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Marketing mix that affects people's decision to buy clothes via online

media during the Covid-19 crisis of Songkhla province.
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ABSTRACT

This study subjects 1) to study demographic factors that affect online media
purchase decisions during the Covid 19 crisis of Songkhla's population 2) to study
marketing factors that affect online media purchase decisions during the Covid 19 crisis of
Songkhla's population.

The research found that 1) consumers who commented on marketing factors
considered individually, 2) consumers who commented on distribution channels, process
areas, physical characteristics presentation areas were the most, product areas, price
areas, and individual areas, respectively, 2) consumers who commented on purchasing
decision factors considered individually. BW: Problem awareness, alternative evaluation,
purchasing decision-making, and information-seeking, post-purchase behavioral aspects.
be on a large scale, in order.

As a result of the hypothesis test, it was found that 1) demographic characteristics
consist of: Gender, age, education level, occupation, and average monthly income affect
the decision to buy clothes through online media during the Covid 19 crisis of Songkhla
province population differ statistically significantly at 0.05. 2) Marketing mix factors It was
found that productivity, price, distribution channel, marketing promotion, HR, physical
characteristics presentation, process, HR, productivity, and physical character presentation
affected the decision to buy clothes online during the crisis, Covid 19 of Songkhla's

population.

Keywords: Marketing mix factors; Purchase decision; Consumer
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