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Abstract

This research aims to analyze the factors affecting consumer’s buying
decision of cannabis food products in Bangkok. The research samples
were 400 consumers of cannabis food products in Bangkok selected by
purposive sampling method. The research instrumentwas a questionnaire.
The data received were analyzed by percentage, standard deviation, and
multiple regression analysis. The results of the research revealed that the
majority of the respondents were between 35-44 (39%), female (54%),
graduated with a bachelor’s degree (48%). The majority of them were
company employees who earned monthly income between 10,001 and
30,000 baht (52.5%). The demographic factors of the respondents had no
influence on their decision to purchase cannabis food products at a
statistical significance of .05. On the other hand, it was discovered that
attitude factors and causal factors influenced respondents’ decisions to
purchase cannabis food products at a statistical significance of.05. Finally,
the findings of this study can be used to develop suidelines for developing

cannabis food products for consumers.
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