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FACTORS AFFECTING THE DECISION TO BUY READY TO DRINK SOY MILK FROM
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ABSTRACT

The objective of this research is to study the factors affecting the decision to buy ready to
drink soy milk from 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. By dividing the studied factors into 4 factors which
are Marketing Mix factors (4 Ps) including product, price, place and promotion. And Service factors of
salesperson, Brand loyalty factors including the study of demographic characteristics such as gender, age,
education, occupation and income. The research were applies the questionnaires as a tool for data
collection by descriptive statistics analysis, that were descriptive statistics consist of percentage, mean and
standard deviation and quantitative statistics consisting of Independent Sample t-test, One-way ANOVA, and

results analysis, statistical analysis Regression Analysis.

The results of this study showed that the consumers that were different gender, careers and
average monthly income were not different affect to the decision to buy ready to drink soy milk from
consumers in Bangkok but the consumers that different ages and the education level were affect to the
decision to buy ready to drink soy milk from consumers in Bangkok differently. The marketing mix factors
(4 Ps) were found that all of these factors ware affect to the decision to buy ready to drink soy milk in
Bangkok such as marketing promotion factors, the different salesperson's service and different brand loyalty

factors.

Keywords: purchasing decision, marketing mix factors, Salesperson, Loyalty, Ready to drink soy milk
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