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ABSTRACT

The purpose of this independent study is to study consumer buying decision process
towards self-monitoring blood glucose meter in Bangkok Metropolitan. Questionnaires were used
for data collection of 200 samples. 100 samples were diabetic patients and 100 samples were their
relatives or related persons of diabetic patients. Besides of each 100 samples was classified in to
50 of ever bought and 50 of never bought self-monitoring blood glucose meters. The collected
data were statistically analyzed using descriptive statistics: frequency, percentage and mean
including inferential statistics: T-Test of mean differences and One Way ANOVA of mean
difference comparison by Fisher’s LSD at 0.05 confidence level.

The study found that most diabetic patients both ever and never bought self —
monitoring blood glucose meters were female, 41-50 years of age, married with college degree of
education. Most respondents worked for private companies and earned monthly salary of 10,001-
20,000 baht. The relatives or related persons of diabetic patient who both ever and never bought
self-monitoring blood glucose meters were female, 21-30 years of age, single with college degree
of education. Most respondents worked for private companies and earned monthly salary of
10,001-20,000 baht, except for the relatives or related persons who never bought self-monitoring

blood glucose meters earned monthly salary 10,001-20,000 baht.



The consumer buying decision process study of 4 groups found that diabetic patient
groups and their relatives or related persons of diabetic patients who ever bought self-monitoring
blood glucose meters had influential factors motivating their buying needs of self-monitoring
blood glucose meters at quite high level, as for taking care themselves and their family and to
control symptoms of diabetic patients. Most respondents got information about self-monitoring
blood glucose meters from drug stores and looked for self-monitoring blood glucose meter price
information. The most well-known brand was Accu-Chek. The high level of concern in the
alternatives evaluation stage was the price and place factors. Diabetic patients were their buying
decision influencers. They mostly decided to buy blood glucose meters from drug stores at
average set price about 2,001-2,500 baht. The most satisfied marketing mix was place factor.

Diabetic patients who never bought had influential factors to motivate their buying
needs at high level. Those factors were to take care themselves and their familyes and to controll
diabetic patient symptoms. Most got information about self-monitoring blood glucose meters
from doctors and looked for self-monitoring blood glucose meter price information. Most
respondents did not know any of self-monitoring blood glucose meter brand. The high level of
concern in the alternatives evaluation stage was the price and place factors. Diabetic patients were
the buying decision influencers. They almost decided to buy blood glucose meter from drug
stores at average set expense about 2,001-2,500 baht.

Relatives or related persons of diabetic patients who never bought self-monitoring
blood glucose meters had influential factors to motivate their buying needs of self-monitoring
blood glucose meters at high level, as for controlling symptoms of diabetic patients. Most got
information about self-monitoring blood glucose meters from or persons who ever used the
product. They found out about quality and durability of self-monitoring blood glucose meters by
themselves. Most respondents did not know self-monitoring blood glucose meter brand. The
high level of concern in the alternatives evaluation stage was the price and place factors.
Healthcare professionals like doctor, nurse and medical technician were the buying decision
influencers. who decided to buy blood glucose meters from hospitals at average set expense about

1,501-2,000 baht.



