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MARKETING MIX FACTORS THAT AFFECTS TO PURCHASING DECISION
FOR PUNJASRI’S PRODUCTS OF CONSUMER IN BANGKOK.
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Abstract

The objectives of this research were (1) to explore customer opinion towards
marketing mix factors and purchase decision making towards Punjasri herb products in
Bangkok, and (2) to explore marketing mix factors affecting purchase decision making
towards Punjasri herb products among customers in Bangkok. The research was a
quantitative research where marketing mix factors (7P’ s) and purchase decision making
theory were used as research framework. The questionnaire survey was the research
instrument for collecting data. Samples included 400 memberships and distributors who
used to purchase Punjasri herb products for at least 1 time and had lived in Bangkok.
Statistical tools used in this research were percentage, frequency, mean, standard deviation,
and multiple regression analysis.

The research findings suggested that majority of participants were female at the age
more than 45 years old who had their own businesses with income more than 30,001 baht
per month. Average purchase of Punjasri herb products was about 1,619.93 baht and at least
1 time per month. When considering each element in the marketing mix, it was found that
(1) customer opinion towards product in the marketing mix was found to be the highest
level, following by process, price, people, physical evidence in high level while place and
promotion in moderate level, and (2) for purchase decision making, post-purchase
evaluation, following by evaluation of alternatives, information search, problem recognition,
and purchase decision at high level.

The analysis on correlation between marketing mix that affected purchase decision
making towards Punjasri herb products among customers in Bangkok could be used to
predict purchase decision behavior on post-purchase evaluation at 50.3% , evaluation of
alternatives at 46.0% , problem recognition at 45.0% , information search at 35.4% , and

purchasing decision at 34.7%.
Keywords Marketing Mix factors, Purchasing decision, Punjasri herb products
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