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Abstract

The objective of this research is to Study of factors affecting decision making for
healthy consumption behavior intention in Bangkok. The research aimed to examine
consumers’ behavior and factor that affect for decision making for healthy consumption
behavior in Bangkok. The sample population consisted of four hundreds consumers in
Bangkok Metropolis. The instrument of research was questionnaire, data analysis
conducted by using questionnaire survey research. The techniques of descriptive statistics
used were percentage, mean, and standard deviation. Technique of inferential statistics
utilized were “Decision Tree”

The finding indicated that main sampling were female, age between 25-34 years
old, single status, education level in bachelor degree, have occupations in private
companies, average monthly income between 25,001 - 35,000 baht. The Decision Tree
instrument applied in order to analyze consumer behavior black box and intent to use of
consumers. The results were following:

Factors that affecting to decision making for healthy consumption behavior intention
in Bangkok is perception, life style, beliefs/attitude, learning, motives/needs and values

respectively.

Keywords: consumer behavior black box, behavior, intense of use for healthy consumption
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