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ABSTRACT

The research subject “A STUDY ON THE BUYING BEHAVIOR OF CONSUMERS
FOR HEALTH PRODUCTS IN BANGKOK, THAILAND.” The results of the study found
that different personal factors, including age, education level, occupation, monthly
income, and expenses (for health products), will affect the decision to purchase
health products of people in Bangkok with statistical significance at 0.05. The
results of the data analysis with multiple regression statistics found that there are
7 factors that influence the purchasing of health products of people in Bangkok
with statistical significance at the 0.05 level. From the most significant, it is
marketing strategy in distribution, followed by marketing strategy in promotion,
followed by behavioral factors in compliance, followed by behavioral factors in
perception, followed by behavioral factors in attitude, followed by marketing

strategy in product, and the least significant total revenue.

Keywords: Furthermore, Marketing mix, Accounting factors, Health Product

Selection Decisions
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