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ABSTRACT

After the COVID-19 pandemic subsided, health awareness and fitness activities
significantly increased. People have become more focused on exercising, both in fitness
centers and at home, leading to a growing demand for sportswear and workout equipment.
Recognizing this market opportunity, the researcher aimed to study the factors influencing the
purchasing decisions of fitness customers when buying sportswear through online channels in
Bangkok. This research seeks to understand consumer behavior and needs, ultimately guiding
effective marketing strategies. The study aims to examine the marketing factors affecting the
purchase decision of fitness customers when buying sportswear online in Bangkok. The key
factors analyzed include content marketing, consumer behavior, and perceived quality. This
research employs a quantitative approach using survey methods. Data was collected through
online questionnaires distributed via Google Forms and QR codes. The sample consisted of
400 fitness customers in Bangkok, and data was analyzed using percentage, mean, standard
deviation, and multiple regression analysis. The findings indicate that most respondents are

male, single, self-employed, hold a bachelor’s degree, and have an average monthly income
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between 25,001 - 40,000 THB. The results show that content providing ideas, reasons for
purchase, selection criteria, and perceived quality significantly influence the purchasing
decisions of fitness customers when buying sportswear online at a 0.05 significance level.
However, content that inspires, offers solutions, provides guidance or knowledge, creates
emotions/entertainment, identifies the customer, specifies what they buy, and where they

buy from does not significantly influence purchasing decisions at the 0.05 significance level.
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Hadedrunisnaindaion (Content Marketing) Tnssanmudn naudioesdiauiiverly
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AUN13SUTAMNIN (Perceived Quality) Tagsiunudn nqudieg1finauiueylussey
< v d' P N A a ¥ = o v b4 U Ay v
Wiumeunian dAnade 4.43 Welansansedeuasiiesandiquanuiniutes lnedadeilasu
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M1399 1 A15RANITIATIERaNN1sanneedntaansindulade ldefinivesgnAniaiuasinu

taanesulatlungunnuiuas lngld Multiple Regression Analysis

ANOVA
Model Sum of Squares df Mean Square F Sig.
Regression 19.187 12 1.599 17.677 .000%
Residual 35.005 387 0.090

37U 54.192 399

* QtludAgynsadAnszau 0.05
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soulaulunsaunnumuns
Coefficients®
Unstandardized Standardized
. . Coefficients Coefficients
AU INEINTA t Sig.
B Std. Beta
Error
AT (Constant) 0.773  0.296 2.609  0.009
Content @319usstunala 0.058 0.48 0.058 1209  0.227
Content Tulolfy 0.13¢  0.044 0.155 3088  0.002°
Content UBALWINILAT QM 048  0.044 -0.58 -1.099  0.273
Content Mifuugdwiseauy 0032 0.053 0.037 0.608  0.543
Content @351991508d / TULS 0.016  0.051 0.20 0.307  0.759
Who (1n3) 0.036  0.040 0.052 0.910  0.363
What (9215) 0.058  0.052 0.055 1123 0.262
When (idlelus) 0.000  0.043 0.000 -0.008  0.994
Qﬂﬁﬂ%@ﬁlwu (Where) 0.022  0.040 0.030 0.545  0.586
anfdamsmaRaln (Why) 0.196  0.043 0.244 4511 0.000"
anAdenagals (How) 0.095  0.043 0.125 2191  0.029
NSTUIAUAAIN 0.236  0.052 0.206 4.496  0.000"

a o [

* Nydnfunieananszeu 0.05

o
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#1u Who lasftegnén #1u What gnénifeasls d1u Where gnéndiofilu #1u When gnéndeoidiola
F1u (Why) anfngeuwsnzive

Y 9

(Content Marketing) ¥4 5 a1u laun a1u Content @3519u590UA"ala A1y Content T4 laLie

Halan1u How gnAaenegals Yadeaunisinisaainidaienmn
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