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Abstract

The objectives of this research are (1) is to study common consumer behavior in Bangkok
and (2) to study a mixture of market share which affects purchasing decision in pharmacy in the
city area. And lastly, (3) to explore the subjects which affect medicines buying decision behavior
of consumer at the pharmacy in Bangkok.

This research is sampling group method using in depth interview which contain 20
consumers who have been purchased medicines in pharmacies in Bangkok. The duration of each
interview took around 20 to 30 minutes in order to present and summarize analytic descriptive
from to the intended purpose.

From 20 samples, the study found that most of sample are female between 24 — 63 year
old, single and bachelor degree graduated. Some are employee and some run their own business.
An Income range of the sample group is between 40,000 - 50,000 Thai Bath. In term of marketing
mix, interviewers mostly think that factor which affect purchasing decision is pharmacist due to
the reason that the pharmacist tends to be a medical expert and helpful. They expected that
pharmacists could suggest, ask about the symptom or take care of them, including willing to help
them cure the illness. For some samplers, they would lay’s one hope on the pharmacy where
the expert pharmacists working for because they trust in the helpful suggestion, causing loyalty.

Location is another important factor of buying decision. To have infrastructure such as
parking lot or settled near by market, community area, living area or working place may help
them decide easier.

Lastly, in consumer behavior point of view, most interviewers may purchase the medicine
2 - 3 times per month and will pay around 200 - 400 Thai Bath in each time. The primary reason
of going to the pharmacy is because they would like to buy some drugs to heal themselves.
Going to hospital is the lasting that will happen for them except they have got a severe symptom.

Moreover, pandemic situation (COVID-19) causes them avoid the risky of going to hospital as well.



In Summary, from the studly, it is obvious that the consumers decision is still rely on

The reliable pharmacy which has an expert pharmacist who can give them a helpful service and
suggestion which they think it help healing their symptom faster. Consumers prefer In-Mall chain
pharmacy because of the convenience, decoration and service.

Keywords : Drugs,Pharmacies,mixture of marketing , behavior of consumer and buying decision.
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