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ABSTRACT

The purposes of this research are 1) to study levels of importance towards marketing mix
strategies of futsal players in Nonthaburi 2) to study levels of importance making process for buying
futsal shoes of futsal players in Nonthaburi, and 3) to study marketing mix strategies and how they
affect decision making process for buying futsal shoes of futsal players in Nonthaburi. The sample
group is 203 futsal players in Nonthaburi. The sampling is done using a specific method (Purposive
Sampling). Conduction research using quantitative research methods. The data analysis was by
percentage, arithmetic mean, standard Deviation and multiple regression analysis. The results
indicated the marketing mix strategies that affect decision making process for buying futsal shoes
of futsal players in Nonthaburi, overall, was in the highest level and every aspect of marketing mix
strategies factors, therefore, affects the decision-making process for buying futsal shoes of futsal

players in Nonthaburi, which is structural equation modeling in marketing mix factors and is in
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response with empirical data. The F equals 164.78 and the Adjusted R? equals 0.76, it indicates
that the independent variables can be discussed with result of buying futsal shoes of futsal players

in Nonthaburi, which is 76.00 percent.
Keywords: Console Mix Strategy, Purchasing Decision Process, Ffutsal Shoes
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