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Abstract

This research aimed to 1) study the consumption behavior of junk food among consumers
in Bangkok; 2) examine marketing mix factors (4Ps) affecting purchase decisions; and 3)
analyze the differences in demographic factors on consumption motivation. The sample
consisted of 400 consumers in Bangkok, selected through convenience sampling. Data
were collected via questionnaires and analyzed using percentage, mean, standard

deviation, t-test, One-way ANOVA, and Multiple Regression Analysis.

The results revealed that the majority of respondents were female, aged 21-30, holding a
bachelor's degree, employed as private company employees, with an average monthly
income of 20,001-30,000 Baht. Regarding consumption behavior, fast food was the most
preferred type, primarily purchased through convenience stores with a frequency of 3-4
times per week. The marketing mix (4Ps) overall had a high impact on purchase decisions,
with the product factor ranking highest, followed by price and place, respectively.
Hypothesis testing showed that different demographic factors significantly influenced
purchase motivation at a 0.05 level. Additionally, marketing mix factors, specifically product,
place, and promotion, had a significant positive influence on purchase decisions for junk

food among consumers in Bangkok.
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