01S81S3NYINISTANIS WKMIONYNFuSNNAoUdUUN
Un 9 avun 2 nsnN1AU - SudnAU 2565

AULTTANNNMTARIALAENITTUFAMAIATIRUANNAIANITANAU AT D
tAFaANIsAuTdraIguslaalullssinalne
Marketing Mix and Perceived Brand Equity Affecting Consumers' Purchasing

Decisions of Vitamin C Beverages in Thailand

g ineinuang ennae] Ussan’ uazany’

Received: 12.05.2022, Revised: 27.06.2022, Accepted: 10.08.2022
UNAAED

[V
o a A o

a o rdi =2 o rdl 1 o a 1 v a d’lj dl dl
N7 ATIL mmqﬂimqmwa AnanEUenNUszaNIAaRLANANAUNNasaN1TAn AUl TaLATaIAN

1 k%

a a a v a e A = ) o v = Aaa a
f]ma\lwml'aﬂQUiTﬂﬂiuﬂﬁxLVlﬁvLVlﬂLLmﬂm\mu LL@tL‘W@ﬂﬂiﬂﬁmuﬂi‘:@umﬁ‘mmﬂLL@:ﬂﬁﬁugﬂmmmﬁ@u TNNBNDN

9

>

¥ a A

| v = & A4 A s aa 2y = e Y = P T B P
mmimmu%eﬂ@memmmuummamiﬂmluﬂﬁ?:mﬂim NANAIBEIN 1®LLﬂ AP TNANTALATAYANI AN T

Tutlszmelng aauau 400 Faeting HdaEN1sguaetauLLIANzas waznsgusaetnuuuazaan e lduuusauniuy

Y aa a

~ o 4 ayya 4 a . - - o
HnsmegauANNRwazANTee W iduaTesiie lunaiusumndays nsmanzideya ldatsdEnesnmn
uwazanAmeuNu ldun Aud fesas A1lede dauideniuunInggIu N1IMAseLAN N1sAATIziAY Nk sLlsaUNNg
= = - = Y a aa o = = P P
IAE9 LATNITIAITITHRADeENIAN NAN1IANEINLIHLEINATIHING s2ALN9ANEI anTw uazselMadusiainau
e o = g A4 A a a o T A = A
wAnsiariuinIsAndwlameiATeIR NI HWTLANFNTY Nezauid Aty 0.05 Turniziens uazan 1w nuaANFNeiuR
n19inAulaTaLATEIANTI AT HLANGN9TY BanaIN uan19ATIEI Wudndoulszann IR AR U AR el
TINNNIARIMUNE UATNNIAUATNNNIAAIA ARV ENAFaNIFRAWlATaATRIANIINALTIae1TINA Tunzdon

dszannismainsusanlidanasionisndulagainsesnniniuguesdisinn auiannsiuinueInduaA1AI

%

N19ATZMINTIIATIAUAT NNTFUSTAANNLBIATIAUAT BaZNTTaNTENAUATIRUAN d9NaFanIIFnALlATaLATeIAN

a9

a a ¥ v 1 a % % o

ARNRUTIALLFINA TUALNNTFUTAAINIIRUAIFIBANANAFBATAUA I deafan 13 AulaTaLATAIAN

U a9
= AN

ApRutuearLzlnaludssmalne

al

AdATY : doutlszanninann, AnAIRIIAWAN, NIFARU1ATE, LATEIANIANLT

! fiaAannanst as. AEANEINITANIT NUNANENAINTADAIUGIUN Bla: nattapong.te@ssru.ac.th
: imﬂi:muﬁwun@w{mﬂ’ﬂ?l,m:maél,ﬂﬁﬂuuﬂm 138 B.Grimm Power Public Company Limited 8Li@: auttawit.p@bgrimmpower.com

* pnuziiaauazdausanluumanuasstiszyag luinmnssudsznia

SSRU Journal of Management Science

24 ArusBneINIsIONIS



SSRU Journal of Management Science
Vol.9 No.2 July - December 2022

Marketing Mix and Perceived Brand Equity
Affecting Consumers' Purchasing Decisions
of Vitamin C Beverages in Thailand

Nattapong Techarattanased Auttawit Prasop2 etal’

Received: 12.05.2022, Revised: 27.06.2022, Accepted: 10.08.2022

Abstract

The purpose of this research was to study different demographic characteristics affecting
different consumers' purchasing decision of vitamin C beverages in Thailand, and to study the
marketing mix and perceived brand equity affecting consumers' purchasing decisions of vitamin
C beverages in Thailand. The sample group consisted of 400 consumers who bought vitamin C
beverages in Thailand using purposive sampling and convenience sampling. A questionnaire that
is tested for validity and reliability is a data collection tool. The data were analyzed using
descriptive and inferential statistics such as frequency, percentage, mean, standard deviation, t-
test, one-way analysis of variance, and multiple regression analysis. The results showed that
consumers with different gender, educational level, occupation and average monthly income had
different decision to purchase vitamin C beverages at a significance level of 0.05 while the
consumer with different age and status had no different decision to purchase vitamin C beverages.
In addition, the results revealed that the marketing mix in the aspect of product, place and
marketing promotion have affected consumers' purchasing decisions of vitamin C beverages while
the marketing mix in the aspect of price has not affected consumers' decision to purchase vitamin
C beverages. Moreover, brand equity in the aspect of brand awareness, perceived brand quality
and brand association have affected consumers' decision to purchase vitamin C beverages while
brand equity in the aspect of brand loyalty has not affected consumers' purchasing decisions of
vitamin C beverages in Thailand.
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