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Abstract

The objectives of this study were to study: 1) the differences of personal
characteristics towards Thai consumers’ purchase decision making on online product in
Bangkok metropolitan areas, 2) marketing mix towards Thai consumers’ purchase decision
making on online product in Bangkok metropolitan areas; and 3) customer relationship
management towards Thai consumers’ purchase decision making on online product in
Bangkok metropolitan areas. Population and sample were the consumers, who had
experiences in purchasing one time online product in Bangkok metropolitan areas. The 400
samples were selected for this research with the verification of content validity value of 0.6 -
1.00 from 3 experts as well as the reliability value of 0.891 (the reliability value of marketing
mix is 0.879 and the reliability value of customer relationship management is 0.942) from the
analysis of 30 samples. The analysis was the descriptive statistics with the percentage, mean,
and standard deviation and the inferential statistics with the t-test, one-way ANOVA, and
multiple regression analysis with the significance level of 0.05. The results found that the
differences of personal characteristics: gender, age, occupation, and income per month
affected Thai consumers’ purchase decision making on online product in Bangkok
metropolitan areas. Marketing mix: product, price, place, and promotion affected Thai
consumers’ purchase decision making on online product in Bangkok metropolitan areas.
Moreover, customer relationship management: customer follower up and the customer
relationship affected Thai consumers’ purchase decision making on online product in
Bangkok metropolitan areas with the significance level of 0.05.
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