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Abstract

The objective of this research was to study the marketing mix factors and the decision
to buy obese clothes online. The questionnaires was used as a tool to collect data from 323
people who used to purchase and purchase the obese clothes online. The statistics used in
this study were frequency, percentage, mean standard deviation, independent sample t-test,
One-way ANOVA analysis and multiple regression analysis.

The results showed that the respondents were between 26-35 years old, were
single, graduated in bachelor's degree or equivalent, and earned 15,001-20,000 baht.
They had opinion about the marketing mix factors affecting the decision making to buy
obese clothes online in terms of product and the distribution in the high level, and In
terms of price and marketing promotion in moderate level. In addition, they had opinion
towards decision making process in terms of need recognition, alternative evaluation,
decision making, and post-decision evaluation in high level and in terms of information
search in moderate level.

Suggestions from the study include entrepreneurs who sell obese clothes should
provide high quality of obese clothes, design suitable shape, should provide clear price tag,
set price appropriately to the quality of the product, offer several payment channel, provide
clear order process, record necessary detail of order, select good images and photos for

advertisements, track customers’ order all the time.

Keyword: Marketing Mix Factor, Decision Making, Obese Clothes
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