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Marketing mix factors affecting consumers purchasing decision of drinking oat milk brand

good mate in Bangkok
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Abstract

This research aimed to study the purchasing behaviors of “GOODMATE” the oat milk
product, including relationship between marketing mix factors (4Ps) and purchasing decision
of “GOODMATE” the oat milk product among consumers in Bangkok. The population of this
research was 400 people living in Bangkok both male and female who were more than 15
years old. The research applied the questionnaire as a tool for data collection and analyzed
data by descriptive statistical analysis, that is, frequency, percentage, mean and standard
deviation. The purpose of this research: 1) To study the marketing mix factors (4Ps)
comprising Product, Price, Place, and Promotion that influence consumers' purchasing
decisions of Oat Goodmate milk in Bangkok. 2) To study consumers' decision-making

process when purchasing drinking milk Goodmate brand in Bangkok.

The hypothesis testing indicated that consumers with different sex, age, education
level, occupation and monthly income were having different buying behavior at statistically
significant level of 0.05. In addition, the overall Marketing Mix was having relationship with
consumer buying drinking oat milk brand Goodmate. When considering each aspect, it was
found Marketing Mix that the place (distribution channel) factor is the most influential on the

decision-making process, followed by price, product, and promotion.

Keywords: Marketing mix factors, purchasing decision, “Goodmate” the oat milk product,

consumers in Bangkok
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