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Abstract

This study aims to examine the factors influencing consumers' purchasing decisions
regarding food products using eco-friendly packaging in Bangkok. The research focuses on
analyzing demographic factors and marketing mix factors (4Ps), including product, price, distribution
channels, and promotional strategies. The sample consists of 400 individuals residing in Bangkok
who have experience purchasing food products with eco-friendly packaging. A questionnaire was
used as the data collection tool. The statistical methods applied in data analysis include frequency,

percentage, mean, standard deviation, and multiple regression analysis.

The findings reveal that: 1) Among demographic factors, occupation significantly influences
the purchase decision of food products using eco-friendly packaging at a 0.05 statistical significance
level, whereas gender, age, education level, and income do not have a significant impact. 2)
Among marketing mix factors, product and promotional strategies significantly influence the
purchase decision of food products using eco-friendly packaging at a 0.05 statistical significance

level.
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