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Abstract

This research aims to study the perception of consumers who purchase household
goods from China via online shopping channels of the population in Bangkok. To study the
marketing mix that influences the decision-making process of purchasing household goods from
China for the population in Bangkok. To study the decision-making process of purchasing
household goods from China via online shopping channels of the population in Bangkok. This
research is a quantitative research. The sample group is 400 people who have purchased
household goods from China via online shopping channels within the past 6 months and are
residents of Bangkok. The statistical software (SPSS) was used to process the questionnaires.

The research results found that 1) Consumer perception in terms of price, store, and
brand Influence on the decision-making process of purchasing household goods from China via
online shopping channels of the population in Bangkok. And packaging, advertising, do not
influence the decision-making process of purchasing household goods from China via online
shopping channels of the population in Bangkok. 2) Marketing mix in terms of product, price,
distribution channel, and promotion influence the decision-making process of purchasing

household goods from China via online shopping channels of the population in Bangkok.

KEYWORDS : Perception, Marketing mix, Decision-making process
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