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Abstract

The aims of this research are to : 1) investigate the significance of marketing mix
elements in mobile marketing on purchasing decisions, 2) assess the extent of
purchasing decisions, and 3) analyze the marketing mix factors in mobile marketing that
affect the purchasing decisions of elderly consumers, who have previously engaged in
mobile marketing purchases, in the Phra Nakhon district of Bangkok. The sample consists
of 400 people aged 60 and older. The data was collected using a questionnaire, and
statistical analyses, including percentage, mean, standard deviation, and hypothesis
testing, were carried out using multiple regression.

The findings are as follows: 1) The importance of the marketing mix elements
was highly valued, with an average score of 3.37. The most ranked factor is privacy
protection, with an average of 3.83, followed by sales promotion (3.43), distribution
channels (3.38), pricing (3.37), product (3.10), and personal service (3.09). 2) The overall
rating of purchase decisions was strong, averaging 3.29. The primary factor was
information search (3.37), succeeded by recognition of needs (3.35), evaluation of
alternatives (3.33), post-purchase behavior (3.24), and purchasing decision (3.17). 3) The
research of the marketing mix factors revealed that the product component strongly

affects the purchasing decisions of older consumers at a 0.05
Keywords: Marketing mix, Mobile marketing, Purchasing decision
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