Thisdudszaunminiinaia (4P's) Nduadaniaadulaaniafiusiniuauiivasguilag

Sl,m”\awi'@ﬂgqmwwmm

Market Mix Factors (4P's) Affecting Consumers' purchase decisions of Shower Cream

product in Bangkok.
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ABSTRACT

The objectives of this study were (1) to study personal factors including gender,
age, status, educational level, occupation, and average monthly income. Affecting
consumers' purchase decisions of shower cream product in Bangkok (2) to study the
marketing mix factors (4P's) including product, price, distribution channels and marketing
promotion that affecting consumers' purchase decisions of shower cream product, totaling
400 people in Bangkok province. The tool used was a 5 level Rating scale questionnaire,
which the researcher created with a belief value. It was equal to 0.95. The statistics used
were the frequency distribution, percentage, Mean, and Standard Deviation. and test

hypotheses with one-way variance statistics and multiple regression equations.

The research results are summarized as follows.
From the results of data collection, it was found that most of the sample

respondents were female. Representing 55.7 percent were in the age range of 30-39 years,



accounting for 38.2 percent having marital status. Accounting for 50.2 percent, bachelor's
degree education Accounting for 73.7%, they work as employees of private companies.
Accounting for 39.4 percent and having an average monthly income of 15,001 - 20,000
baht, accounting for 42.7 percent. When considering the marketing mix factors that affect
the decision to purchase all four aspects of shower cream products, the average is the
highest level the average values can be sorted from highest to lowest as follows. Product
side Marketing promotion In terms of distribution channels and prices, when considering the
overall level of decision to buy shower cream. The average is at the highest level. Ordered
by average from highest to lowest. Including problem awareness Comparison of
alternatives Decision Information seeking and post-purchase behavior

The results of the hypothesis testing found that Personal factors of consumers,
gender and different average monthly incomes There are different purchasing decisions for
shower cream products among consumers in Bangkok. Moreover, the marketing mix factors
include product, price, distribution channels and market promotion, It has a significant effect
on the decision to purchase shower cream products of consumers in Bangkok with
statistical significance at 0.05

Keywords : Marketing mix, Purchase decision, Shower Cream
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