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Abstract

The study of the marketing mix factors which influence purchase decisions for healthy drinks
of 400 consumers in Bangkok was investigated during May-November 2019. Data were collected by
using the questionnaire and analyzed with descriptive and inferential statistics by using one-way
analysis of variance (ANOVA). The result reviewed that most of the consumer samples were female
aged between 21-30 years and graduated with bachelor degree or equivalent. In addition, the
consumers gave precedence to all of the four elements of marketing mix at the highest level (X =
4.26). In term of each element, the customer strongly considered; (1) product: clean and safe
product (X = 4.66), (2) price: price is reasonable when compared with the benefits or nutrients that
will be received (X = 4.47), (3) place: locations are convenient to buy (X = 4.40), and (4) promotion:
having a product advertisement clearly (X = 4.18) and media advertising (X = 4.18). Moreover, the
hypothesis testing was shown that the customer income significantly affected the marketing mix in
term of product and price (p<0.05). However, all the demographic results did not significantly affect
the marketing mix in term of place and promotion (p>0.05). The entrepreneurs can apply these

finding results for the strategic marketing plan of healthy drink products in the future.
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Table 1 General information of healthy drink

consumers in Bangkok (n = 400)

Number of
General data %
consumers

Male 131 32.75
3 |Female 268 67.00
Not specified 1 0.25
Less than 21 years old 8 2.00
21-30 years old 177 44.25
gn 31-40 years old 38 9.50
41-50 years old 40 10.00
Over 50 years old 137 34.25
9 |Single 237 59.25
E Married 163 40.75
5 Less than bachelor degree a7 11.75
E Bachelor degree or equivalent 260 65.00
3 Higher than bachelor degree 93 23.25

Government/state enterprise
147 36.75

officer

5 Private company employee 44 11.00
'g_ Business owner 43 10.75
g Housewife/unemployed 15 3.75
Student/undergraduate 122 30.50
Others 29 7.25
Less than 10,000 123 30.75
% 10,001-20,000 66 16.50
\é‘ 20,001-30,000 40 10.00
_i 30,001-40,000 60 15.00
% 40,001-50,000 a2 10.50
= More than 50,000 69 17.25
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Table 3 Opinion levels of product factor on consumer buying decision of healthy drinks (n =400)

Opinion levels Opinion
Product factors X | S.D.
most | much | modulate | less | least levels
number | 221 130 44 2 3
. Taste 4.4110.76 | most
% 55.25 | 32.50 11.00 0.50 | 0.75
number | 152 166 72 8 2
2. Smell 4.1410.82| much
% 38.00 | 41.50 18.00 2.00 | 0.50
number | 98 153 119 22 8
. Color 3.7810.95| much
% 24.50 | 38.25 29.75 5.50 | 2.00
number | 268 95 35 2 0
4. Quility of raw material 4.5710.67 | most
% 67.00 | 23.75 8.75 0.50 | 0.00
. Contains ingredients or | number | 192 | 143 58 4 3
4.2910.81| most
substances desired % 48.00 | 35.75 14.50 1.00 | 0.75
. Many formulas for number | 167 | 174 55 3 1
4.26 | 0.74 | most
choose % 41.75 | 43.50 13.75 0.75 | 0.25
number | 141 183 64 7 5
. Beautiful packaging 4.1210.83 | much
% 35.25 | 45.75 16.00 1.751 1.25
number | 290 87 22 1 0
. Clean packaging 4.66 [ 0.59 | most
% 7250 | 21.75 5.50 0.25 | 0.00
. Packaging convenience | number | 234 | 137 28 1 0
. 4.5110.64| most
for drink % 58.50 | 34.25 7.00 0.25 | 0.00
Total 4.30 | 0.50 | most

Table 2 Opinion levels in each marketing mix
factor for consumers buying decision

of healthy drinks (n =400)

Marketing
X S.D. | Opinion levels

mix factors

Product 431 | 0.50 most
Price 434 | 0.55 most
Place 435 | 0.70 most
Promotion | 4.04 | 0.63 much
Total 4.26 | 0.59 most

423
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Table 4 Opinion levels of price factor on consumer buying decision of healthy (n =400)

Opinion levels Opinion
Price factors X | S.D.
most | much | modulate | less | least levels
1. Reasonable price when comparing [number| 187 | 175 36 2 0
4.37]0.67| most
with the taste % 46.75 | 43.75 9.00 |0.50| 0.00
2. Reasonable price when comparing |number| 192 | 164 43 1 0
4.37(0.68 | most
with the quantity % 48.00 | 41.00 10.75 |0.25| 0.00
3. Reasonable price when comparing |[number| 140 | 188 65 5 2
4.1510.77 | much
with the external appearance % 35.00 | 47.00 | 16.25 |1.25| 0.50
4. Reasonable price when comparing |[number| 220 | 150 28 2 0
4.4710.65| most
with the nutrition % 55.00 | 37.50 7.00 0.50| 0.00
Total 4.3310.55| most

Table 5 Opinion levels of place factors on

consumer buying decision of healthy drinks (n =400)

