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Abstract
The objectives of this research were (1) to examine demographic factors, consumer behavior,

the marketing mix, and online purchasing decisions through online platforms in Suphan Buri Province,
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and (2) to investigate guidelines for applying the online marketing mix that influenced consumers’
purchasing decisions. This study employed a mixed-methods research design. The sample consisted
of 420 consumers, selected through purposive sampling proportional to the population across all 10
districts of Suphan Buri Province, and 30 online business entrepreneurs. The research instruments
included an online questionnaire and in-depth interviews. Quantitative data were analyzed using
descriptive statistics and multiple regression analysis, while qualitative data were analyzed using
content analysis.

The quantitative findings revealed that most respondents were female, aged 20-30 years,
single, held a bachelor’s degree, earned an average monthly income of 10,001-20,000 baht, and were
employed in the private sector. They preferred purchasing beauty and personal care products and
placed importance on value for money. TikTok was the most frequently used platform, with purchases
typically made between 6:01 p.m. and 9:00 p.m., averaging once per week, with spending ranging from
501 to 2,000 baht per purchase. At the .05 significance level, physical characteristics significantly
influenced purchasing decisions (B = 0.308).

The qualitative findings indicated that online entrepreneurs utilized capital, personal expertise,
and digital technologies—such as TikTok Live streaming, promotional strategies, and Al systems—to
build brand identity and increase sales. Adapting marketing strategies to align with consumer behavior
enhanced convenience, perceived value, and confidence in purchasing decisions. This study provides
practical benefits for small and medium-sized enterprises (SMEs). It may serve as a guideline for

developing policies to promote the digital economy at both local and national levels.

Keywords: Demographics, Marketing Mix, Consumer Behavior, Purchase Decision, Online Platform
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9NAN5197 2 namTATIEsinsanneegusErIadednysEaunsnan idwasionisiadule
??aﬁué"']rzhul,l,wamms‘uaauiaﬂﬂuanQU%IM WU ATUREAANI (1) AMUNIEWERLNMINGIR (X4) AUNTZUIINT
(Xs) WAZAUSNBULNNIENIN (X7) Lﬁuﬂﬁaﬁﬁqmamaﬁqmﬁamsﬁmﬁu%éﬁua warfifudfymeadnfisziv
05 demsdndulatodudriuunaniesuosulatvesuilaalufmingnssany? Tnefudsiiidvinauniias

Toun srusnwaznienieatn (B = 0.308, Sig. = 0.000) 5998911 Ao ArunsauasuNIea1n (B = 0.242,
Sig. = 0.000) AunAnA (B = 0.215, Sig. = 0.000) wagaunsTUIUNT (B = 0.148, Sig. = 0.002) AUEWU
TurnuegAiiudsanusIan () soammedsammdie (o) wazuana (Xe) ldwarenisindulade
Aty WehuWeuaunisannaenvan (Multiple Regression Equation) aglansil
Y= Bo+ le1+ Bzxz +...+Bi+€

~
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