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Factors Affecting Buying Decisions Online Pet Products
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Abstract

The objectives of this research are 1) to study the marketing mix factors that influence the
decision to purchase pet-related products online and 2) to study the online marketing mix factors
(6Ps) that influence the purchasing decision. Related to pets online: Use quantitative research
methods. Data were collected using questionnaires from the population in Bangkok and
surrounding areas. Four hundred people who had experience purchasing pet-related products
online were analyzed using percentage, mean, standard deviation, t-test, and one-way analysis of
variance. Multiple regression analysis: The research results found 1) marketing mix factors. Overall,
it is at a high level. When considering each aspect, it was found that the distribution channels It
has the highest average, followed by price and product. Marketing promotion Privacy aspect and

personal service, respectively. 2) Product factors influence the decision to purchase pet-related
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products online. Price factors, distribution channel factors, and personal service factors,

respectively.
Keywords: Buying Decision, Pet Products, Online Marketing Mix
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Multiple R .538°
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Adjusted R Square 278
Standard Error .90963

Degree of Freedom Sum of Mean
Analysis of Variance

Square Square

Regression 6 132.305 22.051
Residual 393 325.180 827

F = 26.650 Sig. = .000°
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Explanation: Variable in Equation

Independent Variable Unstandardized Standardized

Coefficients Coefficients t - Value Sig.

(B) (Beta)

ARl 679 1.847 066
AUNERAN (X,) 343 205 2.881 .004%*
AIUTIAT (Xo) 272 167 2.297 022%*
ANUYBINNTINTINAUE (X3) -527 -.290 -4.590 .000%*
AIUNITAAETUAITAAN (Xo) 141 .103 1.679 .094
punsiusNsduAna (Xs) 348 258 3.503 001
AUANTSNYIANILT AU (X6) 133 110 1.807 072

»* syutluddaynnsadffisesu 0.05
mﬁmwﬁmaaawnmmmL?uaul;‘f]uamﬁlé’ﬁﬁ
Y = bo + biXq + by Xy + bz X5 + bg Xe
Toed v e msdnauladedudndineatudniidsmeesulad
X1 A9 AMUNART N
X, AD A1UIIAN
X5 A9 AUYDINIINITININNUY
Xq PiB AuN1sIiUINISELYAAS
INANTNT 2 HANITIATIZANUTT F = 26.650 Sie. = 000 Luam‘wum AudbdAYneai
Wiy .05 Wy Sig. WeendnseautpdAny aguladn aun1sonnoefiadraul shudssasii 4 anse
psuedmudsmuluningiu
971nA1 Adjusted R Square AU .278 o5U1elAa FuUssasyiis 4 fdaunsaesutaiy
wUsusumasuwdsauladeeay 27.8
AN FIATERaInsadsdeudumannnsiuansiadle dal
V = 679 + 343X, +.272X, -.527.X3 +.348X,
(1.847) (2.881)** (2.297)** (-4.590)** (3.503)**
e : daavluradudie A t statistic
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