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ABSTRACT

This research aims to: 1) examine the impact of demographic factors on consumers’
decisions to purchase cannabis flower from medical cannabis dispensaries located in inner
Sukhumvit area, Bangkok Metropolitan, and 2) study the influencing of the marketing mix
(7Ps) on consumers’ purchasing decisions for cannabis flower from medical cannabis
dispensaries located in inner Sukhumvit area, Bangkok Metropolitan. This study employs a
quantitative research approach, using demographic factors, the 7Ps marketing mix, and
consumer purchasing decisions as the research framework. The study area is inner
Sukhumvit area, Bangkok Metropolitan, with a sample group consisting of 424 consumers
who have previously purchased or intend to purchase cannabis flower from medical cannabis
dispensaries in Bangkok Metropolitan. The sampling method used is convenience sampling,
and electronic questionnaires were employed as the research tool. Data analysis was
conducted using frequency, percentage, mean, standard deviation, One-Way ANOVA and
Multiple Linear Regression.

The research findings indicate that:

1) Regarding the first objective, demographic factors including age, gender, and
average monthly income significantly influence consumers’ purchasing decisions for
cannabis flower from medical cannabis dispensaries in inner Sukhumvit area, Bangkok
Metropolitan. Specifically, Age factor was found to have a statistically significant impact on
purchasing decisions at a 0.05 significance level.

2) Regarding the second objective, different aspects of the 7Ps marketing mix

influence consumers’ purchasing decisions in varying ways. Among these, People factor,



Process factor, and Physical Evidence factor were identified as key factors significantly
affecting consumer purchasing decisions at a 0.05 significance level.

The findings of this study provide valuable insights for business owners and
stakeholders in the cannabis retail industry. The results can be used to develop and refine
marketing strategies to better meet consumer needs, ensuring a more effective and targeted

approach in the cannabis retail market.

Keywords: Medical Cannabis Dispensaries, Demographics, Marketing Mix, Purchasing
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