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Abstract

Retail businesses, particularly department stores, are currently confronting challenges
from the rising competition of e-commerce in the marketplace. This shift has led consumers to
alter their purchasing behaviors and preferences. Robinson Surat Thani, a department store,
aims to enhance sales by utilizing influencer marketing through social media platforms. This
research has three primary objectives: 1) To examine personal factors, advertising perception
through influencers, marketing mix factors, and consumer product decision-making levels at
Robinson Surat Thani. 2) To investigate the relationship between advertising perception through
influencers and marketing mix factors. 3) To study the influence of advertising perception through
influencers and marketing mix factors on consumer product decision-making at Robinson Surat
Thani. This survey-based research sampled 213 consumers who had purchased products and
perceived influencer advertising at Robinson Surat Thani over the past three months. Convenience
sampling was employed, and data were collected using a questionnaire. Statistical analyses
included frequency, percentage, mean, standard deviation, Pearson correlation coefficient, and
multiple regression analysis. The research findings indicate a significant relationship between
advertising perception through influencers and marketing mix factors, demonstrating their
influence on consumer product decision-making at Robinson Surat Thani. These insights are
valuable for strategizing marketing approaches to expand the target customer base using
influencer advertising on social media, thereby stimulating product purchasing decisions,
increasing sales, and sustaining competitive advantage in the local retail business landscape.

Keywords: Advertising perception, Marketing mix factors, TikTok, Purchasing decisions
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