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ABSTRACT

This research aims to 1) study the marketing mix factors that affects consumer's
attraction for purchase annual health checkup online of Bangkok consumers. And to 2) study
the correlation between marketing mix factors and consumer's attraction for purchase annual
health checkup online of Bangkok consumers. This is a quantitative research with online
questionnaire as a tool to collecting data from 400 samples by accidental sampling. Statistics
for data analysis were 1) descriptive statistics including frequency, percentage, mean, and
standard deviation. 2) Inferential statistics were multiple regression analysis, with a statistical
significance level set at 0.05

The research results found that 1) the sample group had opinions on the marketing
mix factors at the whole as high level. When considering each in terms, it was found that the
distribution channel had the highest mean value as first. Followed by the promotion, product,
and price, respectively. 2) Marketing mix factors, including the promotion and price, had a
positive correlation with the consumer's attraction for purchase annual health checkup online
of Bangkok consumers at a statistical significance level of 0.01, and able prediction the

consumers attraction for purchase annual health checkup online 55%.
Keywords: Purchase Attraction, Annual Health Checkup Package, Marketing Mix
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