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ABSTRACT

This is a quantitative research which had the objectives of studying 1) the personal
factors that influence the decision to become an online pastry dealer, 2) the marketing mix
factors that influence the decision to become an online pastry dealer, and 3) social media
credibility factors that influence of the decision to become an online pastry dealer. The
population for this research was the individuals who decided to become online pastry dealers.
The exact number was known and so the sample size was calculated using Taro Yamane’s
formula, resulting in a sample size of 240. A questionnaire was used as the research tool. The
statistics used to analyze the data were percentage, mean and standard deviation. The statistics
used for hypothesis testing were t-tests, f-tests and multiple regression analysis.

The research results revealed that: 1) the study of the personal factors influencing
the decision to become an online pastry dealer showed that gender, age and status led to
different overviews at the 0.05 statistical significance level. The personal factors education,
occupation and income level did not produce any statistically significant differences. 2) The study
of the marketing mix factors influencing the decision to become an online pastry dealer showed
that distribution channels, product aspects, marketing promotions, pricing and physical
characteristics affected the decision at the statistical significance level of 0.05 or 61.50 % (R* =
0.61). Personnel and service providers and service provision processes had no influence on the
decision making. 3) The study of the social media credibility factors influencing the decision to
become an online pastry dealer showed that ease of use, expertise, reliability, and reliability for
each visitor all had an effect on the decision at the statistical significance level of 0.05 or 58.80 %
(R” = 0.58). The feeling-of-reality factor did not affect the decision.

The body of knowledge gained from this research includes the application of the
marketing mix to organizations to develop products, processes and online distribution channels.
It can help companies gain a competitive advantage leading to a sustainable increase in

productivity and sales.
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