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Abstract

This study aims to investigate three key factors influencing the purchasing decisions of
athletic apparel and fitness equipment 1) marketing strategies, 2) consumer perception, and
3) brand image. The research sample comprises 400 individuals who purchase athletic apparel
and fitness equipment from a selected location in Bangkok. A convenience sampling method
was employed, and data were collected through an online survey (Google Forms). The study
utilized descriptive statistics, including percentage, mean, and standard deviation, as well as
inferential statistics, specifically multiple regression analysis. The findings reveal that 1)
marketing strategies significantly influence the purchasing decisions of athletic apparel and
fitness equipment, with product attributes exerting the strongest impact, followed by
marketing promotions, pricing, and distribution channels, at a statistical significance level of
0.05; 2) consumer perception plays a crucial role in purchasing decisions, with quality
perception being the most influential factor, followed by perceived product benefits and
brand perception, at a statistical significance level of 0.05; and 3) brand image significantly
affects purchasing decisions, with brand uniqueness and modernity being the most impactful
dimensions, followed by brand credibility and brand-lifestyle congruence, at a statistical
significance level of 0.05. These findings contribute to a deeper understanding of consumer
behavior in the athletic apparel and fitness equipment market and offer valuable insights for
marketers and brand strategists seeking to enhance brand positioning and consumer

engagement.
Keywords: Marketing Strategies, Brand Awareness, Brand Image, Purchase Decision
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