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Abstract

This research aims to: 1) study the demographic factors influencing consumers'
purchasing decisions wet wipes for floor cleaning products in Bangkok, and 2) study the
marketing mix factors (7Ps) affecting consumers' purchasing decisions for the products in
Bangkok. The research design is quantitative research. Questionnaires were used as the
data collection tool, targeting a sample of 480 respondents from the Bangkok area.

The findings reveal that demographic factors, including gender, age, education,
occupation, income, type of residence, and the number of household members, significantly
influence consumers' purchasing decisions at a 0.05 significance level. Additionally, marketing
mix factors related to product, price, place, promotion, and people significantly affect
consumers’ purchasing decisions at a 0.05 significance level. However, marketing mix factors
related to process and physical environment do not have a statistically significant impact on

consumers' purchasing decisions at the same significance level.

Keywords: Demography, Marketing mix, Buying Decision Process, Wet wipes for

floor cleaning products
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