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Abstract

The objective of this research was to examine the relationships between
demographic factors and purchasing decisions, investigate motivational factors influencing
purchasing decisions, and analyze marketing mix factors affecting purchasing decisions.
This quantitative study employed theories of demography, motivation, the marketing mix
(7Ps), and consumer decision-making as the theoretical framework. A questionnaire was
utilized as the data collection instrument, with data gathered from a sample of 424
consumers residing in Bangkok. Statistical analysis was conducted using specialized
software, including frequency distribution, percentage, one-way analysis of variance
(ANOVA), and multiple linear regression analysis.

The findings revealed that the majority of respondents were female, aged between
31 and 40 years, employed in private companies, earning a monthly income of 20,001 to
30,000 baht (205 respondents), and holding a bachelor’'s degree. The hypothesis testing
indicated that differences in age, income, and educational level significantly affected
purchasing decisions. Furthermore, both rational and emotional motivational factors
exerted significant influences on purchasing decisions. Among the marketing mix
elements, product, price, and personnel factors were found to have significant impacts on
consumer purchasing decisions.

The findings of this study provide valuable strategic insights for product
presentation development, marketing promotion planning, and effective responses to the
needs of target consumer groups.
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