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ABSTRACT

The purpose of this independent study was to study marketing mix factors
affecting working-aged consumers in Bangkok towards buying decision of functional drinks. The
data were collected from 400 respondents by using questionnaire. Descriptive statistics consisting
of frequency, percentage and mean, were used to analyze the data.

The study found that the majority of respondents were female, aged between 24-
32 years old, with Bachelor’s degree. Their monthly income was not more than 10,000 baht.
Amino OK brand was the most popular brand they bought and the respondents made their own
decision when buying. The purpose of buying was to quench their thirst and they drank not more
than once per week. Places they bought functional drinks from were convenience stores, such as
7/11, 108 shop, etc.

From the study of marketing mix factors affecting buying decision, the findings
indicated that marketing mix factors were ranked at the high level, in the following order:
product, price, distribution and promotion.

The most important minor factor for each category were as follows: for product,
it was safe for consumption and was certified by the Ministry of Public Health. For price, it was
reasonable price and the price was appropriate for the product quality. For distribution, it was

easy to find. For promotion, there was advertisement on radio and television.



