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ABSTRACT

This study aims to examine the effects of marketing mix factors—product, price, place,
and promotion—on consumers’ purchasing decisions regarding Ocean Glassware products in
Thailand. The sample consisted of 414 consumers with prior experience purchasing or using
such products. Data were collected using a questionnaire and analyzed using descriptive and
inferential statistics, including means, standard deviations, t-tests, ANOVA, Pearson correlation,
and multiple linear regression. The findings indicated that product and price factors significantly
influenced purchasing decisions. The regression model explained 49.4% of the variance in
purchasing behavior, emphasizing the importance of strategic marketing in influencing consumer
decisions.
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