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Abstract

The objective of this research was to study the demographic factors and marketing mix
elements that influence the decision to purchase sneakers for daily use among working women
residing in the Bangkok metropolitan area. This study employed a quantitative research
approach using a questionnaire as the primary data collection tool. Data were collected from a
sample of 400 respondents and analyzed using the Statistical Package for the Social Sciences
(SPSS).

The results revealed that certain demographic factors—namely age, income, education
level, and occupation—had a statistically significant influence on the decision to purchase
sneakers. Furthermore, all components of the marketing mix (7Ps), including product, price,
place, promotion, people, physical evidence, and process, were found to significantly affect

purchasing decisions.

KEYWORDS : Importance: Demographic factors, marketing mix, purchasing decision
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