J298N19n1naIaNANanan1Inn i ladainanranlnsasnisoonlaiuas

Auslnaznaing

UNAALa

Nwistiies Tassnemiaanafidnadenisaaauladofisunonlutesmsaanla
maopju‘%Inﬂﬁﬂavlﬂﬂ ﬁ'i’@]qﬂs:aaﬁLﬁ"aﬁﬂmﬁm‘i’ﬂmamsmm@ laun sundanmat s1an
FRINNITATIWINY UM IFILEENNNTING TdNadonsaaauladaifiouanlusosnseanlal
vasguTlnamalny msispassidumsisodelsunm laslfuuuseunnaonlamduniasie
lumﬂﬁm’amam*’ﬁagamﬂmjmﬁaai'm FIWIW 423 Al I@]ﬂmié;'mLﬁaﬂnéjmﬁaﬂ’mmuazmﬂ

(Convenient Sampling)

sianlglunaliezidoys dszneudin af@Bewssmun (Descriptive Statistic) i
anuh fauaz dade uazdnmdosuuanasgiu uazalifBayans laud malenziniinanes

\TIWnamh (Multiple Regression) WNBNARALRNNAZINVBINTIRY

NANITITLWUANTATUNIINMIaaNa laaTNinadan1saaauladainawradlutainisaan laih
vosguilnarnlnvadnadinddnynaaid lasdiondaninadandaduladosnige fe

FAINNNIAINRUNY TOIRINIAD WAAADAH WAZNITRILEINNITVY

nan1I98a33Ra NIt Wl duuwinialunising Lmunaﬂqﬂﬁ‘mammm@ 2% RURIATL
HisznaunIpsfafisunen Lﬁa1ﬁaa@ﬂ§aaﬁquﬁﬂiiuLLa:mmé’admwaaﬁu’ﬂnﬂmﬂﬂsl
leatnaidszansnIw

ad1an: Jasanianiiaana, nsaaawlada, isunay, Tasn1saonla



The Influence of Marketing Mix Factors on Thai Consumers’ Online Purchase Decision of

Scented Candles
Potjanid Boonha

Asst.Prof.Dr. Tussanee Sirariyakul

Abstract

This research aimed to examine the marketing factors influencing Thai consumers’ online
purchase decisions of scented candles. The objective of this study was to investigate marketing
factors; product, price, place, and promotion, that affect Thai consumers’ online purchase decisions
of scented candles. This study employed a quantitative research design. Data were collected
through an online questionnaire from a sample of 423 respondents, selected using convenience

sampling.

The statistical methods used for data analysis included descriptive statistics, namely
frequency, percentage, mean, and standard deviation, as well as inferential statistics, specifically

multiple regression analysis, to test the research hypotheses.

The results revealed that overall marketing factors had a statistically significant influence on
Thai consumers’ online purchase decisions of scented candles. The most influential factor was

place, followed by product and promotion.

The findings of this study can serve as guidelines for entrepreneurs in the scented candle
business to develop effective online marketing strategies that align with Thai consumers’ behavior

and preferences.

Keywords: Marketing Factors, Purchase Decision, Scented Candles, Online Channel
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