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ABSTRACT

This research The objective of this research is 1) to study demographic characteristics of
consumers 2) to study marketing mix factors 3) to study consumer decision making on purchasing
air purifiers 4) to compare demographic characteristics with 5) To compare the marketing factors
that affect the purchasing decision of the air purifier among consumers. The researcher collected
data from questionnaires of a total of 400 subjects using the convenient selection method from
1-31 March 2021 for the hypothesis used in the research, covering demographic factors such as
gender, age, level, Study income in terms of marketing mix factors and deciding to buy air
purifiers. The statistics used in the analysis were frequency, percentage, mean and standard
deviation. Statistical T-test, One-Way Variance Statistics, One-Way ANOVA, Relative Equation,

Regression Analysis

The results of this research found that most of the demographic factors were women.
With a bachelor's degree And the income is 15,000 baht - 25,000 baht, so the researcher has
information to suggest that The target group of consumers should be set to suit the needs of
the consumer. Marketing mix factors In terms of price, consumers want to buy an air purifier
from a reasonable price, worth the quality, the manufacturer should set a reasonable price. Cost

effective product Buying decision Consumers choose to buy an air purifier that can solve



household air pollution problems. Producers should focus on the development of pollution

problems to create a unique To increase leads

The results of this research The researcher hopes that those directly involved in the air
purifier business, whether they are related agencies and interested parties, can use the results
of the research into data for business planning. To meet the needs of consumers as well and

be useful in creating a competitive advantage.

Keywords: air purifier, decision
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