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The purposes of the research were (1) to study soy milk consumption
behaviors of consumers in Samut Songkhram (2) to study demographic factors
affecting consuming behaviors of people in Samut Songkhram (3) to study
marketing mix affecting soy milk purchasing decision of people in Samut Songkhram

This was a research survey consisting of 408 consumers who have tried or
never tried soy milk in Samut Songkhram. The ratio sampling was taken from 3
Ampurs of Samut Songkhram: data was collected through questionnaires. Statistical
data was analyzed by SPSS with percentage, mean, standard deviation, Chi — Square,

‘T-Test, One Way ANOVA and compare their average in pair by using LSD (Lease
Significant Difference)

The research findings were (1) The different demographics led to different
and non different soy milk consuming behaviors (2) Soy milk consuming behaviors :
Most consumers drank soy milk because of its nutritional content. Consumers made
their decisions based upon the nutritional facts printed on the packaging label. Most
consumers bought the product for themselves. The frequency of which consumer
drank soymilk was based upon opportunity and it was unrelated to time. Consumer
mostly purchased soymilk from retail stores because of conveniences (3) Marketing
Mix : Product factors affecting the decision to purchase soy milk at the highest
level were its deliciousness, nutrition for health, and confidence in product quality.
Price factors were the reasonable price compared to net content, the increase in
content while maintaining price and the price adjustment affect the decision to buy.
Place factors were convenience stores, the expansion of selling spot to cover all area,
and home delivery. Promotion factors were the public disclosure of nutrition
guidance of soymilk to consumers, the advertisement to focus in soy milk quality and
the advertisement of soy milk through many advertising channel (4) Demographics;
genders, ages, educations, careers and income related to consuming behaviors at
different level (5) Marketing Mix that was defined by demographic : gender,
education and income had no significant correlation with soy milk purchasing
decision at the 0.05 level. Marketing Mix which was defined by demographics:
ages and careers were found to be correlated with soy milk purchasing decision at the
0.05 level of significance.





