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This independent study aimed to research marketing communication influencing
selection of ready to drink green tea products of consumers in Mueang District, Chiang Mai
Province. Questionnaires were used to collect data samples from 200 respondents who
consumed ready-to-drink (“RTD”) green tea. They were selected by accidental sampling.
Data was analyzed using descriptive statistics, €.g. frequency, means, percentage.

The study found that most respondents were: female, aged between 21-25 year old,
had monthly incomes of THB 5,001-10,000, held Bachelor degrees, and was employed by
companies. In the past 1 month, they had maximum exposed to television media, newspapers,
and magazines, respectively. Reasons for liking to consume RTD green tea were: to quench
thirst, for health, and to refresh, respectively. The well recognized RTD green tea brands
were: Oishi, Unif, and Sencha, respectively; and respondents purchased Oishi RTD green tea
most often. Reasons for liking to consume this brand’s product were the moderate sweetness
and the green tea taste. The flavor that respondents chose to consume most was “honey &
lemon”. They purchased 500-ml sized bottles most frequently. The expense for each
respondent’s purchase was THB15-20. Respondents mostly consumed RTD green tea during
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afternoons. They made purchase decisions by themselves, and they purchased such products
from convenience stores, e.g. 7-11, most of the time. They received the most information
about RTD green tea from the “Oishi to stop giving out THB30 million” campaign through
television media.

Most respondents received RTD green tea information from almost all marketing
communication activities with frequencies of 1-2 times per week and less than once per week,
except from television advertising and lucky draws, to which they were exposed more than 4
times per week.

Marketing communication activities that affected RTD green tea purchasing
decisions could be ranked as follows:

In advertising, the activity that highly influenced RTD green tea purchasing
decisions was television advertising, and activities that moderately influenced RTD green tea
purchasing decisions were radio advertising, outdoor ad placements in various locations,
newspaper advertising, and magazine/ journal advertising.

In promotion, the activity that highly influenced RTD green tea purchasing decisions
was lucky draws, while activities that moderately influenced RTD green tea purchasing
decisions were availability of discounts, samples, and coupons.

In point of purchase communication, activities that moderately influenced RTD
green tea purchasing decisions were trial testing kiosks in department stores, packaging,
storefront signage, and signage within stores.

In public relations, activities that moderately influenced RTD green tea purchasing
decisions were salespersons’ dress code, exhibitions, charity events, articles in newspapers or
magazines, and articles on the Internet.

In salesperson selling, ‘the activity that moderately influenced RTD green tea
purchasing decisions was information provision by salespersons.

In marketing sponsorship, activities that moderately influenced RTD green tea
purchasing decisions were game show and sports program sponsorships.

In marketing activity, activities that moderately influenced RTD green tea
purchasing decisions were exhibition booths in trade fairs, and activities organized on special

occasions.

Types of marketing communication that interested respondents the most were
advertising, Sales promotion, and recommendations by peers or acquaintances.
Communications that respondents were interested in, liked, and recalled the most, were from

Oishi, Unif, and Sencha, respectively.





