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Abstract

This research was conducted to study attitude, influencer, and marketing mix affecting plant buying decisions
in Bangkok and metropolitan area. The respondents of this research were 400 people living in Bangkok and metropolitan
areas via the purposive sampling method. The survey questionnaires were used to collect data from the sample.
The reliability of Cronbach’s alpha value is 0.882. The descriptive statistic in the analysis was frequency, percentage,
mean, and standard deviation. The hypotheses test is multiple regression analysis.

The results indicated that the highest factor affecting plant buying decision was Marketing Mix (B = 0.407).
The next factor was an attitude (B = 0.302) and the least factor that affects plant buying decision was influencer
(B = 0.108). Moreover, the analysis of the coefficient of determination (R2 = .432) found that the independent variables
were attitude, influencer, and marketing mix affecting plant buying decision in Bangkok and metropolitan area
representing 43.2 percent with a statistically significant level of 0.05.
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Figure 1 Conceptual Model
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