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Abstract

The objectives of this research are to study 1) the importance of factors of the marketing mix in purchasing
healthy food, 2) the level of importance of factors in purchasing healthy food among working-age consumers of
Chotiwet Center, and 3) the factors of the marketing mix that affects the purchasing healthy food among working-age
consumers of the Chotiwet Center. It is quantitative research. An online questionnaire was collected from a sample of
103 purposively randomised. Statistics include mean, percentage, standard deviation, and multiple regression analysis.
The research found that most respondents were female, aged 36-45 years, had a bachelor's degree, and had an income
of 15,001 - 30,000 baht. Factors in the marketing mix (4Ps) found that consumers in the working age group of Chotiwet
Center give importance to marketing factors in purchasing healthy food, arranged in order from price, distribution
channel, product side, and sales promotion. The importance level of factors in purchasing healthy food is in order of
delicious taste, followed by the convenience of consumption/ease of buying, and price of healthy food. Moreover, the
trend towards healthy food, such as vegetable smoothies, was the last. It was found that all aspects of marketing mix
factors, including product, price, distribution channels, and sales promotion, affect the choice of healthy food among

consumers in this age group with statistical significance at the .05 level.

Keywords: Marketing Mix, Purchasing, Healthy Food, Working Age Group
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3. 1anlsiums dlefipuiudsedu 4.70 0.55 wniian

4. wanseiiivaneseausia e nauyIIu 4.80 0.45 wniian
FaTaRY 4.81 0.42 wndiga
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31n915199 4 wud Jadeneniseann Tusnusian Juslaanguisvinaugudlafnglianudideylu
A egluszdunniian (X= 4.81) winfiarsanfusiede wuin snanmuizauiuaunin (X= 4.89)
F9%aAR A mInauiuYIIIN (X= 4.85) ndndugilivateszaunailiiienaiuusuia (X= 4.80) 51a1

Tdwne Weeunvvedy (X= 4.70) aud1nu

M990 5 uansAady AleuuunnsgiukagseiuanudAyesladudiunauninsnanten1siente

DIMNTAUNIN AUYRINNNITINT WY

Ja3enan1snana (FuYewnen1sIngimiig) X S.D. gAuANEIATY
1. wAnfauriasweluiuazenderialui 4.91 wnitgn
aunsodoldnaen 24 Falus 08
2. fosmansdsdeluoeula 4.67 0.55 wniian
3. wandusidsmnelursasmauddui 4.85 wniian
wiogUilasunsiin 0%
4. wandeiiidminglunain 4.63 0.74 Wniian
sataRy a.77 0.48 wndige

1A 5 wud Yadennanisean Tusudemisnisdndiniie guslnanguisviaugudldvgli

anuddglunmsin egluszdvanniian (X= 4.77) mnfinsaulusede wui S5 meluduasaindeiily

'3

anunsadelanaon 24 Halus (X= 4.91) sesawnfe nqundnduaddmiegluinsassnduitsui viegues

@

115170 (X = 4.85) Taananisdselusaulall (X= 4.67) waznanduanisviielunain (X= 4.63) anuaisu

A13197 6 LansAei AldeauunInsgIukasseauAL@AyaslaT dIuNEaNIINITIAIARENISIABNTE

9IMTAVNIN ATUNTAUETUNNTUNY

Uadean1eamsnana (Aumsdastunisune) X S.D. FTAUAINFIATY
1. nslawansulngvied 4.61 0.57 Wniiga

2. MslayanruIng 3.72 1.36 tly

3. M3lawansuvilsdenuivisetdnyans 391 1.27 )

4. MslawanEuYemnsesulatiiu Facebook 4.89 0.31 wniian
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A13197 6 wandALafy ANdELULNIATIULAETEAUANUEIAYYRIUITLAIUNANNINITAAINEBNTEBNT B

9IMIAVAIN ATUMTAUETUNTVY (5iD)

U2enen1snana (Aunisaesiunisve) X S.D. FTAUANAIATY

5. [yanafitivedsadunsiouneslfudnfasi 4.54 0.72 wniian

6. TN15LANTVBIANUIAD 4.54 0.68 Wnitgn
2naAY 4.37 0.82 annitgn

3115199 6 wud Yademanisaanalusdrunisduasunisune guslaanguisviaugudlednegli
auddglunmsin sglusedunndian (X= 4.37) winfinsandusieds wud mslavaniugemesuladl
WU Facebook (X= 4.89) 589a3u1@e nislavauiniulnsiial (X=4.61) ldyanaifiiedenduy

Wiwwnasinansiuel (X= 4.58) uaziinmsuanvesauuinn (X= 4.54) .udduaaiing
3.3 Jadedaunaunianisnainiidaanensandulaiiendevesamsguninvasguslnanguierinanuves
Audlyfitgy

M990 7 uansAade Andesuuiinsgularsziuanuddgyvesladunisifendeemsaunmaeuslan

nauieyhauauglyRnY

Hadudunsdendeonnsguniwvasduilnangue _ . L
X S.D. szAUAUAATY
augudlefiag )
1. savieson 4.83 0.48 uniian
2. AuAMSLATUING 4.57 0.68 niign
3. azmnlumsuilan / wdede 4.78 0.46 uniian
4. JULUUUTIAT T UATIIAUTTY 4.72 0.62 1Nl
5. msdaaiuiionszdulunisag Wy nsan uan wan uan | 454 0.75 uniian
6. YAPABULLLLNAN D] 4.46 0.78 1niign
7. IA1VDIWIMNTAUNN 4.74 0.53 uniian
8. dUsglevisoguslng 4.59 0.54 unian
9. NSzuARNLTEUAOUIHNTIOMITEUNIN LT AYARAN 4.41 0.71 unian
10. n5lawanveNEninm 4.61 0.71 uniian
sataRy 4.63 0.63 aniign
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1NeN5199 7 wud Tadeiunisidentestmsaunn guslaanguievirnugudlvavrlinnudAglu

s egluszaunniign (X= 4.63) winfiarsanlusiede wudi savifeses (X= 4.83) 509831a11150

Uslnaagain / mgedey (X= 4.78) Lags1A1v8IeIMTaunIn (X= 4.74) uagnszuandnuleusnoussinvemis

o

qUAw 1 auein (X= 4.41) Wudduaniing

3.4 Uadedrunaunienisnainiidenadanisindulaifandavasemisguainveguilnanguierinauuas

AudlyRLY

M99 8 uansaunisaaneenvianvesdadeidwmadenginssunisidendesmsguamvesiusinanguiy

nuaudlyding
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
’B Std. Error Beta
madende | Aiasil (Constant) -348 820 110 914
9113 ATUNERTU 470 244 246 | 1561 028
FUANUDY | AIUYRDINNITIA 389 228 240 | -1.090 124
guslaAnau | S
WU | dunsdaasuniiug 419 253 243 | 1.230 957
Audlaing | fusan -348 217 471 | -688 078
AIUTIA -348 217 471 -.688 078
R =.906 R? - 820 Adjusted R Square = .422  Std. Error of the Estimate = .217
F=.076  Sig. =.000

* sgautlod1AYyn 9@t .05
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o o aad
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{]ai’fwwmsmmmﬁdwaeﬁaé’ﬁimﬁmﬁm agﬂmsﬁumaﬁqw NUTT IANUITANTUAMAIN TOIAINIAD

FIANzELRUUTINY AR ueiTivatesrRus A liEenauUSina mudeu Saenndestu [16] Anwiledy

dulszauninisnanuimsuasiiruaininadenisiedulageamsiieauainvesninauuisnensy luim
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