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ABSTRACT

This research aims to (1) study consumer Marketing Mix and the decision in

online purchasing of generation Y



Four hundred participants of Generation Y used to purchase through online
media. Data were collected using a questionnaire. Data analysis included Descriptive
Statistics (Frequency, Percentage, Mean and Standard Deviation) Inferential Statistics
(F-test, t-test, Beta (B), R, and p-value 0.05). The main finding is (1) consumers are a
most women age 21 — 30 years old Bachelor degree and salary between 25,001 —
35,000 baht per month (2) consumers are most satisfied by promotion, followed by
place, product and price. (3) the online decision-making is positively related to

consumer satisfaction in the Marketing Mix (p<0.05) at a statistically significant level.
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