Received: 13 March 2025
Revised: 18 December 2025
Accepted: 23 December 2025

n1siuinsduAtuazdiudszaamenisaanaidanasanszuiunsanauladaiderundugne
VBINFULALUBLITUIY
Brand Awareness and Marketing Mix Affecting Women Generation Y's Decision-Making
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Abstract

The objectives of this research were: (1) to compare the decision-making process for
purchasing fashion clothing among Generation Y women based on personal factors, (2) to
examine the influence of brand awareness, and (3) to investigate the marketing mix factors
affecting the decision-making process. The sample consisted of 400 Generation Y women (born
between 1980 and 1996) who had experience purchasing fashion clothing. The research
instrument was a questionnaire with a reliability coefficient of 0.924. Data were analyzed using
frequency, percentage, mean, standard deviation, One-Way ANOVA, and Multiple Regression
Analysis. The findings revealed that: Differences in educational attainment and occupation led
to significantly different decision-making processes at a 0.05 significance level. Brand
awareness, specifically in terms of brand loyalty, perceived quality, and other proprietary
brand assets, positively influenced the decision-making process at a 0.05 significance level,
with a predictive power of 52.4%. Marketing mix factors, including price, promotion, and
process, significantly affected the decision-making process at a 0.05 significance level. The
process factor had the highest influence (beta = 0.444), and the model collectively accounted
for 61.8% of the variance. These results suggest that entrepreneurs should prioritize efficient
ordering processes and brand loyalty programs to effectively drive the decision-making process

of Generation Y consumers.
Keywords: Brand Awareness, Marketing Mix, Women's Fashion Purchasing Decisions
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