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Abstract

This research aims to examine the influence of the marketing mix on purchase intention
toward Thai perfume brands among consumers in Bangkok, as well as to investigate the
influence of brand image on purchase intention toward Thai perfume brands among consumers
in Bangkok. This study employed a quantitative research approach, using concepts and theories
related to the marketing mix (4Ps), brand image, and purchase intention as the conceptual
framework. Data were collected through a questionnaire administered to a sample of 385
consumers aged between 18 and 60 years who had experience purchasing or using Thai
perfume brands in Bangkok. The data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, as well as inferential statistics, namely
multiple regression analysis.

The results indicated that marketing mix factors, specifically product and promotion, had
a statistically significant influence on consumers’ purchase intention toward Thai perfume brands
in Bangkok at the 0.05 significance level. In addition, the findings revealed that brand image
had a statistically significant influence on consumers’ purchase intention toward Thai perfume
brands in Bangkok at the 0.05 significance level.

The findings of this study can be used as guidelines for Thai perfume brand
entrepreneurs in formulating marketing mix strategies and enhancing brand image in order to

strengthen competitiveness and effectively respond to consumer needs in the market.

Keywords: Marketing Mix, Brand Image, Purchase Intention and Thai Perfume Brands
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