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Abstract

At present, consumers become more conscious their health. The main objectives of this quantitative research were to
study socio-economic characteristics of health product consumers, to analyze consumers’ attitudes towards marketing mix of
health products made from cold-pressed palm oil and to determine socio-economic factors affecting their attitudes towards
marketing mix of health products made from cold-pressed palm oil in Hatyai district, Songkhla province. The primary data were
collected using structured questionnaires from 388 respondents obtained from a consumer survey using the accidental sampling
technique. The analysis employed descriptive statistics, independent sample t-test and one way ANOVA. The results revealed
that majority of health product consumers were female, bachelor degree with an average age of 31.27 years. The marketing
mix in terms of product, price, place and promotion were highly important for a decision to purchase the health products made
from cold-pressed palm oil. Statistically significant variables affecting the consumers’ attitudes towards marketing mix of health
products made from cold-pressed palm oil were sex, age and occupation. The results are useful for entrepreneurs to formulate

appropriate marketing strategies for health products made from cold-pressed palm oil.

Keywords: Attitude, Marketing Mix, Health Product, Cold-Pressed Palm Oil
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Marketing Mix SEX (t) AGE (F) EDU (F) OCC (t)
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