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Marketing mix influences the purchasing decisions of tourists in Tai Lom Walking Street
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Abstract

The Research “Marketing mix influences the purchasing decisions of tourists in Tai Lom Walking
Street. i1s a quantitative research of 1) To study the different demographic factors influencing the
purchasing decisions of tourists in Tai Lom Walking Street. 2)To know the marketing mix influencing the
purchasing decision of tourists in Tai Lom Walking Street. The tool for collecting information for this

research is a survey which contain 3 parts 1) Demographic factors 2) Marketing mix factors and 3)
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Deciding factors. The statistics used in data analysis are percentage, frequency, mean, and standard
deviation. The hypothesis is tested with differential t-test, F-test (One-Wat ANOVA), and Multiple
Regression Analysis (MRA) using a packaged program

The research demonstrates that the majority of the samples are female at the age of 18-25 years
old. equals 34.9%, undergraduates at 60%, carning 9.000 THB per month. The hypothesis testing revealed
that demographic factors were not different in terms of purchasing decisions of tourists in Tai Lom
Walking Street. The marketing mix factors that affect decision making are price of the product. product

distribution, and promotion statistically significant at the 0.05.
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