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Abstract

The purpose of this research was to study the purchasing decision for bedding products via
online shopping of people in Bangkok. The sample group selected for this study was 400 people who
live in Bangkok. The technique tools used for data collection was a questionnaire that was distributed
through the online system of google forms and linked to Facebook and Line for checking the
questionnaire has been returned. The statistics used to analyze the data were descriptive statistics
which were percentage, mean and standard deviation. The data were analyzed t-test , F-test statistics
and Pearson product-moment correlation.

The study indicated that most samples are female, between 31 — 40 years, who worked for a
private company/contractor, education level at bachelor's degree and have average monthly income
between 20,001 — 30,000 Thai baht. The respondents had their opinions about the marketing mix
factors related to the purchasing decision for bedding products that all marketing mix are at the
highest level. Starting from Product (X = 4.33), Price (X = 4.29), Place (X = 4.33) and Promotion
X = 4.07).

The hypothesis testing results presented that the demographic factors such as occupation
and average monthly income are related to the buying decision for bedding products via online
shopping in Bangkok area was statistically significant at 0.05 level. While the marketing mix factors
which are product, price, place, and promotion; are related to the purchasing decision for bedding

products via online shopping as well was statistically significant at 0.05 level.
Keywords: Personal factors; Marketing Mix; Buying Decision Process
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