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This independent study was aimed to study marketing mix factors affecting
consumers purchasing decision of drinking milk in Ratchaburi Municipality. The data were
collected from 120 samples by questionnaires. The data were also analyzed by descriptive
statistics; frequency, percentage and arithmetic mean.

The results showed that the majority of the respondents were female , aged between
39-46 years, single , had a Bachelor degree , worked as a state enterprise staff and an employee of
the private company , and had income of 10,001-15,000 Baht per month. The purchasing
purpose of drinking milk was for their own consumption. Pasteurized cow milk was the most
favorite drinking milk to be purchased. The respondents had been acknowledged the advantage of
Pasteurized cow milk from the documents/books. Most of them consumed drinking milk in the
morning. The most favorite brand was Dutch Milk. The Whole Milk was always purchased.
Most of their behavior in buying drinking milk was that if a brand /taste, which always purchased,
out of stock, it would be replaced by another brand/taste. The frequency for purchasing drinking
milk was 4-5 times per week. The mbst favorite place to purchase the drinking milk was the
Seven-Eleven convenience store. The average amount of purchase each time was not more than
50 baht.

The results showed that the marketing mix factors which the respondents considered
as highly important to the consumers purchasing decision of drinking milk were product, place,
and price respectively. The factor which the respondents considered as a medium level of
importance was promotion.

The product factor : it was found that the sub-factors which the respondents
considered as the most important were presenting a certified symbol issued by the Food and
Drugs Organization, specifying an expiration date, being clean and safe to be consumed as well
as being a well known brand name.

The price factor : it was found that the sub-factors which the respondents considered
as highly important was a suitable match of price and quality. Moreover , if the purchase was in a
big amount , the price should resonably be cheaper.

The place factor : it was found that the sub-factors which the respondents considered
as highly important were of convenience; close to their houses, educational places, and work
places. In addition, the store decoration, the good arrangement of needed goods to be found
quickly, the convenience and sufficiency of car parking, and the variety of all needed goods
provided in the store were also highly important.

The promotion factor : it was found that the sub-factors which the respondents
considered as highly important were the product presentation via the advertising media and the

arrangement of social activities such as the donation to community.





