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Abstract

The research focused on studying the demographic
factors affecting the purchasing decision process fresh fruit juice and
marketing mix affecting the decision to purchase fresh fruit juice by
the statistics with the frequency, percentage, standard

One-way ANOVA and Multiple

mean,

deviation, Independent t-test,
Regression statistics were applied.
The research found that most of sample is between 20-30
years, study in the bachelor degree and occupation student. The first
hypothesis testing results showed that there was difference between
purchasing decision regarding education. The second hypothesis

testing results found that the two factors of marketing mixes included

price and promotion had an impact on purchasing decision process at

significant level of 0.05.
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