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Abstract

This research aimed to study demographic factors and marketing mix (7Ps) that
influence online purchasing decisions on the TikTok platform among TikTok users in Bangkok
Metropolitan Area and vicinity. This quantitative study collected data from a sample of 400
respondents through purposive sampling. Data collection utilized online questionnaires and was
analyzed using descriptive statistics (mean and standard deviation) and inferential statistics (t-
test, one-way analysis of variance, and multiple regression analysis). The research framework
was based on theories regarding demographic factors, marketing mix (7Ps), and purchasing
decision processes.

The research findings revealed that the majority of respondents were female, aged 31-
40 years, with education below bachelor's degree level, employed as private company
employees/workers, earning monthly income of 15,000-30,000 baht, and having single marital
status. Regarding demographic factors, age and marital status significantly influenced online
purchasing decisions on TikTok at the 0.05 significance level, while gender, education level,
occupation, and monthly income did not significantly affect purchasing decisions. For marketing
mix factors, the study found that product, price, people, process, and physical evidence
significantly influenced purchasing decisions, whereas place (distribution channels) and
promotion did not affect consumer purchasing decisions.

The findings from this research can be applied to formulate marketing strategies, product
development, and sales promotion to appropriately respond to consumer needs in Bangkok

Metropolitan Area and vicinity.

Keywords: Marketing Mix, Purchasing Decision, Online Platform, TikTok
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