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Abstract

This research aims to 1) the importance of the service marketing mix and the decision-
making process for purchasing products online through the TikTok application of customers in
Phetchaburi province and 2 ) the service marketing mix that affects the product purchasing decision-
making process online through the TikTok application of customers in Phetchaburi province. The
sample group used in the research consisted of 384 consumers who purchased products from the
TikTok application. The research instrument was an online questionnaire. The statistics used in data
analysis include frequency, percentage, mean, and standard deviation, and simple regression
analysis

The research found that 1) The service marketing mix and decision-making process for
purchasing products online through the TikTok application of customers in Phetchaburi Province is
at a high average level overall. When considering each aspect, it was found that the marketing
promotion aspect had a high level, followed by the distribution channel aspect. The service process
aspect, personnel aspect, price aspect, product aspect, and data storage aspect. As for the process
of consumers deciding to purchase products in Phetchaburi Province, the average level was at a
high level overall. 2) The service marketing mix has a positive impact on the decision-making
process for customers purchasing online products through the TikTok application. Statistically
significant at the .01 and .05 levels, with positive effects in all aspects, including marketing,
promotion, distribution channel, service process aspect, personnel aspect, price aspect, product

aspect, and data storage.
Keywords: Service Marketing Mix, Decision-Making Process, Products Online, TikTok Application
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