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Factors Influencing the Purchase Decisions for Children’s Clothing among

Generation Y in Bangkok
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ABSTRACT
This research aimed (1) to study the marketing factors influencing the purchase decision

of children’s clothing among Generation Y parents in Bangkok, and (2) to examine the influence



of marketing factors affecting the purchase decision of children’s clothing among Generation Y
parents. The samples used in this research consisted of 400 Generation Y parents residing in
Bangkok. A questionnaire was employed as the research instrument. The data were analyzed
using descriptive statistics, including frequency, percentage, mean, and standard deviation, and
inferential statistics, namely multiple regression analysis (Multiple Regression Analysis).

The results of the hypothesis testing revealed that, for the marketing mix factors (7Ps),
consumers placed the highest level of importance on all aspects. When ranking the mean scores
from the highest to the lowest, the order was as follows: place, process, promotion, product,
people, physical evidence, and price, respectively. The results of the stepwise multiple regression
analysis showed that the factors significantly influencing the purchase decision of children’s
clothing among Generation Y parents in Bangkok at the 0.05 level were place, process, people,
physical evidence, and price. The coefficient of determination (R?) was 0.635, indicating that
these factors could explain 63.50 percent of the variance in the purchase decision of children’s

clothing.
Keywords: Marketing Mix, Generation Y, Children’s Clothing, Purchase Decision
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