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ABSTRACT

This independent study was to study marketing mix factors affecting energy drinks
purchase decision of laborers in Mueang Chiang Mai district. Population were 300 laborers who
buy energy drinks in Mueang Chiang Mai district.

The study showed that the respondents were mostly males, aged 31 — 40, Thai
nationality, primary education, married, 3 years’ employment, 6.00-9.00 am. for start time and
time finish were 16.00-17.00 pm., 18.00 pm. was start over time and 21.00 was finish over time,
salary were 5,001-7,000 baht.

The respondents drank energy drinks less than year, buy 1 bottle every day and
drinking immediately, unsteady time, pure drinking, freshness and wakefulness were cause of
drinking, most buying in grocery, old brand and M100 was popular energy drinks.

Marketing mix factors affecting energy drinks purchase decision of laborers was at
high level in overall, place factors were first affecting, price factors, product factors and
promotion factors were respectively.

Product factors affecting energy drinks purchase decision at high level such as

portability, good shape, volume, beauty and taste.



Price factors affecting energy drinks purchase decision at high level in overall such as
income’s suitability, quality’s suitability, volume’s suitability and low price.

Place factors affecting energy drinks purchase decision at high level in overall such as
near working place, cool and ready to drink, near residences place and convenience to reach.

Promotion factors affecting energy drinks purchase decision at high level such as
advertising’s theme were supporting sports, supporting racing sport, public relation’ s constancy,
people’s participation, supporting and helping for social and advertising’s theme were supporting

social.



