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Abstract

This independent study aimed to study demographic factors. and marketing mix
factors (4Ps) that influence the purchase decision of Nike running shoes (NIKE) of
consumers in Phra Nakhon Si Ayutthaya District. Phra Nakhon Si Ayutthaya Province, the
population living in the area of Phra Nakhon Si Ayutthaya District Phra Nakhon Si
Ayutthaya Province And had bought 404 Nike running shoes using an online questionnaire
from Google form as a tool to collect this data. The data were analyzed and reported using
descriptive statistics, i.e. frequency distribution, percentage, mean, and standard deviation
(SD), and inferential statistics were used. To test the hypothesis by analyzing regression
(Regression) to find the relationship between the factors of marketing mix. with consumers'
decision to buy running shoes in Phra Nakhon Si Ayutthaya District and Analysis of
Independent Samples T-Test One-Way ANOVA to test whether consumers' decision-
making in running shoes in Phra Nakhon Si Ayutthaya District Phra Nakhon Si Ayutthaya

Province Are they different based on demographic factors?

The results showed that Most of the samples were female, 218 people,
representing 54%, aged 51-60 years, the most number of 108 people, representing 26.7%,
having a bachelor's degree or equivalent, the most 284 people, representing 70.3%, most
of them engaged in occupations. 128 state enterprise employees accounted for 31.7% and

had an average monthly income of 15,001-30,000. Most of 165 people 40.8%

The deciding factor affecting the purchasing decision of Nike running shoes (NIKE)
of consumers in Phra Nakhon Si Ayutthaya District, Phra Nakhon Si Ayutthaya Province,
overall, the purchasing decision level was at the level that should be bought (.f=4.08) when
considering each aspect. found Product There is a level of importance The highest level
(x_=4.27), followed by the distribution channel (f=4.09), price (x_=4.07), and marketing

promotion (X=4.01), were of high importance respectively.



This study recommends for the benefit of business entrepreneurs or entrepreneurs
who are interested in investing in the sports shoes market in order to plan to promote
marketing strategies and marketing activities to meet the needs of the people. consume
more And can bring the strengths that are and are the strengths that consumers are most
important to manage and adjust it into a strategy that can compete with competitors, it will

be able to stimulate more sales.

Keywords : running shoes, Demographic characteristics, marketing mix (4Ps), The

Decision Making
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