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ABSTRACT

The research on study of the decision to purchase lemon flavored drink with soda of
people in Bangkok. The objectives of this study are to study the marketing mix factors (4Ps) and
people's attitudes affecting decided to purchase lemon flavored drink with soda of people in
Bangkok. By using a questionnaire is a tool for collecting data by sampling all 3 steps: Stratified
Sampling, Quota Sampling and Purposive Sampling for 400 samples. Then collect data and take
the data for analysis. SPSS statistical computer program to find the statistical values, i.e.,
frequency, percentage, mean, standard deviation and the statistics used to test the hypothesis
are Chi-Square Test.

The results showed that the most of the samples were female, age between 31-40 years
old, bachelor's degree, occupation of private company employee, average income in the income
range of 30,001 baht or more. From the analysis of marketing mix factors (4Ps) of lemon flavored
drink with soda. Influencing the purchasing decision of the people in Bangkok, they are found
that the respondents gave importance to the marketing mix (4Ps) factor of the lemon flavored
drink with soda that influenced the purchasing decision of the people in Bangkok. The most are
in terms of price, followed by Place, followed by products, and finally In terms of marketing
promotion, the overall factor of marketing mix (4Ps) in all 4 aspects is at the most important level.
For the results of the analysis of opinions on the attitudes of people in Bangkok. The most in the
affective as a whole is at the opinion level the most. followed by cognitive as a whole, at the
highest opinion level as well. And lastly, behavioral overall in the opinion of the high level. For
analyzing the purchase decision of lemon flavored drink with soda. Awareness of the problem,
most of the samples bought lemon flavored drink with soda because they realized they are
healthy and refreshing drink. They also bought lemon flavored drink with soda because he
realized they are popular drink today. In terms of information seeking, most of the samples are
searching for information on lemon flavored drink with soda from the media. Social media
platforms such as Facebook, Instagram, Line, Twitter, YouTube, etc., as well as seeking information
from recommendations from friends as much as possible. In terms of evaluating alternatives,
most of the sample groups before making a decision purchase lemon flavored drink with soda.
There are comparison reputation and popularity of each brand and attaches great importance to

quality in terms of purchasing decision, most of the sample group decided to purchase lemon



flavored drink with soda from the media. Social media platforms such as Facebook, Instagram,
Line, Twitter, YouTube, etc., including making purchase decisions based on recommendations
from friends as much as possible. and most recent decision to purchase lemon flavored drink
with soda products is Schweppes Lemon Soda, followed by Singha Lemon Soda. In terms of
post-purchase evaluation, most of the samples were after purchasing and drinking lemon flavored
drink with soda. Repeat purchase decision will be made and they will be recommended to others
to continue purchasing.

The results of hypothesis no.1 are different marketing mix factors (4Ps) which are product,
Price, Place and Promotion have different effect on purchasing decision of lemon flavored drink
with soda among people in Bangkok. Most were statistically significant at 0.01 level, both in terms
of problem awareness. seeking information alternative assessment purchase decision and
evaluation after purchase as for the results of hypothesis no. 2, different attitudes of the people
in the Bangkok metropolitan area, namely Cognitive, Affective, and Behavioral, affected the
decision to purchase lemon flavored drink with soda of people in Bangkok. They are different
most statistically significant at 0.01 level, both in terms of problem awareness. seeking

information alternative assessment purchase decision and evaluation after purchase as well.

Keywords: lemon flavored drink with soda, marketing mix factors, attitude, purchase decision
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