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Abstract

This research aimed to examine the importance of media
exposure, online marketing mix, and purchase decisions via applications,
and to examine the impact of media exposure and online marketing
mix on purchase decisions via applications in Guangzhou, Guangdong
Province. The population was those who purchased or had purchased
products via applications. The sample size was determined using Cochran's
formula, resulting in 385 samples. Data were collected using a closed-
ended questionnaire. Data were analyzed using descriptive statistics,
including frequency, percentage, mean, and standard deviation, as well
as inferential statistics, including multiple regression analysis.

The research results found that the importance of media

exposure, online marketing mix, and purchase decision were high




across all aspects, with selective recall and sales promotion having
the highest average values, respectively. The results of the multiple
regression analysis found that media exposure and online marketing
mix had a statistically significant effect on purchase decision via
applications at a level of .01, and could jointly predict purchase
decision by 86.60 percent. The variable of online marketing mix had
the greatest influence, followed by media exposure. For the analysis
of media exposure aspects, it was found that 4 independent variables
jointly predicted purchase decisions, with statistically significant effects
at the .01 level, accounting for 81.70 percent, ranked by weight of
influence: selective recall, selective perception and interpretation,
selective exposure, and selective attention. For the analysis of online
marketing mix aspects, it was found that 6 independent variables jointly
predicted purchase decisions, with statistically significant effects at the
.01 level, accounting for 83.50 percent, ranked by weight of influence:

product, sales promotion, privacy, price, place, and specific service.
Keywords: Media Exposure, Online Marketing Mix, Purchase Decision
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Foyalneliaindmssaun (Descriptive Analysis) lnun1swiAiaad fevay
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AUTIENY kardnTgyin1sUniutmans uagduuszauneanmseaneeulatl
aiqmaaiamiﬁﬂﬁuiﬁaﬁuﬁww'ﬂuu,aﬂ‘wam%’uImamﬁmﬁsﬁmsamaawmm
(Multiple Regression Analysis) Ingltnalla Enter Selection

NaN15338

Foyainluvestmeunuuasun dulua)dumeavds forgsening
18-25 U draulngifuntdnauuiensienyu Iseldnedeusylugas
3,001-5,000 g7 Waz 5,001 nenuduly farlddesiuoundinduse
ouaglutae 51-300 neru dndlugieundiadu Taobao lun1stodudn
Tuoundindu 3-5 adsweduayt dalvgdedudlumndedi




wgUszasaden 1 mafnwszauanadfyvamsiUnsudnamms

drudszaunianisnanneaulay waz nsanauladedusrtuaUNALATY

WW9en3191a7 UUNANINNGS

A13197 1 uanafouazdiulssuuinsgiuven1siliniuinias

daueauu
A15WASUA2E1S m(”; ;dﬂ UINIFIU ulana
(s.D.)
Msideniasu 3.68 1.16 110
nsidenliaiuaula 3.71 1.19 110
nsiieniuiiasiauving  3.67 1.19 tly
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Unstandardized  Standardized Collinearity
Coefficients Coefficients Statistics
Auus t Sig.
Std.
Beta Tolerance  VIF
Error
?’i?ﬂd'ﬁ (Constant) 5.636  1.792 3.144  .002**
maUasutniens (X) 515 054 425 9.623  .000** 179 5.582
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R =.931, R’ = .866, Adj R* = .866, SE_ = +6.87173, F = 1,237.735

*adudAgvneaiansyau 0.01
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Unstandardized Standardized Collinearity
e Coefficients Coefficients Statistics
AU t Sig.
Std.
B Beta Tolerance VIF
Error
fsdi 11.826 2015 5869 .000%*
(Constant)
madenilaiu  1.053 149 248 7.062  .000* 1392 2552
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madenlet 1.035 145 245 7.140  .000** 409 2.443
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e (X)
n15iaenanTn 1.215 143 .284 8.473 .000** 428 2387
(x)

R =.904, R* = 817, Adj R’ = .815, SE_ = +8.06615, F = 423.467

=fafudrfgyneaiansgau 0.01
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Unstandardized  Standardized Collinearity
. Coefficients Coefficients Statistics
AU t Sig.
Std.
B Beta Tolerance VIF
Error
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(Constant)
ARG x) 893 147 207 6.063  .000** 375 2.669
3101 (X)) 793 142 1180 5573 .000** 419 2.387
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nsdaasun1s 820 1140 199 5.854  .000%* 377 2.650
V1Y (><4)
anududwsn 792 148 183 5343  .000** N7 2.693
(x)
msludng 598 144 140 4.165  .000** 384 2.604
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x)
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R =.904, R* = 817, Adj R’ = .815, SE_ = +8.06615, F = 423.467
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