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Abstract

The objectives of this research were to: 1) study the priority of marketing mix for decision
making to purchase online games of gamers and, 2) compare marketing mix for decision making to
purchase online games, classified by personal factors of gamers. The samples consisted of 271
online game club members, determined the sample size by Taro Yamane’s formula;iand using
simple random sampling. The research instrument was a questionnaire. The statisticsiused for data
analysis were frequency, percentage, mean, standard deviation, and hypothesis (testing was
performed using One-way analysis of variance as well as comparing the/differences in pairs by LSD
method. The statistical significance was determined at the level of .05.

The findings showed as follows. 1) The marketing mix used by gamers to decide on
purchasing online games, was overall at a high level..The highest-mean was product aspect
followed by the distribution channel aspect, marketing, promotion aspect and price aspect
respectively. 2) The comparison of marketing mix' for.making decision to purchase online games,
classified by personal factors of gamers showed that the gamers of various genders, ages,
education backgrounds, occupations,“and average monthly income prioritized the marketing mix
when making the decision without' difference overall and on each aspect at the statistical
significance level of .05.
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