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Marketing Mix Factors Affecting the Decision to Purchase Protein
Supplements via Shopping Applications of Income Earners in Bangkok and

its Vicinity
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ABSTRACT

The objectives of this research were 1) to study consumers' opinions toward
marketing mix factors, and 2) to investigate the marketing mix factors (4Ps) that effect on
purchase protein supplements via shopping applications. The sample group consisted of
400 income earners residing or working in Bangkok and its metropolitan areas who had
experience purchasing protein supplements through shopping applications, selected by
convenience sampling method. The research instrument was an online questionnaire. The
statistics used for data analysis were frequency, percentage, mean, standard deviation,
One-way ANOVA, and Multiple Linear Regression Analysis. The results revealed that
consumers' opinions toward the marketing mix factors (4Ps) were overall at the highest
agreement level. The factor receiving the highest importance was Promotion, followed by
Price, Place, and Product, respectively. Hypothesis testing indicated that all four marketing
mix factors had a positive influence on the decision to purchase protein supplements via
shopping applications at a statistical significance level of 0.05. The factor with the most
significant influence was Promotion (beta = 0.319), followed by Place (beta = 0.244),

Product (beta = 0.202), and Price (beta = 0.154).
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