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Marketing Mix Factors Influencing the Decision to Purchase Tax-Saving

Funds among Working-Age Population in Bangkok and Metropolitan Areas.
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Abstract

This research aims to examine the marketing mix factors (4Ps) that influence the
decision to purchase tax saving funds among working-age individuals residing in Bangkok
and its metropolitan areas. The study employed a quantitative research approach using a
survey method. An online questionnaire was used to collect data from 455 respondents
aged between 20-60 years who had previously purchased tax-deductible mutual funds. The

data were analyzed using descriptive statistics and multiple regression analysis.

The results revealed that demographic factors such as gender, age, marital status,
education level, monthly income, and occupation significantly influenced different stages of
the decision-making process. In particular, individuals aged 50 and above, those with higher
incomes, and self-employed professionals tended to engage more in decision-making and

tax planning.

Moreover, the marketing mix (4Ps), which includes Product, Price, Place, and
Promotion, was found to have a statistically significant positive effect (Sig. < 0.05) on the
decision to purchase tax-deductible mutual funds. Promotion had the strongest influence (B
= 0.548), followed by Product (B = 0.298), Place (B = 0.252), while Price had a negative
influence (B = -0.223).

The findings highlight the importance of effective marketing communications,
accessible information, and the design of financial products that align with the needs of the
target group to encourage tax planning behavior and investment in tax-deductible mutual

funds more effectively.
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