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Abstract

The objective of this research is to: 1) investigate marketing mix strategies (4Ps)—
product, price, place, and promotion; 2) examine the influence of social media, including
influencer marketing, user-generated content, social media advertising, and brand
engagement; and 3) compare the effects of marketing strategies and social media on the
purchasing decisions of POP MART products among consumers in Bangkok. Data were
collected through questionnaires distributed to 400 respondents who had purchased or
were likely to purchase POP MART products. The data were analyzed using descriptive
statistics and multiple regression analysis.

The results revealed that product, price, and promotion significantly influenced
purchasing decisions at the 0.05 level. Likewise, user-generated content, social media
advertising, and brand engagement also had a statistically significant impact. A
comparative analysis indicated that social media exerted a greater influence than
marketing strategies, with regression coefficients (B) of 0.494 and 0.353, respectively.

This study may serve as a practical guideline for developing marketing strategies
and leveraging social media to better align with consumer needs in specific target

markets.

Keywords: Marketing Mix, Social Media, Purchase Decision, POP MART
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