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Yuwadee Leeben 2008: An Analysis of Factors Determining Orange Juice Prices. Master of
Science (Agribusiness), Major Field: Agribusiness, Department of Agricultural and Resource

Economic. Thesis Advisor: Assistant Professor Visit Limsombunchai, Ph.D. 137 pages.

The objectives of this research were 1) to study marketing situation of fruit juice industry in
Thatland 2) to reveal factors affecting consumer decision to purchase orange juice 3) to examine tactors
determining orange juice prices. The data used in this research were from interviewing 400 consumers in
Bangkok who used to buy orange juice. In addition, price information and orange juice charactenstics of 159
observations ot 18 various brands with 33 different products were collected from a discount store during
November 2007-January 2008. The descriplive analysis technique, chi-square test, one-way ANOVA_ t-test,
and Hedonic Price Model were applied to analyze the consumer decision factors and the orange juice prices in

this research.

The outcomes of this research showed Thai fruit juice industry is a continuously expand industry
and at a highly competitive situation. Many brands have been using product strategy to maintain their market
share and also brand itself. The disquisition in term of behaviour and factors lead to purchasing decision
found that the sample consumers were most influenced by the distribution channel factor, such as convenient
to buy, shop display, and level of shelving. The second and the third factors which influencing the consumer
decision were product and price factors, respectively, such as taste, degree of concentration, nutrition’s
information, sugar level, size, types of orange, reasonable price and the saving trom buying in a big pack. The
markeling factor was only the middle rate once it came to decision to purchase orange juice; however, the,
most efficient marketing campaign was from the advertising. The results from the Hedonic Price Models
indicated that the high degree of fruit-juice concentration, sugar level, juice sac addition. type of container,
and brands had a negative impact on the price of orange juice. On the other hand, the medium degree of fruit-
juice concentrate, nutrition information, type of orange, level of shelving, and brand had a positive impact on
the price of orange juice. Therefore, the results indicated that consumer paid a premium for convenience,

nutrition information and brands.
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