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ABSTRACT
This research is a quantitative research. The objective of this study was to
study the relationship between marketing mix and the process of purchasing sports
shoes among elderly customers in Bangkok. The questionnaire was used as a data
collection tool. Samples used in this study were active aging clients (self-help and
income groups) aged 60 years and over who preferred exercising. Or like sports shoes
and there are 400 people who buy sports shoes products in Bangkok. The samples

obtained were purposive sampling. Data analysis used descriptive statistics to analyze

120



Myalaveainsaludicd (uyweamaniuazdeauaans)
Ui 11 aduil 1 unsAN-luwey 2564

the marketing mix of sports shoes. And decision making process for buying sports shoes
among elderly customers in Bangkok. Inferential statistics were also used to analyze
information about marketing mix factors affecting the sports shoes purchasing decision
process among elderly customers in Bangkok. An analysis of the relationship of
variables using the Pearson Product Moment Correlation Coefficient.

The results of the study showed that most of the respondents had a high
level of opinion on the overall marketing mix of sports shoes at 4.25. And when
considered separately on each side, it was found that the most average product was
4.33. Followed by marketing promotion Distribution channels the mean of 4.28 and
4.23 and the least, the price, the mean of 4.15, respectively and Pearson's simple
correlation test of hypothesis found that the marketing mix consisted of products,
prices, distribution channels and marketing promotion correlate with the elderly
customers' buying decision-making processes for sports shoes. Being aware of the
problem seeking information alternative assessment buying decision and behavior after
the purchase. They were statistically significant at the .05 level, with the income level
of correlation as follows

1. Product aspect which is most related to purchasing decisions has a relative
level value of .468 Followed by post-purchase behavior Being aware of the problem,
and alternative assessment was with a correlation level of .445, .382, and .379, and at
least in information acquisition. Have a relationship level. 293

2. Price, which has the most correlation with post-purchase behavior. It has
a relative level value of .659. Followed by decision making assessment of options and
problem awareness with correlation levels of .622, .580 and .392 and at least in
information acquisition. Have a relationship level.280

3. Distribution channels which was most related to the alternative assessment,
had the level of relationship .612 followed by post-purchase behavior, decision making
and problem awareness, with correlation levels of .599, .539 and .395 and at least in
information seeking relationship level .232

4. Marketing promotion Which is most related to decision-making, has a level
of value relationship .923, followed by post-purchase behavior Alternative assessment
and problem awareness with a correlation level of .874, .557 and .467, and at least in
information acquisition. Has a relationship level of .328, which by testing the business
should take into account Marketing planning, especially for marketing promotion
factors that can stimulate a decision to buy quickly. Including the search for channels
that can buy products easier and more convenient. In terms of price that is suitable

for product quality and product quality that must have quality and meet consumer
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demand effectively this will affect the decision to buy sports shoes of the elderly

customers.
Keywords: Marketing mix, purchasing process, sport shoes, the elderly
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