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Abstract

This research aimed to (1) investigate whether demographic factors—namely gender, age,
income, occupation, and education level—have an influence on the purchasing decisions for vegan,
plant-based, and vegetarian food among consumers in the Bangkok Metropolitan Area, and (2)
examine consumer opinions toward marketing mix factors (7Ps), including product, price, place,
promotion, people, process, and physical evidence, in relation to their influence on purchasing
decisions for such food products. This study employed a quantitative research approach using an
online questionnaire as the primary data collection instrument. The sample comprised 444
respondents who had experience or interest in consuming vegan, plant-based, or vegetarian food.
Descriptive statistics (percentage, mean, standard deviation) and inferential statistics, including

One-Way ANOVA and Multiple Linear Regression, were used to analyze the data.

The findings revealed that demographic factors—gender, age, income, occupation, and
education level did not significantly influence purchasing decisions at the 0.05 significance level.
Similarly, none of the seven marketing mix components were found to have a statistically significant

effect on consumer purchasing decisions. Although the regression model did not show statistical



significance, consumers expressed strong agreement toward all seven marketing factors,
particularly price (Mean = 4.06), product (Mean = 3.98), and physical evidence (Mean = 3.98).
These results indicate that, behaviorally, consumers still value product quality, reasonable pricing,
accessibility, and credibility of distribution channels. Therefore, the findings can serve as useful
guidelines for developing marketing strategies, product development, and marketing

communications that align with the behaviors and expectations of the target consumer group.
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