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ABSTRACT

This research was purpose to (1) Study the demographic factors effect to factors in consumer purchasing behavior of
Keto dietary in Bangkok (2)study the marketing mix factors effect to consumer purchasing behavior of Keto dietary in
Bangkok. The sample were 403 consumers who had purchased and eaten Keto dietary in Bangkok, using questionnaires as

data collection tools. Statistics used to analyze data include percentage, mean, standard deviation, Chi-square test.
According to study,

1. The majority of consumers are female with age range between 25-42 years old, are single status, having
average income between 15,000 - 30,000 bath per month, employed as a private company employee and holding Bachelor
degree.

2. The consumers have an overall opinion on the marketing mix factors, Product, Price, Place, Promotion,
People, Process, Physical Evident are high level.

3. Most consumers there is a purpose of purchase to eaten for losing weight. The purchase period is afternoon
(12.01-18.00 p.m.). Order channel are online shopping. The most consumed products as ready to eat food product, an average
purchase cost between 100-300 bath/times. There is a frequency of consumption a time/day.

4. Hypothesized test results showed that (1) Consumers of different gender, age range, occupations, education
levels, incomes and status affects the behavior of buying to Keto dietary. The person influencing to order, duration, frequency
of consumption are different, statistically significant at 0.05 (2) The market mix factors of Product, Price, Place, Promotion,
People, Process and Physical Evidence, it is correlated with the behavior of buying to Keto dietary consumed are different,
statistically significant at 0.05

Keywords : Buying behavior, Marketing mix factor, Keto dietary
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