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Abstract

The objectives of the research are To study the factors affecting the decision to buy clean food of consumers in

Huai Khwang district Bangkok classified by marketing mix factors (4P).



Sample group used in this research Are consumers in Huai Khwang district Bangkok, 400 people. The tools
used to collect data were questionnaires. And analyze the data by finding percentage, average, standard deviation And the

data analysis using the multiple regression statistics.

The results of the research are as follows: 1. Consumers in Huai Khwang district Most of Bangkok are aged
between 26 - 30 years old with a bachelor's degree. Private company employee The average monthly income is 15,001 -
20,000 baht. Interested in fashion and modernity. And the leisure activity is shopping. 2. Factors affecting the decision to
buy clean food of consumers in Huai Khwang District Bangkok Overall is at a high level. When considering each aspect,
it was found that the distribution channel strategy Next is the price. Product strategy And marketing promotion strategies
respectively. 3. Consumer decision to buy clean food in Huai Khwang District Bangkok overall is at a high level. And
regression analysis results Found that the distribution channels Marketing promotion and price Affecting the decision to
buy clean food for consumers in Huai Khwang district Bangkok The statistical significance is 0.05 and the multiple
correlation coefficient (R Square = 0.622) and can explain the relationship of 62.2%. The decision to buy clean food of
consumers in Huai Khwang District Bangkok Found that most of them decide to buy food Clean for consumers in Huai

Khwang Bangkok.

Keywords: marketing mix, consumer purchasing decisions, clean food
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