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Abstract

The purposes of this research were to study on attitudes and factors that
influence the consumers’ buying decisions between two different types of yogurts; the
normal one and the value-added one, using survey method. It was aimed to unveil
attitudes and marketing factors related to consumers’ buying decisions of the two
product types. Questionnaire was used as an instrument for collecting data from 400
samples in Bangkok Metropolis. They were divided into two groups; 200 samples of
normal yogurt consumers and 200 of the value-added consumers. The data collected by
questionnaires was analyzed through statistical program.

The findings indicated that both sample groups put these following
influential marketing factors related to their buying decisions in a descending order;
price, distribution channel, product and promotion respectively.

It also specified that the value-added yogurt consumers consumed the
product more often than the normal yogurt consumers. They also had a better
distribution of consumption longevity. Besides, the group concerned more on the
nutritional compositions, standard of quality, materials used for packaging and other
relevant beneficial information of the product than the normal yogurt consumers did.

However, the normal yogurt consumers seemed to favor a product with a

variety of tastes and sufficient advertisement more than the value-added consumers did.
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In addition, they placed more importance on discounts and giveaways than the other
sample group did.

The researcher hopes the results of this study would be a useful road map

to develop the product as well as an effective a marketing strategy in the future.



