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Abstract

This research aimed (1) to compare the demographic factors of consumers with
their decision-making in purchasing fresh food products through online channels in
Bangkok, and (2) to study the influence of marketing mix factors (7P’s) on consumers’
decision-making in purchasing fresh food products online. The study employed a
quantitative research methodology, based on Demographic Theory, Marketing Mix Theory
(7P’s), and Consumer Behavior Theory. The data were collected in Bangkok using a
sample group of 385 consumers who had experience or interest in purchasing fresh food
online, selected through convenience sampling. The research instrument was a
questionnaire, and the data were analyzed using statistical software. Descriptive statistics
included frequency, percentage, mean, and standard deviation, while inferential statistics
included ANOVA and multiple regression analysis.

The findings revealed that, regarding the first objective, demographic factors such
as gender, occupation, and educational level significantly influenced consumer decisions
to purchase fresh food online in Bangkok. Consumers with different demographic

characteristics showed different behaviors and decision-making criteria, such as



convenience, store credibility, and familiarity with technology. Regarding the second
objective, marketing mix factors including product, price, promotion, people, process, and
physical evidence significantly influenced purchasing behavior, whereas place (distribution
channels) did not show a significant effect. These findings indicate that consumers
prioritize product quality, price value, effective promotions, reliable service staff, fast and
clear processes, and clean, safe packaging—all of which enhance confidence and
satisfaction in online purchases. The study’s results can be applied in developing

marketing strategies tailored to consumer groups with different demographic profiles.
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