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Abstract

The research for “Factors affecting consumer decision making on purchazing herbal
drinks for teenager in Bangkok metropolitan area”The purpose of fhiz study were 1.)To study the
factor which affect to decizion maksng of herbal drinke on teenager 2.)To leam about customer’s
behavior that affect to decision making of herbal drink ca teenager 3.) To study the factor of
marketing mix that may affect to decision making of herbal dnnk oo teenager. The sample size 1
the research compmsed 400 persomnel who age the customer of puwrchasing herbal drnk in
Bangkok The researcher wsed the accidental sampling method The data was analyzed by
percentage, frequency, mean t-test, F-test (One Way AWNOVA)

The resultz were as follow; The analyziz results in gencral snformation of sample, It is
found that most respondents are female at age between 19-22 year old, Bachelor’s Degree, mostly
Imows and likely to buy the herbal drnk from department store, conwvenient store and grocery,
willing to buy the herbal drink more than 2 fime: per week by their decision, vsually conzume
daily by considenng about healthy as the value and buoy 1 get 1 free promotion of the herbal
drink. Advertizing are mediom The consumers mostly known “Yen Yen' brand and
Chrysanthemum tea, price preference 1z between THB 10-15 net and likely consume herbal drink
in fhe summer.

The overall statistical found that; 1.) The different of consumer’s gender, age and
education level made the same decision purchasing in herbal drink 2) The different of
consumer’s habit made the same decision purchasing in herbal drink 3.) The owverall factor of
marketing mix made affect to frequency and attitnds of purchazing. Statistical significance was at
0.05 4) The different of consumer’s perceive in value of herbal drink affect the decisicn to

purchaze the herbal drink in every factor. Statistical sigmificant difference was at 0.05



