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Abstract

The objectives of this research were to study 1) personal factors that influenced the purchasing
decision of Amway products, and 2) the marketing mix that influenced the purchasing decision of Amway
products: a case study of the Thonburi branch (The Sense Pinklao) in Bangkok. This study was
quantitative research. The population was 2,178 people from a person who used the Amway products
Thonburi branch (The Sense Pinklao), sampling size was 338 people which applied Taro Yamane’
formula. The research instrument was a questionnaire used for data collection. The convenient sampling
approach was used to choose the respondents. The statistics used for analysis were percentage, mean,
standard deviation, hypothesis testing, multiple regression analysis and correlation coefficient statistics.

The research result revealed that 1) personal factor such as gender, age, occupation, marital status,
education level, average monthly income and source of income significantly affected the purchasing
decision of Amway products statistical significance at a level of .05, and 2) the 7Ps of the marketing mix
significantly influenced the purchasing decision of Amway products: a case study of the Thonburi branch

(The Sense Pinklao) in Bangkok statistical significance at a level of .05.

Keywords: Factors, Market mix, Determination, Amway Group Products, Thonburi Branch (The Sense

Pinklao), Bangkok Province



