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FACTORS INFLUENCING THE DECISION TO PURCHASE PROBIOTIC SUPPLEMENTS

AMONG CONSUMERS IN BANGKOK

iy qugen’

WIOUIA WILYAF

n53deAseliinuanMsUdsuwlamginssuvesuilaagilngnendenisunssyuiavedlsalain-19 &4

'
[ Na

awavussyvulalaguamanniu lneildnguszasaiiaiinsendadenisnsnanenisinduladendninmnams
wsulnslulefnavesuilnaluwansavmumiunas Ineiansanann (1) dnvuzaudsyeinsenans (2) Jadeaiu

InInen uay (3) mudszaumamsaaialuyuuesyuilan (4Cs) nquiiessheyuslnafiiaguilnandndumdanan

aa al

91U3U 400 AU wASeslleNtvABLUUADUNIY waradAnly laun Arseuay ALady aruleduunInsgy adAnns

NAFOUANNAFIUNITIATIZNAIURANAILALINITNIAIN N153ATIZUAURUTUTIUNIGAET LazadfAnIsIATIEN

= 1Y

anaeENAN Nan1TITeNUIINaudleesdIulngduwandgs 91 25-44 1 nsdnwiseAuyTygns vieu

<

@

aaenvu elaeie 25,001-35,000 v kazanunInlan naudlseslnanudidyivdadenuininewazna

7

v v

gsaulszaumamsnaalussAun Ineianisauusgdla n133u3 ViruaR mINneInIs ATMERAIN ALY LAy
nsdeans wanmaveasuanAgiunundasentume 01y nsfinw 013w warmela Tavisnanenisdnauladessy
TWudnymeadn euaaunlifianuunnanesnsditeddn veitasenuinineuarmsnanaiinuduiuside
vanfunsiaduladolusedugs Tnefinindesy 4.15 way 4.14 suddu mansideansmirllammuanagns
W’lﬁﬂ’limmﬂﬂlmiﬁﬁquaﬂiiMLLaSﬂ’J’IZJGTmm?UEJdQU%Iﬂﬂﬂa;ZJLJ’ImJ’I‘EﬂuLﬂJMﬂEGLV]WEJWI‘IMi@‘EJINﬁ‘U%aW%ﬂWW

AdAeY: SnvagauUsyrInTemans, Jadua1udnive), aulssauvnanisnainluluuesuilag 4Cs, n1sdnaulate

psiasulnslulafng

a1313INTIANT nangesuIMITIiaNmUndin uninendeesusunsilm

8137158 A3, AMEUITMSTINANedAN W Tinenderiuasunsiln



ABSTRACT

This study investigates the factors influencing consumers’ decisions to purchase probiotic dietary
supplements in Bangkok, prompted by behavioral changes after the COVID-19 pandemic, which raised
public awareness of health and immunity. The research focuses on three key areas: (1) demographic
characteristics, (2) psychological factors, and (3) the consumer-oriented marketing mix (4Cs). Data were
collected from 400 consumers who had previously used probiotic supplements, using a structured
questionnaire. Statistical analysis employed percentage, mean, standard deviation, t-test, one-way ANOVA,
and multiple regression analysis. The findings indicate that psychological factors, especially motivation,
perception, and attitude, significantly influenced purchasing decisions (mean = 4.15). Similarly, the 4Cs—
consumer needs, cost, convenience, and communication—were also rated highly influential (mean = 4.14).
Hypothesis testing showed that gender, age, education, occupation, and income had statistically significant
effects (p < 0.05), while marital status did not. These results provide practical implications for marketers to

develop strategies that align with consumer behavior in the Bangkok market

Keyword: Demographic characteristics, psychological factors, consumer-oriented marketing mix (4Cs),

purchasing decision, probiotic supplements
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