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Abstract

This research aimed to (1) analyze the significance of various factors influencing
consumers' decisions to purchase health products in Bangkok, (2) study the purchasing behavior
of health product consumers, (3) examine the impact of marketing mix elements on the decision
to purchase health products, and (4) investigate the factors affecting the decision to purchase
health products. The sample group consisted of 400 individuals, and data were collected using
questionnaires. The statistical methods used for data analysis included frequency, percentage,
mean, and standard deviation. Hypotheses were tested using t-tests and one-way analysis of
variance (one-way ANOVA). When significant differences were found, pairwise comparisons were
conducted using the Least Significant Difference (LSD) method. Multiple regression analysis was

also employed. The results revealed that most respondents were female, aged between 21 and



30 years, held a bachelor's degree, and had a monthly income of 20,001-30,000 baht. Personal
factors such as age and income significantly influenced the decision to purchase health products
at the 0.05 level of statistical significance. In addition, marketing mix factors including product,
place (distribution channels), promotion, process, and physical evidence also had a statistically

significant effect on consumers' purchase decisions at the 0.05 level.

Keywords: Factors, Purchase Decision, Health Products
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