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ABSTRACT

This independent study had the objective of investigating the consumers’ behavior on
purchasing ready-to-drink vegetable and fruit juices in Mueang Chiang Mai district. The data was
randomly collected through questionnaires from 400 respondents who had experiences in
purchasing and drinking these products. The descriptive statistics were used during analyses to
determine frequency, percentage and mean.

It was found that the majority of respondents were female whose age range was between
20-30 years old with Bachelor’s degree education level. Their occupations were staffs in the
private companies with an average salary of 5,000 - 10,000 Baht. There were 4-6 members in
their families. The enquiry on the consumption behavior resulted in the finding that the majority
of respondents preferred to purchase non-specified vegetable/fruit juices over mixed
vegetable/fruit juice, only vegetable juice or only fruit juices. The most popular juice is 100%
concentration with paper packaging of 250 ml size. Unif brand was in the highest demand. Most
consumers bought the preselected brand even if other brands had sale promotions. In case of non-
availability of the required brands, the consumers would purchase an alternative product. The

purpose of buying was for their own regular consumption. The purchasing frequency was once or



twice a week. The most important reason for buying the ready to drink vegetable/fruit juices was
due to their relatively high nutritional values. The most influential factor that affected the
purchasing decision was advertising media. Hypermarket was considered the most frequent
location to purchase products. In term of marketing mix factors, the respondents weighed their
concerns on product, pricing, and distribution venue aspects at high level. This was compared to
marketing promotion aspect which was rated at medium level. On the product aspect which was
considered the most important included the certified symbol from Food and Drug Agency on the
domestic level. For pricing, the respondents focused on the cleanliness of the distribution venue.
The marketing promotion was another aspect in which the respondents had opined strongly on the

nice personality and the ability to provide suggestion or recommendation.



