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Abstract

The objectives of this research were following 1. to study
the marketing mix factor that effect the purchasing decision of energy
drink consumer in Bangkok 2. to study the brand equity factor that effect
the purchasing decision of energy drink consumer in Bangkok 400
surveyed of energy drink consumer in Bangkok by convenience
sampling, descriptive Statistic, inferential Statistic and multiple linear
Regression

Findings indicated that the personal factor of respondent’s

questionnaire were mostly male company employee. Age between 20-

30 years old. Graduated Bachelor degree with income level 20,001-
30,000 Bath per month and most consumers were drinking M150. The
marketing mix factors in term of promotion effected the purchasing
decision of energy drink consumer in Bangkok in level of 0.05. Brand
equity factors in term of brand loyalty and brand association effected
the purchasing decision of energy drink consumer in Bangkok in level

of 0.05.
Keywords: Marketing Mix, Brand equity, Energy drink
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