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Abstract

The objective of this research is to (1) compare the online air conditioner
purchasing decisions of consumers based on demographic factors, and (2) examine the
impact of the 7Ps marketing mix product, price, place, promotion, people, process, and
physical evidence on consumers' online air conditioner purchasing decisions in Samut
Sakhon Province. A quantitative research approach was employed with a sample size of
406 respondents. The data collection tool used was an online questionnaire. Descriptive
statistics such as frequency distribution, percentage, mean, and standard deviation were
used to analyze the data, while inferential statistics including One-Way ANOVA and
Multiple Regression Analysis were applied. The findings revealed that gender, age,
occupation, and monthly income significantly influenced purchasing decisions.
Furthermore, the 7Ps factors that impacted the purchasing decision included product,
price, promotion, and physical environment, which align with Kotler's theory and previous
research on consumer behavior in the digital age. The results of this study provide
insights for businesses to better understand consumer behavior and adjust their

marketing strategies to meet the demands of the local market.
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