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ABSTRACT

This research aimed to: (1) to examine demographic factors, marketing mix factors
(4Ps), and the decision to purchase branded products; (2) to investigate consumers' opinions
toward the marketing mix (4Ps) and their purchasing decisions regarding branded products in
Bangkok; (3) to examine the effects of demographic factors on consumers' purchasing decisions
for branded products in Bangkok; and (4) analyze the influence of marketing mix factors on
consumers' purchasing decisions for branded products in Bangkok. This study employed a
quantitative research approach. The sample consisted of 400 consumers residing in Bangkok,
aged between 20 and 60 years, who had purchased branded products within the previous
12 months. The sample size was determined using Cochran's (1977) formula at a 95%
confidence level, and convenience sampling was employed. The research instrument was a
structured questionnaire. Data were analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation, as well as inferential statistics, including One-Way
ANOVA (F-test) and Multiple Regression Analysis. The results revealed that respondents with
different demographic characteristics, including gender, age, marital status, education level,
monthly income, and occupation, did not significantly differ in their purchasing decisions of
branded products in Bangkok at the 0.05 statistical significance level. In addition, the marketing
mix factors (4Ps) significantly influenced purchasing decisions of branded products at the 0.05
statistical significance level in all four aspects: Product (X,), Price (X,), Place (X;), and
Promotion (X,). The multiple correlation coefficient (R) was 0.614, and the marketing mix factors
could predict purchasing decisions of branded products at 37.8 percent. The predictive equation

could be formulated as follows: ¥ = 1.604+0.138X,+0.127X,+0.146X,+0.191X,

Keywords: Marketing Mix Factors (4Ps), Purchasing Decision, Branded Products, Consumers,
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