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Online Marketing Mix Factors (6Ps) Affecting Purchase Decisions for Gray Hair-

Covering Shampoo among Consumers in Bangkok and Vicinity.

Channarong Worrasan®

Asst.Prof.Dr. Tussanee Sirariyakul**
Abstract

This independent study, titled “Online Marketing Mix Factors (6Ps) Affecting Purchase
Decisions for Gray Hair-Covering Shampoo among Consumers in Bangkok and Vicinity,” aims
to examine the influence of demographic factors on purchase decisions and to investigate how
the online marketing mix factors (6Ps) affects purchase decisions for gray hair-covering
shampoo among consumers in Bangkok and its surrounding areas. The sample consisted of
consumers aged 30 years and above who had previously used gray hair-covering shampoo.
Data were collected using a questionnaire administered to 420 respondents. Statistical analyses
included percentage, mean, standard deviation, t-test, one-way ANOVA, Pearson correlation,

and multiple regression analysis.

The results showed that most respondents were female, held a bachelor’'s degree,
were aged 40-49 years, had a monthly income of 25,001-35,000 THB, and were employed in
the private sector. Hypothesis testing indicated that demographic characteristics-gender, age,
education level, monthly income, and occupation-did not affect purchase decisions. Among the
6Ps, product, price, and promotion were significantly associated with purchase decisions,
whereas place (distribution channels), privacy, and personalization were not significantly
associated. Furthermore, multiple regression analysis revealed that the overall online marketing
mix (6Ps) significantly predicted purchase decisions, explaining 16.1% of the variance. Product
was the most influential factor, followed by price, promotion, and place, while privacy and

personalization were not statistically significant.

Keywords: Online marketing mix (6Ps), purchase decision, gray hair-covering shampoo,

Bangkok and vicinity
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