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Abstract

This research is aimed to study the factors which affect the decision to purchase the community
enterprise products, Chum Chon Yim Dai Project of PTT Public Company Limited by online ordering.
The informants of this study were the 100 consumers in Chatuchak, Bangkok. They were selected by
using simple random sampling which is quantitative study. The research instrument of this study was the
questionnaire. The data were analyzed into the frequency, percentage, mean, standard deviation and
analysis of multiple regression equations.

The findings revealed that the most of samples were 31- 40-year-old males which were single.
All of them had master a bachelor’s degrees and personal business. They also received the salary around
15,001 - 20,000 baht per month and Hypothesis test the result revealed that the marketing mix factors
which is product, price, place, and promotion had the effect the customers in Chatuchak, Bangkok to buy
the community enterprise products, Chum Chon Yim Dai Project of PTT Public Company Limited by

online ordering with significance statistical at 0.05 level.
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