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The influence of marketing mix on the decision-making process of purchasing taro root (Wolffia)
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Abstract

This research aims to study the demographic factors affecting the decision-making
process of purchasing taro root (Wolffia) of Gen Y consumers in Bangkok and its vicinity; to
study the influence of marketing mix (4Ps: Product, Price, Place, Promotion) on the decision-
making process of purchasing taro root (Wolffia) of Gen Y consumers in Bangkok and its
vicinity; to study the relationship between demographic characteristics and marketing mix (4Ps)
with the decision-making process of purchasing taro root (Wolffia) of Gen Y consumers in
Bangkok and its vicinity. The sample group is 400 Gen Y consumers living in Bangkok and its
vicinity who have consumed taro root. The SPSS program was used to process the
questionnaires.

The research results found that 1) Gender, age, have a relationship with the decision -
making process of purchasing Wolffia eggs of Gen Y consumers in Bangkok and its vicinity,
and education level, occupation, average monthly income, purchasing Wolffia eggs for the
latest period of purchasing Wolffia eggs, and the type of purchasing Wolffia eggs have no
relationship with the decision-making process of purchasing Wolffia eggs of Gen Y consumers
in Bangkok and its vicinity. 2) Marketing mix (4Ps) in terms of product (Product), price (Price),
distribution channel (Place), and promotion have an influence on the decision-making process

of purchasing Wolffia eggs of Gen Y consumers in Bangkok and its vicinity.

KEYWORDS : Demographic factors, marketing mix (4Ps), purchasing decision-making process
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