A a 3 L) a Y a [ o
¥oImmninus  wgdnssumsus Inauudamasswedus Inaludminaynsasasy
o o @ ¢ ¢ o o s a a o o
fide wisandmiund weiadad WSean uimisgsiwmiudia
e g ¢ ¢ 7 o @ a
21015NUTAE (1) 589MAA19138 ATHT T5IULTS (2) SBIMAATINTIGINT AT THEFITT

- =1
Umisnm 2549

0L

v ¥
-5

maituadaiiiinguszasdiie (1) AnumgdnssunisusTnaundamdesveaduiTnaly
Sovdaaynsmensy @) Aawiladedauyanadifinadenginssumsui InaundandesuesduiInalusomia
aYNIMIATIY (3) ﬁﬂmﬂﬁﬂﬁ'auﬂizﬁums@1amﬁﬁwaﬂ'amsﬁﬂﬁu‘hcﬁfauuﬁama‘”awm@'uﬁnﬂiuﬁ”wiﬂ
AYNITAIATIN

A g a

¥ v . ¥ ¥
amdfeasaildiuandtudadiing dsznnsi ¥ lunsitensell deduslaalusminaymsmansiu

gH
v

fnsus Inauas Tumeus Taauudamdss S1uau 408 aulagldmsduaredruuumnissumudadiuvealszaing
' o s & ° v o 4 A =q 4 ¥ A aadq ¥
lundazdunesiedu 3 sunaludwmiamymimnsw wiesdeildlumanudeyafeuvureuniy ananld
a ¢ oo ' $ oA a 1 I _aa
Tumsiaszvteya ldun Arfesaz Aunde aufssuuwinesgu msimszdanuuandnldnsmaasumain
14 a a = 3 o t
uupla-aunds, mInageuuuui, mylnnzdanunlalsumaies uazmsnageuanuuanmailusiog
a s aay s d
wazimazvdeyanadade Isunsudusagy
) . Ed i
wamsasenud (1) suilesedmyaaananduaziing@nssumsus Inaundundsaneiuanaig
funag binanaedu (2) duwgdnssumsuilaaundamdes JusTnadwlngfimauaius Tnamsziiqua
malaruins @enitus lannnmsAnsanddizneuuuamn dulngdaduleuilnadreaues Audd
a Y ' o ot a a4 o a4 ) Y (e A a4
15 Inaudaua Tomauaz Bisadrenalumsuilna aowiideurdunissyenniumilan @enaaiunie

¥

@ a w o ' o ' )
ﬂ'JﬁJLWQWﬂLWiWSﬂ'ﬂUﬁgﬂ'Jﬂ 3) ﬁWuﬂﬂi]UfT'Juﬂi&’ﬁNﬂﬁﬁa]ﬂ ﬁ’fmwaﬁnmm WUN ﬂﬂﬂﬂﬁﬁNﬁﬂﬂﬂWiﬂﬂﬁuiﬂ

o A

o - ' a ¢ = { ¢ 4 o a
mauummam‘luizﬂumﬂwqﬂ vlﬁ?{llﬂ TAYINOIOY , umsmmsﬁﬁﬂiﬂa‘wﬁaqmmw uaza%auuhammwwam

Re

[ o

fual une 1un anumnzauvesnadudinafivisy, mamulTuiaussudsinaaay uaznsliy
. ¥
swuutundesdinasemsdafulavilnn Musesmemsiadmie dun undsdwniheazainde
¥ v . 3
MsveEIAvIBATBUAgEYANLT uazmTmuTeInensveTasmsiadeundamdesdetiu Sumsduaiums
Yy v o o ¢ < “ Yy a o q ¥ o
ama laun msdsemduiufilsz Tomivesuntumaesvesdwan, nislavaildifannuiulalugunivves
< A & A a o A Yy A da oA v PR v
uutandsunniu uazidenu’ Inauudimdesmdouduiiiinig lawanrdudens q (4) duilesdeduyana 14
J = = A ¥ « do a a 1 1 @
un e 91y @msAnyY 013w nazswld TanuduiuisungdnssumsusTaaludude g uandiu
v @ o o YK Y a ] v RG]
(5) suilaivdnmlszaumsaatn Ndwunanildoduyanadnume Jainsfny vazseld wudh luliany
v o du o o ¥ < oMo w cad o 0w o =
duiusfumsdadulideundimdetesninedhdymendansedy 05, dwmiuilatednszaumnma A
o ¢ o 9w

Pwunawilafoauyanadiuery uazerdw wuhlianudunuisumsdadulideundundeediiivedidy

NATDANTZAL .05

3 .
Ay woAnssumsus laa msdadulede uudumdes aynsaanIw



Thesis title: Soy Milk Consumption Behaviors of Samut Songkhram’s Consumers

Researcher: Miss Wasanan Pongsawad; Degree: Master of Business
Administration; Thesis advisors: (1) Dr.Chow Rojanasang, Associate Professor;
(2) Suwena Tangpothisuwan, Associate Professor; Academic year: 2006

ABSTRACT

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.

Keywords: Consumption Behaviors, Purchasing Decision, Soy Milk,
Samut Songkhram



