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ABSTRACT
The objectives of this research were: (1) To survey the personal factors of those who
decide to buy products through consumer applications in Chonburi and (2) To study
the marketing mix factors that affect consumers' decisions to purchase products
through applications consumption in Chonburi.

This research was quantitative research. The population is consumers, the exact
number of which is unknown. A sample of 400 people uses a simple random sampling
method. Using questionnaires to collect data. Statistics used in data analysis include
percentage, mean, standard deviation, and test statistics. Testing the value at the F-

value test Multiple regression was used.



Major Findings: (1) there are differences in age, occupation, and income; (2)

personal safety There is a relationship with the purchase.
Keywords: Producr, Application, Decision
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