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MARKETING MIX FACTORS AFFECTING DECISIONS IN PURCHASING ZERO SUGAR SOFT
DRINK IN CHONBURI PROVINCE.
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Abstract

This research aimed to study consumer behavior and study
the marketing mix of consumers that affects the decision to zero sugar
soft drinks in Chonburi province. This research was a quantitative
research. The sample were consumers who used to buy zero sugar soft

drinks, aged 18 years and over, located in Chonburi Province. There

were 267 people. Statistics used in this research, researcher selected
the descriptive statistics such as arithmetic mean, percentage and
standard deviation. And multiple regression analysis to find marketing
mix affecting the decision to purchasing zero sugar soft drinks.
According to studies, it found that Most of the sample
groups were female, aged between 21-30 years old, Bachelor's degree,
and they were officer employee. Their monthly income were 15,000-
25,000 baht. Most of them were consuming the type of water-based
colors. Their favorite brand were Pepsi. They were buying from a
convenience store, 1-3 times a week, small cans (180 ml). The reason
that drinking, because it was non sugar and most of them buying base
on their own decision. Moreover it found that Marketing mix factors in
term of the product and promotion had effected consumer decision on

buying zero sugar soft drink in Chonburi.
Keywords: Marketing Mix, Zero sugar soft drinks
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