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This aim of this research is to study game purchase decision behaviors via
steam application in Thailand during covid situation. The sample is buyer who
purchase game in Thailand during covid situation. The results revealed that the majority
of respondents are male , from 15 to 25 years of age, status single with a salary below or
were equal to 10,000 Baht, and mostly worked as student. The hypothesis testing found
that the gender, status, age, salary and career are not related to the user purchase
decision behaviors at a statistically significant level of 0.05. Online marketing mix in
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were corelated with purchase decision behaviors via steam application in Thailand

during covid situation at a statistically significant level of 0.05.
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