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Abstract

This research article aims to study the level of factors affecting Bangkokers’ decision
to purchase an air purifier. The sample included 400 people. This quantitative study used
multi-stage sampling method. The data were collected online in the form of Google Form. To
analyze the data, frequency, percentage, mean score, and standard deviation were used.

The results of the research found that most of the air purifier purchasers were 18-28
years, followed by 29-39 years old. Most of the respondents were students and self-employed
professionals, holding a bachelor's degree, with monthly income between 8,000 baht to 24,000
baht. Most of them were single status, followed by the respondents with 4 family members.
The factor that affected the purchase decision at the highest level was the distribution
channel, which was to purchase an air purifier on the website, followed by price and product
respectively. However, advertising and marketing promotion affected Bangkokers’ decision to

purchase an air purifier lower than the other factors.

Keywords: Air Purifier, Marketing Mix, Factors affecting
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