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ABSTRACT

Research subject Purchase Decision Behavior for Surf Skates of Consumers in Bangkok
The objective is to (1) to study the purchasing decision behavior of surf skates of consumers
in Bangkok (2)to study the purchasing decision behavior of surf skates of consumers in
Bangkok classified by demographic factors (3)to study the factors of marketing mix and
motivation factors affecting the purchasing behavior of surf skates of consumers in Bangkok.
The samples used in the research were members of the buying-selling group. Surf skates
and equipment were 400 people. There are 2 parts of the data analyzing which are
Descriptive Statistics and Inferential Statistics. For the Descriptive Statistics, it is resulted from
the uses of the percentage, frequency, mean, and standard deviation. Also, the Inferential
Statistics is resulted from the uses of the t-test and One-way ANOVA. As the result of the
data analysis, if there is the difference from the data analysis, there will be the pairing
comparison by using LSD and Multiple Regression Analysis.

The results of the study revealed that the demographic factors were different levels
of education. This makes the decision to buy surf skating behavior of consumers in Bangkok
is different. The statistical significance of 0.05 and the marketing mix factors affecting the
purchasing behavior of surf skates of consumers in Bangkok were factors of marketing mix,
price. Product and marketing promotion, the motivation factor affecting the purchasing
behavior of surf skates among consumers in Bangkok was safety motivation. and social
motivation

Keywords: Purchase Decision Behavior, Surf skate, Consumers in Bangkok
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