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Factors Effecting the Buying Decision for Ready — To — Drink Bottled Tea Beverages

of Consumers in Mueang Nakhon Si Thammarat District, Nakhon Si Thammarat
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ABSTRACT

The purpose of this research was to study personal factors, marketing mix factors
that affect consumer behavior in purchasing ready-to-drink bottled tea beverages.
The populations used in the research were consumers aged 18 years and over who had
previously purchased or consumed ready-to-drink bottled tea drinks residing in Mueang -
Nakhon Si Thammarat District, Nakhon Si Thammarat Province, with the sample group of
400 people, utilizing questionnaire to collect data from the respondents. The questionnaire
included 3 parts which part 1 collected demographic data of the respondents, part 2 collected
data regarding the marketing mix factors, and part 3 collected data regarding the level of
effectiveness of employees. The statistics used in the analysis are percentage, frequency,

mean and standard deviation and Pearson (Chi-Square).

The result revealed that most respondents were having female, having age between
21 - 25 years old, having single status holding a Bachelor degree, having job as civil servant/
state enterprise and having monthly income of 10,001 - 20,000 Baht. The consumers gave their
opinion on the overall marketing mix factors at the highest level. The factor which consumers give
their opinions at the highest level are the channel where they can purchase easily, such as at
convenience stores, supermarkets, etc. Next is that consumer thinking about the appropriate price
for the quality of the product, the product of good quality and the appropriate price for the size
and quantity.

The hypothesis testing indicated that consumers with different age, marital status,
education level, occupation and monthly income were having different buying behavior at
statistically significant level of 0.05. In contrast, consumers with different sex were not having

different buying behavior at statistically significant level of 0.05. In addition, the overall marketing



mix factors which include product, price, place, and promotion, were having relationship with

consumer purchasing ready-to-drink bottled tea beverages at statistically significant level of 0.05.

Keywords: Ready — To - Drink Bottled Tea Beverage, Purchasing Behavior, Marketing Mix Factors
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