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ABSTRACT

This research aimed to examine the factors of consumer perception influencing
purchase intention toward Red Bull energy drink among consumers in Songkhla Province.
The study focused on differences in demographic factors, including gender, age,
educational level, occupation, average monthly income, and marital status, that affect
purchase intention, as well as consumer perception factors influencing purchase intention
toward Red Bull energy drink.The sample consisted of 400 consumers who lived or worked
in Songkhla Province, selected using Cochran’s formula. The research instrument was a
questionnaire. Statistical methods used for data analysis included percentage, mean,
standard deviation, t-test, one-way analysis of variance (ANOVA), post hoc multiple
comparison, and multiple regression analysis.

The results revealed that some demographic factors, namely age, educational
level, occupation, and average monthly income, showed statistically significant differences
at the .05 level in terms of perception and purchase intention toward Red Bull energy
drink. In addition, consumer perception factors in all four dimensions—brand image, brand,
packaging, and perceived value—were found to be significantly related to and had a
significant influence on purchase intention toward Red Bull energy drink among consumers
in Songkhla Province.The findings of this study can be applied as guidelines for developing
marketing strategies, improving products, and designing marketing communications that
align with consumer perceptions and needs, in order to enhance competitiveness and

increase sales in the future.

Keywords: Consumer Perception, Purchase Intention, Energy Drink, Red Bull, Songkhla Province
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