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Nowadays, the technology is growing fast. and the advancement of these technologies
cause various pollution adding more everyday ,waste water and toxic enter to the atmosphere from
industrial plants, automobiles and this incineration. As a result, the air we breathe is not clean air.
There are small particles like PM 2.5, including germs and many other invisible contaminants. As a
result, the trend of the air purifier industry is growing rapidly around the world. For this reason, the
researcher is interested in studying the decision to buy air purifiers in Bangkok residents living in
condominiums. In order to know the buying behavior and the key marketing mix that drives
consumers into purchasing decisions. The correlation between demographic characteristics
consisted of sex, age and education level, monthly income and number of inhabitants. The
methodology of this study was quantitative and survey method by distributing 396 questionnaires.
The demographic data analysis consisted of gender, age, education level, Income, occupation and
number of residents together in condominiums.

It was found that the decision-makers to purchase air purifiers of the population living in

condominiums In Bangkok, 50.8% were males and 49.2% females. Most of the people who



decided to buy air purifiers were between 26-35 years old, followed by 15-25 years old, most of
them being single. Bachelor's degree accounted for 58.8% and most of them were company
employees accounted for 29.5%. The average income of air purifier buyers between 20,001 —
30,000 baht, or 41.4%.

The product factor with the highest average opinion level was Product quality. The price
factor with the highest average opinion level is a clearly displayed price tag that can compare
prices. The distribution factor has the highest average of opinion levels is Store Reliability, Branch
Coverage. The promotional factor with the highest average opinion level is after sales service. The
results of finding the relationship between demographics and marketing mix. Using a statistical test,
it was found that sex was associated with the decision to buy an air purifier with no difference.
Age, marital status, occupation, income and the number of people living together were related to
the decision to buy air purifiers differently at a significance level of 0.05.

This independent study can use the information to determine the target customers. Marketing mix
planning and analyze the decision-making process to buy air purifiers of the people living in

condominiums Bangkok.
Keywords: Air purifier, Condominium. Decision
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