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Marketing Mix Factors Influencing Purchase Decision Process
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Abstract
This research aimed to study the importance of marketing mix factors, the
decision-making process, compare the decision-making process classified by personal
information, and the relationship between marketing mix factors and decision-making
processes. The population in the study were 400 cyclists’ group in Bangkok, findings

indicated that the majority of respondents were male, age 31-40 years old, married
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status, bachelor degree holders, private employee, and average monthly income
20,001-30,000-baht. The marketing mix factors in buying a bike the overall picture was
very important. The decision to buy a bike the overall picture was very important. The
hypothesis testing of personal data in terms of age, sex, and different status have a
different effect on the decision-making process. The marketing mix factors in choosing
to buy a bicycle were related to the decision-making process. Overall, the relationship
was high in the same direction. Price, marketing mix factors, distribution channels, and
marketing promotion was important to decide to buy a bike at the level of statistical

significance at .05 level.

Keywords: marketing mix, purchasing decision, bicycle
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Figure 1 Conceptual framework of research factors that affect decision buy a spinning
bike for health
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Table 1 The comparison of the bicycle purchasing decision process classified by sender

AsrumIseAiletasnisy Sum  of Df  Mean F Sig HANTT
Squares Square NAFDU
Py 1.617 1 1al7 5.285 .022%  upn@ng
“V@Q 121.760 298 306
4 123377 399

LY [y a

*UydPnednanseau .05

o

910 Table 1 WSgULAGUAINULANAIVDUNANLANAIINUINARDNTLUIUNITAT
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1 a v o U U
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Table 2 The comparison of the differences between people of different ages affects

the decision making process of buying bicycles.

AsmunsnTAaaUleRdnTEen Sum  of Df  Mean F Sig HANAS
Squares Square WNAFADU
T ITINNGL 4.304 3 1435 4.772 .003%  umnens
melungu 119073 39 301
4 123377 309

o a

*pdAgyneadansesiv .05
310 Table 2 W3guWguAULANGAIYBIUARaTIHDgWANAS UNaRDNTEUIUNIS
nsandulatednseu wuiuaranlenguandiuiinasensyuiunisnsandulagednseu

'
aaa

wansaiuegeiifuddgymeatianseiu .05 Jslaliasizvianuuandesies 6e Table 3

Table 3 The analysis of individual differences in the overview of the bicycle purchasing

decision process level classified by age range

LRSGRE voendn 31 U 31-40 1 41-50 1NN 50 1
toandn 31 U A17 020 * .000*
31-40 7 290 00&*
41-50 7 059

LNt 50 U

v o

*ydAgnsataiseau .05
31N Table 3 HANITIATIHRAINUANANITIBAVRINTEUIUNIINMSARFUIATRTNTEY

[ I

FUNANIENUI UARaNHYIsegdaendt 31 U fiu 919e1e 41-50 U ¥engtiesnin 31 U

[y 1

AugI901gu1nN31 50 U wazdi9e1e 31-40 U AU 19018110091 50 T wansnafiuegied

v o w a

Wedfyneadnnseau .05 dugpuldunnsieiu

Table 4 The comparison of the differences between people of different statuses

affects the decision making process of buying bicycles.

ATzUUNIEATReaUlaReINTIY Sum of DF Mean F Sig HAATS
Squares Square nEEoU
FHUINAG 4.541 3 1.514 5044 .002%  u@n#Ens
melungu 118.836 396 0.3
T 122.377 399
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970 Table 4 WSguIguANUUANFNYBIUARATL AN UALANA WU NaRBNTEUIUATS
mssndulagednseiu wultyarandan unmuandiuiinananseuIunssAnauladene
Insenuuanasiueg 1tud Ay 1ERanseay .05 3eRTRTIeRANLLANF19TI88 A Table 5

Table 5 The results of the double discrepancy analysis of the decision making process of buying

bicycles.
FOUNIN Lan BT Wy i /ueniueg
Tan 001% 218 028*
FuTd 850 124
vt 226

venfrvneniiuag

* Seivtludfyn1eedan .05

310 Table 5 NAN1TIATIENAULANANIIBAVDINTEUINNIINSARAUTATRIN T
FIUNAINANIUAINNUTIYARENTED LA N Lan AU ausa wazaniuniw tan fu neg13y/
wenfiuey wnndnsiuegiidudAynsadansyiu .05 dwugduliunnsneiu
Table 6 The comparison of the differences between people of different educational

levels affects the decision making process of buying bicycles.

nszvun1snsaeduladodnse e Sum  of Df  Mean F Sig HANTT
Sguares Square L5100
TEINNG 853 2 426 1.382 252 lidumnsina
melungu 122.524 297 309
T4 123577 399

910 Table 6 LU%SUL%UMWLLmﬂsiwuammaﬁﬁizﬁumﬁﬂmLmﬂsmﬁ’uﬁwasi@
nsyuIunsnsinauladednseny wud nsvurunsnisindauledesnsey e Sig 111U
0.252 Faunnindluddymeadafisediu 05 uansin seuduauufgiumdn HO Lansinsedy
nsAneuansnsuiinasensyuIumsmsinauladesnseuitliunndneiy
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Table 7 The comparison of the differences between people of different occupations

affects the decision making process of buying bicycles.

nsvuunsmsdaaulatodnsss Sum  of Df Mean F Sig HANTY
Squares Square YIAdny
JEWINANG 2.349 4 .587 1917 107 lidumneis
melungy 121.027 395 306
331 123377 399
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Table 8 The comparison of the differences between people of different monthly

incomes affects the decision making process of buying bicycles.
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Table 9: The marketing mix factors are related to the bicycle purchasing decision

process in general.

Tadyadrudszaumanismana AuduLSnTEUuAEnseRduTlade a1
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Table 10: The comparison of the marketing mix factors that influence the bike

purchasing decision process.

HPadudrudszaunnisaans Stdl. HEnNS
B Error Beta t Sig edau
(Constant) 281 20 4870  .000% i
FuHBe el 100 053 088 1808 058  lid
AIUTIA7 223 054 236 4.131  000% i
FITDIMNITIRT AU 183 053 215 3472 001* i
AIELATUN NIRRT 173 051 211 3418  .001* i
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