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Abstract

This study aimed to: (1) examine internal motivational factors influencing ready-to-eat salad
purchasing behavior on ready-to-eat salad purchasing behavior among Generation Z consumers in
Bangkok and its metropolitan area. (2) investigate external motivational factors affecting ready-to-
eat salad purchasing behavior on ready-to-eat salad purchasing behavior among Generation Z
consumers in Bangkok and its metropolitan area. A quantitative research approach was employed.
Data were collected through an online questionnaire from a sample of 436 respondents. The data
were analyzed using frequency, percentage, mean, standard deviation, and multiple regression
analysis.

The results indicated that: (1) internal motivational factors had a statistically significant
positive influence on ready-to-eat salad purchasing behavior, with health awareness and the need
for a fast-paced lifestyle being significant predictors of purchasing decisions; (2) external
motivational factors, particularly the marketing mix (7Ps), had a significant positive influence on
purchasing behavior, with promotion and price exerting greater influence than other marketing mix
elements. The findings provide practical implications for marketing strategy formulation, product
development, and promotional planning to effectively respond to the needs and preferences of

Generation Z consumers in the future.

Keywords: Ready-to-eat Salad, Generation Z Consumers, Push and Pull Motivation, Purchase

Decision Behavior
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