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The purpose of this independent study was to study the marketing mix factors atfecting
consumers’ decision to purchase drinking yogurt in Mueang District, Chiang Mai Province. The
marketing mix theory or 4Ps which are product, price, place and promotion factors, was
employed. The data was collected from 400 questionnaires. They were analyzed by descriptive
statistics, frequency, percentage mean and standard deviation.

It is found that the majority of the respondents are female. The age is between 20-29
years old . The family size is 3 — 4 persons. They are pupils or students. The income is less than
10,000 baht per month.

Majority of the respondents prefer to purchase Dutchmill ® and Yacult " drinking yogurt,
respectively. When drinking yogurt is not available, many of them prefer to purchase fruit juice.
The purpose of drinking yogurt purchasing is their own consumption . The reason for choosing of
drinking yogurt is its flavor. Television is the influent media. The frequency of purching drinking
yogurt is every day by regular drinking. They make their own decision to purchase. Convenience

store is the place to purchase the drinking yogurt . Two packs are bought at a time.

The overall of marketing mix factors affecting the decision to purchase the drinking
yogurt is high rated. Each sub factor of the marketing mix factors is high rated. The product,
place, price and promotion factors are high rated, respectively.

The overall problems of the marketing mix factors affecting the decision to purchase the
drinking yogurt is low rated. Each sub factor of the marketing mix factors is low rated. The price,

product, promotion and place factors are low rated, respectively.





