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Abstract

This research aimed to: (1) examine the personal factors of Thai consumers, including gender,
age, educational level, income, and online shopping experience, that influence purchase decisions on
online platforms; (2) analyze the components of the marketing mix (4Ps), namely product, price, place,
and promotion, affecting Thai consumers’ online purchase decisions; and (3) investigate the effects of
user experience and user interface design (UX/UI) on Thai consumers’ online purchase decisions. The
sample consisted of 400 Thai consumers aged 18 years and over who had made at least one online
purchase within the past six months and had experience using both domestic and international online
platforms. Data were collected using a questionnaire and analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, as well as inferential statistics, including one-way
analysis of variance (ANOVA) and multiple regression analysis. The results revealed that;

The results revealed that: (1) personal factors, namely gender, average monthly income, and
online shopping experience, had a statistically significant effect on online purchase decisions; (2) all four
elements of the marketing mix place, price, product, and promotion significantly influenced online
purchase decisions at the 0.05 level; and (3) user experience and user interface design (UX/UI), together
with perceived value, had a statistically significant impact on Thai consumers’ online purchase decisions.

The findings of this study can be applied as guidelines for developing effective online marketing
strategies that align with consumer behavior and needs, thereby enhancing the efficiency of online

purchase decision-making.

Keywords: Marketing Mix, User Experience and User Interface Design (UX/UI), Online Purchase

Decision
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