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Marketing Mix and Innovation Adoption Influencing the Purchase

Intention of Menstrual Cups Among Thai Female Consumers.
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Abstract

This research aimed to examine the influence of the marketing mix, innovation adoption, and
environmental attitudes on Thai female consumers' purchase intention toward menstrual cups. The sample
comprised 385 female menstrual cup users with at least three months of product experience. A
questionnaire was employed as the research instrument. Descriptive statistics, including percentage, mean,
and standard deviation, were utilized for data analysis, while inferential statistics were conducted through

multiple regression analysis.



The findings revealed that the marketing mix, consisting of product, price, place, and promotion,
significantly affected Thai female consumers' purchase intention toward menstrual cups at the 0.05
significance level. Innovation adoption, comprising relative advantage, compatibility, complexity, and
observability, significantly influenced Thai female consumers' purchase intention toward menstrual cups at

the 0.05 significance level.

Keywords: Marketing Mix, Innovation, Purchase Intention, Menstrual Cups.



