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Abstract

The objectives of this research article are: 1) to study the levels of the marketing mix, trust, and
purchase decisions; 2) to examine the influence of the marketing mix on trust, which in turn affects
purchase decisions; and 3) to investigate the relationship between the marketing mix and online
purchase decisions for cannabis products in Bangkok. As a quantitative study, the sample size consists
of 260 participants, selected using a convenience sampling method. The statistical methods used include
frequency, percentage, mean, and standard deviation. Additionally, structural equation modeling (SEM)
was conducted using the Smart PLS 3.0 software.

The results revealed that the levels of the 4P marketing mix, trust, and overall purchase decision
were high, with mean scores of 3.88, 3.94, and 3.83, respectively. The marketing mix's influence on
trust affecting purchase decisions was found to be 0.711 and 0.318, respectively. Furthermore, the
marketing mix had a direct influence on purchase decisions of 0.714, while its indirect influence was
0.226. This research provides insights into improving and developing the online sales of cannabis
products to enhance efficiency and align with target marketing strategies, thereby influencing future

consumer demand.

Keywords: 4P Marketing Mix; Trust; Purchase Decision
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