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Abstract

This study aimed to investigate the factors influencing the purchasing decision
on Thai sportswear brands among consumers in Bangkok and the metropolitan.
The research involved collecting data from a sample of 400 consumers through an
online questionnaire, with data analysis performed using statistical software.

The findings revealed that the majority of respondents were female (60.0%),
aged between 30-39 years (73.8%), held a Bachelor's degree (81.0%), were government
or state enterprise employees (42.3%), and had an average monthly income of 15,000 -
30,000 Baht (70.8%). Regarding the Marketing Mix (4Ps), the overall perception was at
the "most important" level. The distribution channel (Place) was identified as the most
important factor (mean = 4.67), followed by product (Product) (mean = 4.66), price
(Price) (mean = 4.60), and promotion (Promotion) (mean = 4.48), respectively.
Furthermore, the study indicated that differing ages, incomes, education levels, and
occupations among consumers significantly influenced their perception of all four
Marketing Mix factors (Product, Price, Place, and Promotion) at a statistical significance
level of 0.05. Conversely, gender differences did not show a statistically significant difference.

The result suggests that entrepreneurs should prioritize developing distribution
channels, diversifying product design, and setting prices appropriate to product quality.
Additionally, implementing suitable marketing strategies is crucial to effectively me et

consumer demands and enable Thai brands to compete sustainably in the market.
Keywords: Purchase Decision, Thai Sportswear Brands, Marketing Mix 4Ps, Demographic Factors
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