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Marketing mix affecting the purchase of products advertised by Korean artists of
Gen Z in Bangkok and its vicinity
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Abstract

This study aims to compare the purchasing decisions of Gen Z consumers in Bangkok and
its metropolitan areas regarding products endorsed by Korean artists, classified by personal factors.
Additionally, it examines the influence of marketing mix factors on Gen Z consumers' purchasing
decisions for such products. A quantitative research approach was employed, with data collected
from 411 Gen Z consumers in Bangkok and its surrounding areas using convenience sampling. An
electronic questionnaire, which had undergone content validity testing and reliability assessment,
was used as the data collection tool. The statistical methods applied in the analysis included
percentage, mean, standard deviation, multiple regression analysis, and content analysis of open-
ended responses.

The research findings indicate that, when classified by demographic factors, there are
statistically significant differences in gender, age group, marital status, occupation, income, and
purchase frequency at the .01 significance level. The analysis of demographic factors revealed that
the problem awareness index had the highest value. This is attributed to the extensive global fan
base of Korean artists, whose role as brand endorsers enhances product appeal and attracts the
target audience. Additionally, consumers place great importance on gathering information from
various online channels and making purchasing decisions based on the positive experiences and
emotional satisfaction associated with buying products endorsed by Korean artists.

Regarding the influence of marketing mix factors on the purchasing decisions of Gen Z
consumers in Bangkok and its metropolitan areas, the study found that product, distribution, and
promotional factors significantly impact their choices. However, the price factor does not have a

statistically significant effect on their purchasing decisions at the .01 significance level.

Keywords: Marketing mix, Purchase of products, Korean artists, Gen Z
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