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Factors Influencing the Purchase Decision of Protein Powder Supplement
Products among Individuals Who Exercise in Bangkok

and Its Metropolitan Area
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ABSTRACT

This research aimed to study the demographic factors and marketing mix affecting
the purchase decision of protein powder supplement products among individuals who
exercise in Bangkok and its metropolitan area. The study employed a quantitative research
methodology, using a questionnaire as the data collection tool. The sample consisted of
400 individuals who regularly exercise and consume protein powder in the target area. The
collected data were analyzed using statistical software.

The findings revealed that certain demographic factors—such as gender, age,
education level, occupation, and income—significantly influenced the purchase decision of
protein powder supplements. Additionally, components of the marketing mix (7Ps), including
product, price, place, promotion, people, physical evidence, and process, were found to
have a statistically significant impact on purchase decisions in some aspects. Moreover, the
consumer purchase decision process followed five stages: problem recognition, information
search, evaluation of alternatives, purchase decision, and post-purchase behavior.
Keywords: Purchase Decision, Protein Powder, Marketing Mix, Consumers.
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