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ABSTRACT

The individual study on Demographic Factors Affecting Marketing Mix for
Shoe Buyers in Bangkok Metropolitan was carried out to 1. investigate different
demographic factors affecting the marketing mix for shoe buyers, 2. find out the shoe
styles needed by the consumers, and 3. examine general data of the consumers that
affected the purchase decision making. The samples were 400 shoe consumers in
Bangkok Metropolitan. The data were analyzed through descriptive statistics
comprising Percentage, Arithmetic Mean, Standard Deviation, Inferential Statistics
with a level of confidence at 95%, T-test, F-test, One-Way ANOVA at 0.05 and 0.01
level of significance, and Fisher’s Least Significant Difference (LSD). The analysis of
the data were done by means of Statistical Package for the Social Sciences.

The study revealed that most of the respondents were female, between 23-40
years old, single, graduated with Bachelor’s degree, earned a monthly income less than
10,000 Baht, and were company employees.

The respondents placed importance on each aspect of the marketing mix
factors as follows:

1. According to the product aspect, the consumers considered on 1) the
diversity of shoe styles, 2) the development of fashionable shoes, 3) the diversity of
colors and designs, 4) the shoe material, and 5) the brands or trademarks respectively.

2. As regard the price aspect, the consumers focused on 1) the reasonable
price suitable to the shoe quality, 2) the price not affecting the consumer income, 3) the
price suitable to the shoe brand, 4) the lower price than other similar type of shoes, and
5) the higher price of better quality shoes comparing with the other shoe brands.

3. Pertaining to the distribution channel aspect, the consumers stressed on 1)
the shoe displaying easy to choose from and try on, 2) nice and interesting shoe store
decoration, 3) the nearness of the workplace/institute to the shoe store 4) the variety of
shoe brands and types to select, and 5) the nearness of the house to the shoe store
respectively.

4. Regarding the promotion aspect, the consumers emphasized on 1) the shoes
available to try on, 2) having the shoes changed within the warranty period, 3) the price
reduction for big purchase. The study on the marketing mix factors showed that the
aspects on price, distribution channel, product, and promotion affected the shoe buyers
in Bangkok Metropolitan at a high level.

The majority of respondents wore shoes sizes 36-40, owned 1-5 pairs of
shoes, bought the shoes for travel, the latest type of shoes purchased was casual wear,
the latest spending for shoes was no more than 500 Baht, the favorite color was black,
the new pairs of shoes were bought due to the old ones were torn or worn out, the
respondents made decision to buy shoes by themselves and sometimes had a plan in
advance for buying the new pairs of shoes.



