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ABSTRACT

This study aims to studies 1) Perceived Product Quality that influences
Consumer Buying Process of common household remedies and medical devices in
Bangkok and 2) Service Quality that influences Consumer Buying Process of common
household remedies and medical devices in Bangkok. Which referred to the theory of
Perceived Product Quality, the theory of Service Quality and the theory of Consumer
Buying Process. The sample group is defined as consumers of common household
remedies and medical devices in Bangkok, there were 400 people using online
questionnaires as a tool for data collection. Statistical methods used for data analysis
included Frequency, Percentage, Mean, Standard Deviation, and Multiple Regression

Analysis.



The results of the study found that sample group as consumers of common
household remedies and medical devices in Bangkok, most are female, age range
between 40 - 49 years, marital status, hold a bachelor's degree or equivalent, occupation
as a company employee and earn average monthly income between 20,001 - 40,000
Thai Baht. The overall opinions on Perceived Product Quality were at a high level, which
highest average was performance. The overall opinions on Service Quality were at a
high level which highest average was assurance. The overall opinions on Consumer

Buying Process were at a high level, which highest average was problem.

The results of analysis and hypothesis found that 1) Perceived Product Quality
for Performance, Feature, Reliability, Fit and Finish are influence Consumer Buying
Process of common household remedies and medical devices in Bangkok which
consumers are focused on reliability as a first priority at statistical significance level 0.05
and 2) Service Quality influences Consumer Buying Process of common household
remedies and medical devices in Bangkok which consumers are focused on

responsiveness is a first priority at statistical significance level 0.05

Keywords : Common Household Remedies, Common Household Medical Devices,

Perceived Product Quality, Service Quality And Consumer Buying Process
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