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Abstract

This quantitative study aims to investigate the personal characteristics
and marketing mix factors influencing Generation X customers’ decisions to
purchase outdoor products through online channels. Data were collected
via questionnaires from 400 Generation X customers who had previously
made online purchases of outdoor products. Descriptive statistics, including
frequency, percentage, mean, and standard deviation, were employed for
data analysis, along with hypothesis testing using t-tests, One-Way Analysis
of Variance (ANOVA), and multiple regression analysis. The findings revealed
that various personal characteristics such as gender, age, occupation, and
average monthly income significantly impacted purchasing decisions at
the .05 level. Additionally, the marketing mix elements, including products,
distribution channels, and personal service, were found to statistically and
significantly influence the customer’s purchasing decisions, also at the .05
level.

Keywords: purchasing decision, outdoor products, Generation X, online
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ANSI9N 2 ANLRA z@'fmlﬂmmummiﬂﬁummﬁﬁﬂmuﬂimmmqmammm
AUNARS

A UAIUUTEANNINITARIA  ANLRRY Fiulbaauy  wlaua

NMTFIU
- ATUNARATUT 3.69 0.52 N
- ATUINAN 3.93 0.55 N
- ATUTRINIINITIARAMUNE 413 0.52 4N
- ATUNIRUFTUNNIAAA 3.85 0.49 1N
- munshiLEnisdauyana 3.86 0.56 el
- Aun13FnEANLudUF 4.01 0.61 4N

ANSI9N 3 NFFLsUN3FAANlATE ANLUNANNINA

mesnAulada  wA  Aueds  dawdsauu t Sig.
NIMTFIU
ThE 3.69 0.57 3.27 .002**
uie  3.39 0.72
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A5 4 Nauleuiiauniadindulate a1uunaiNeny

wuasAnnisilsaw SS DF MS Sig.
ang 2RI NG 4.07 4 1.02 2766 0.027*
nelungu 14528 395  0.37
593 149.35 399
SLAUNNIANEY  Sendangu 2.18 4 055 146 021
nelungu 14717 395  0.37
594 149.35 399
81N TENINNGH 6.97 4 1.74  4.83  0.001**
nelungy 142.38 395  0.36
994 149.35 399
melfiade TENINNGH 11.61 4 29 832 0.000%
AaLRal
nelungu 137.74 395  0.35
393 149.35 399
g Ayneadinfissy .05
AT 5 AnadmvesdaLLlmennsaildnennsainnsdadulate
faudlswennsal b SE. B t Sig. Toler
ance
AAA (a) 049 023 000 205 0040° - .
NARAT (X21) 0.34 006 029 507 0000 050 1.99
971 (X22) -0.09 007 -0.08 -133 0.183 042 234
FAINNNITARAULNEY (X23) 015 0.06 013 227 0.023* 048 2.06
NNIALATNNTRAA (X24) 0.10 0.06 0.08 160 0.109 0.60 1.66
nslitinisdauymea (X25) 037 006  0.34 583 0.000* 047 212
mafneauiilugausia (x26)  -0.07  0.05  -0.07 -125 0212 051 1.95

R=0.59, R = 0.35, SEE = 0.49 F = 35.68, sig of F = 0.000*

Ao o o aaa o
*HULFIATUNNANANTEAL .05



