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Abstract
The purposes of this research were to study the importance level of online marketing
communication, marketing mix and to study relationship between online marketing communication
and marketing mix affecting on purchasing decision to buy dog and cat food via social media. This

research was quantitative research. The samples consisted of 400 people selected using a simple
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random sampling technique. The research tool adopted for data collecting was an online questionnaire
whilst data analysis was descriptive statistics included percentage, average and standard deviation and
inferential statistics was used multiple regression analysis. The results of the research revealed that the
importance of all factors was at high level. In descending order of importance, the results were
marketing mix followed with purchasing decision and online marketing communication. According to
the hypothesis testing, it revealed that 3 aspects of online marketing communication, which included
web marketing, content marketing, and online marketing affecting on purchasing decision to buy dog
and cat food via social media with statistical significance at 0.05. The variation of online marketing
communication was explained by 28.5 percent. Moreover, it revealed that 3 aspects of marketing mix,
which included product, price and promotion affected on purchasing decision to buy dog and cat food
via social media with statistical significance at 0.05. The variation of marketing mix was explained by

43.80 percent.
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