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ABSTRCT

The objective of this research was to study the consumer purchase behavior of Zhero whey protein
supplement, the consumer opinions towards marketing mix (4P’s), and the relationship between marketing mix
(4P's) and consumer purchase behavior of Zhero whey protein supplement in Bangkok. The population of this
study was Zhero whey protein supplement consumers in Bangkok. The sample of this study was 400 consumers.
The samples were selected based on purposive sampling and convenience sampling. Questionnaire with close-
ended questions was used as the instrument. Data were analyzed by using descriptive statistics including
frequency, percentage, mean and standard deviation. Hypotheses were tested with Chi -Square).

The results of this research indicated that the respondents mostly were males; those aged 26-30 years;
singles; those graduated with a bachelor's degree; employees of private company; and those with average
monthly income of 20,001-30,000 Baht. The respondents mostly performed weight training for 3-5 days a week.
The purpose of exercise was for good health. They preferred purchasing Zhero Whey Protein Isolate (WPI) and
wished to increase muscles, reduce fats and aimed to control weight. They preferred taking whey protein 4-6
days a week. They purchased whey protein for 2-3 times a month. They spent 2,001-3,000 Baht per time to

purchase whey protein. An influential person for whey protein purchase was oneself. They mainly purchased
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whey protein via online shopping. The respondents placed importance on four aspects of marketing mix including
product, price, place, and promotion at the highest level.

The hypotheses test results indicated that consumer purchase behavior of Zhero whey protein
supplement in Bangkok in terms of type of products purchased, reason to purchase, an influential person for
purchase, purchase frequency, and consumption frequency are associated with demographic factors including
gender, age, marital status, educational level, occupation, exercise characteristic, frequency of exercise, purpose
of exercise. Marketing mix (4P’s) differ according to different consumer purchase behavior of Zhero whey protein
supplement in Bangkok in terms of type of products purchased, reason to purchase, an influential person for

purchase, purchase frequency, and place to purchase.

Keywords: Consumer behavior, Exercise, Marketing mix, Whey protein, Dietary supplements
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