Opinion levels Opinion
Place factors X | S.D.
most | much [ modulate | less | least levels
1. Distributed locations have many number | 187 172 35 5 1
4.3510.71 most
branches % 46.75 | 43.00 8.75 1.25] 0.25
2. Distributed locations are convenient | number | 198 172 25 3 2
4.40] 0.69 most
for buying % 49.50 | 43.00 6.25 0.75| 0.50
3. Distributed locations have regular number | 196 168 29 5 2
4.3810.72 most
products on sale % 49.00 | 42.00 7.25 1.25| 0.50
number | 177 184 35 3 1
4. Product layout is easy for selection 4.3310.69 | most
% 44.25 | 46.00 8.75 0.75| 0.25
5. Various distribution channels; stores, | number | 170 183 40 7 0
4.2910.72 most
online stores % 42.50 | 45.75 10.00 1.75] 0.00
Total 4.3510.70 most

599098 fo @ ufidasunefiaudines iy
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Table 6 Opinion levels of promotion factors on consumer buying decision of healthy drinks (n=400)

Opinion levels Opinion
Promotion factors x | SD.
most | much | modulate | less | least levels
1. There is a clearly advertisement for number | 141 199 52 7 1
4.181 0.74 | much
the product % 35.25 | 49.75 13.00 1.75 | 0.25
2. Staff have introduced newly released | number | 128 205 57 8 2
4.121 0.76 | much
drinks to customers % 32.00 | 51.25 14.25 2.00 | 0.50
number | 97 176 107 13 7
3. Free drink from point accumulation 3.86 | 0.88 | much
% 24.25 | 44.00 26.75 3.25| 1.75
number | 115 195 75 9 6
4. Free sample test at exhibition booth 4.01]0.84 | much
% 28.75 | 48.75 18.75 225 1.50
5. Providing product knowledge through | number | 122 193 76 8 1
4.07 | 0.77 | much
various articles % 30.50 | 48.25 19.00 2.00 | 0.25
number | 102 164 104 24 6
6. Event marketing for prize or discount 3.8310.93 | much
% 25.50 | 41.00 26.00 6.00 | 1.50
7. Advertising through media; television, | number | 141 199 52 7 1
4.18 1 0.74 | much
radio, Facebook, Instagram, etc. % 35.25 | 49.75 13.00 1.75] 0.25
Total 4.04 | 0.63 | much

Table 7 Opinion levels of motivation on consumer buying decision of healthy drinks (n =400)

Opinion levels Opinion
Place factors X S.D.
most [ much | modulate | less | least levels
number | 222 | 143 32 13 7
1. You make decision for buying healthy drinks by yourself. 4.46 | 0.69 | most
% 55.50 | 35.75 8.00 325 | 1.75
2. You make decision for buying healthy drinks from number| 88 | 181 114 8 9
3.83 | 0.87 | much
recommendation of friends or salesman. % 22.00|42.25| 28.50 2.00 | 2.25
3. You make decision for buying healthy drinks from brand number| 123 | 186 78 8 5
4.04 | 0.83 | much
quality. % 30.75(46.50 | 19.50 200 | 1.25
4. You compare prices, quality and characteristics of healthy number | 163 | 185 49 0 3
4.26 | 0.73 | most
drinks in each brand before making a purchase decision. % 40.75 | 46.25 12.25 0.00 | 0.75
5. You analyze the quality of healthy drinks after the trial and number| 165 | 183 48 3 1
4.27 | 717 | most
use the information to make a purchasing decision. % 41.25|45.75 12.00 0.75 | 0.75
6. You have made the decision to buy healthy drinks from self- |number| 150 | 203 40 7 0
4.24 | 699 | most
study or receive news from people who have experiences. % 37.50|50.75| 10.00 1.75 | 0.00
Total 4.18 | 0.54 | much
oo ' v o o =1 = Aa ' v a
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Table 8 Conclusion for hypothesis testing

Results
Sig.
Hypothesis Based on Reject
(p <0.05)
hypothesis | hypothesis
H1.1: Gender influences on a purchasing decision in term of product 0.046* v
H1.2: Age influences on a purchasing decision in term of product 0.788 v
H1.3: Status influences on a purchasing decision in term of product 0.484 v
H1.4: Education influences on a purchasing decision in term of
0.039* v
product
H1.5: Occupation influences on a purchasing decision in term of
0.256 v
product
H1.6: Income influences on a purchasing decision in term of product 0.019* v
H2.1: Gender influences on a purchasing decision in term of price 0.366 v
H2.2: Age influences on a purchasing decision in term of price 0.005* v
H2.3: Status influences on a purchasing decision in term of price 0.229 v
H2.4: Education influences on a purchasing decision in term of price 0.205 v
H2.5: Occupation influences on a purchasing decision in term of price | 0.035* v
H2.6: Income influences on a purchasing decision in term of price 0.000* v
H3.1: Gender influences on a purchasing decision in term of place 0.223 v
H3.2: Age influences on a purchasing decision in term of place 0.108 v
H3.3: Status influences on a purchasing decision in term of place 0.373 v
H3.4: Education influences on a purchasing decision in term of place 0.160 v
H3.5: Occupation influences on a purchasing decision in term of place | 0.156 v
H3.6: Income influences on a purchasing decision in term of place 0.060 v
Ha.1: Gender influences on a purchasing decision in term of
0.496 v
promotion
Ha.2: Age influences on a purchasing decision in term of promotion 0.111 v
Ha.3: Status influences on a purchasing decision in term of promotion | 0.996 v
Ha.4: Education influences on a purchasing decision in term of
0.688 v
promotion
H4.5: Occupation influences on a purchasing decision in term of
0.191 v
promotion
H4.6: Income influences on a purchasing decision in term of promotion| 0.185 v
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