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ABSTRACT

At present, overview of business marketing is high growth. This is due to expansion of the
metropolitan and provincial cities. The ASEAN Economic Community and high economic growth in recent
decades are making increase in demand for doing business in Thailand.

This article is intended to the reasons of marketing making decision are necessary for business.
To meet the needs of consumers in all forms of consumption and age range by using all channels of
communication (Omni Channel). Choosing to do one of the many alternatives available to achieve the
business desired results. It consists of three major parts: 1) an alternative of decision making 2) decision
making factors and 3) the result of the decision. Even studying information before making a thorough
decision. There are many factors which entrepreneurs cannot control, so they need to practice skills and
determine making the decision in the limited time to take the business in the right direction. Applying

strategic marketing decisions to business operations will successful business operation.

Keywords: Decision Making ; Marketing ; Business
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