers valuing the bond and the need to follow the performance of the actors as the
main factors in purchasing decisions. in addition Consumers also show enthusiasm for
searching for information and participate in various marketing activities to support products
or services related to their favorite Y series. In terms of the 4P's marketing mix factors that
affect the purchasing decision behavior of consumers in the Y Thai series. It was found

that in terms of price. Distribution channels and marketing promotion. It affects the



purchasing decision behavior of consumers of the Y Thai series. Statistically significant at

the .05 level

Keywords : Marketing Mix, 4P, Decision, Y-Thai Series
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