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The Influence of Marketing Mix Factors on Consumers Purchase Decisions of

Imported Consumer Goods in the Bangkok Metropolitan Area

o

Y595 ANANIANIH

a6 a a

NAL.AS.ANE F515una’

unAnge

NMyIeAT T TngUsrasduite 1) Anwidademudmyananinarenisdndulageduniid
Usznngulaavslaavesuslaaluwansannumuns wag 2) Anwidadevesdiudszaunisnainid
nasan1sinduladeduriidiuseiangUlanuilanvesiulanluluansannuniuas Ingly

I = = = v Y 1 ° aad

wuvasunuduwaiesdolumsifununudeyaanngudled19diuiy 457 au afanldlunis
Aasgideya laun aifamssaun NMMAge ttest N1FIATIEVATULUTUTIUNMAUFELT (One-way
ANOVA) 48z 153LAs1eiN150nneenman

HanTITenudn Jadududiuyana laun e a1y wazseld Liddnsnasenisdndulade

Y o v 1 U a LY

duriegnlidedAgnieada vausiiszaunsAnwidsvsnasonisinaulatioasalidudfgynig

[ 6 1

@06 uena Nt JaduAudInUsEaun19anITnaInnd 4 au Lakn ARSI 51A1 YaIN19TRaInUIeY

o a

LAENNSAWASUNNTHANN ABnSnamenisAnduladedun1tiiieg 1l ted1An19En R Wnedadeniu

o

FoINWIATMBTNENANNTIGN FOIRIABNITANATUNTNAIN KA WaEIIAT MINEIAU

nansfnwazvieuliiiuinnsdnduladedudindseanaulnauslaavesfuslaaluas
nyunnEmUAslASUANENaIINNagNsnINITRaIAINNIEnEazdwyana Jsamnsathluldidy
W19 lUNITINUNUNAENENNITAAIAYEE Usznaun1sdudiudniaenadesiungAnssy

Fustaaluwaidios

AdnAny: diulszaunisnatn, NMsdadulate, duAiun, Juslaalunsannumiuns

Laninnisean wdngasuimsgsiaumdadin aminerdesueume

2 919139U52H1a1INININA1N MEngnIUIMITIRANTudin i Inendesudung



Abstract

Norrawee Sakpongpungton*

Asst.Prof.Dr. Tussanee Sirariyakul**

This study aimed to examine personal factors and marketing mix factors influencing
consumers’ purchase decisions of imported consumer goods in Bangkok. A questionnaire was
used to collect data from 457 respondents. Descriptive statistics, independent samples
t-test, one-way analysis of variance (One-way ANOVA), and multiple regression analysis were

employed for data analysis.

The results revealed that personal factors, including gender, age, and income, did not
significantly influence purchase decisions, whereas education level had a significant influence
on consumers’ purchase decisions. In addition, all four marketing mix factors—product,
price, place, and promotion—were found to have a significant influence on purchase
decisions. Among these factors, place (distribution channel) had the strongest influence,

followed by promotion, product, and price, respectively.

The results indicate that consumers’ purchase decisions of imported consumer goods in
Bangkok Metropolitan Area are driven primarily by marketing strategies rather than personal
characteristics. The findings provide practical implications for importers and marketers in
designing effective marketing strategies that emphasize convenient distribution channels and
appropriate promotional activities to enhance consumer purchase decisions in urban

markets.

Keywords: marketing mix, purchase decision, imported consumer goods, consumers in

Bangkok
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