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ABSTRACT

The purpose of this research was to investigate the attitudes of female group consumers in
Chiang Mai province towards energy drink for ladies. The data were collected from 400 customers
who consumed energy drink for women.

The research revealed that most of the respondents were private company officer (23.0%)
with Bachelor degree education or equivalent (30.0%). The age range of respondents was between 26
— 35 years old (30.0%) with the average income range per month of 10,001 to 15,000 baht (37.5%).

On the cognitive aspect, it was revealed that the respondents had the most informed
knowledge about the energy drink for women that the pregnant women should not drink it (78.7%).

On the attitude aspect, the respondents opined on the factors affecting the decision to
choose the energy drink for women. The highest rated factor was on the product factor (means of
3.88). The respondents made the most comments on the reputation or brand of the drink (mean of
4.26). The price was considered reasonable with the supplied quantity (means of 4.02). In term of
distribution, the drink could be purchased easily (mean of 3.92). The promotional factor was done

through various media such as radio, television, newspapers, and magazines (mean of 4.42).



In addition, the respondents also preferred the drink containing strawberry flavor at the
highest level (mean of 23.0) with vitamin B-complex as an ingredient to boost function of the nervous
system (mean of 80.0).

In term of the purchasing decision behavior, the respondents decided to purchase the drink
with the marking of quality certificate, the selling promotion, and health benefits at the highest level
(65.3%). The product was recognized mostly from the promotional booth (81.8%). The respondents
mostly consumed the product once a week (35.5%). The drink was generally purchased from retail
stores (45.7%) and selected the intended brand first (72.5%). In the case of unavailability, the other
brands would be chosen (64.3%). The drink was recognized the most from television advertisement
(65.0%). The promotional tactics such as providing discounts and the presence of extra gift would

encourage purchasing further (51.7%). The respondents preferred price discounting the most (65.8%).



