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Abstract

Thai adolescents have shown an increasing tendency to purchase health foods, influenced
by service marketing mix strategies. However, empirical research that examines gender differences in
this relationship remains limited. Therefore, this study aimed to investigate the moderating effect of
gender on the relationship between the service marketing mix and health food purchase decisions
among Thai adolescents. Convenience sampling was employed, and data were collected through
questionnaires from 400 Thai adolescents. The data were analyzed using descriptive statistics,
including frequency, percentage, mean, and standard deviation, as well as multiple regression
analysis. The results indicated that the relationship between the service marketing mix and health
food purchase decisions was significantly moderated by gender. The interaction effect between

gender and the service marketing mix significantly influenced health food purchase decisions among
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male, LGBTIQAN+, and female Thai adolescents (p < 0.01). In addition, Thai male adolescents
demonstrated a higher tendency to purchase health foods compared with LGBTIQAN+ and female
adolescents. These findings provide valuable implications for developing marketing strategies tailored
to different gender groups and offer guidance for continuously improving and revising health food

business plans to better meet the needs of Thai adolescents.

Keywords: Gender; Service marketing mix; Purchase decision; Health food; Thai adolescents
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