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Abstract

This research aimed: 1) to compare the purchasing decisions of sunscreen stick products
among working-age consumers in Bangkok and Samut Prakan Province classified by demographic
factors, and 2) to analyze the influence of the service marketing mix (7Ps) on the purchasing decisions
of sunscreen stick products among working-age consumers in Bangkok and Samut Prakan Province.
A quantitative research design was employed. The sample consisted of 400 working-age consumers
aged 20-59 years who resided in Bangkok or Samut Prakan Province and had experience purchasing
and using at least one sunscreen stick product. Data were collected using a questionnaire. Statistical
analyses included frequency, percentage, mean, standard deviation, t-test, one-way analysis of variance
(ANOVA), and multiple regression analysis. The results revealed that:

1. In accordance with the first research objective, working-age consumers with different gender,
monthly income, educational level, and frequency of sunscreen stick usage exhibited significantly different
purchasing decisions at the 0.05 significance level.

2. In line with the second research objective, the service marketing mix (7Ps)}—including product,
price, place (distribution channels), promotion, people, process, and physical evidence—had a positive
and statistically significant influence on the purchasing decisions of sunscreen stick products among
working-age consumers in Bangkok and Samut Prakan Province at the 0.05 significance level.

The findings of this study can be applied as supporting information for marketing planning and

strategy development to effectively respond to the needs of the target consumer group.

Keywords: Service marketing mix (7P’s), Purchasing decision, Stick sunscreen
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