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Santhichai Charoensuk. (2008). Factors affecting buying behavior toward Vitamilk soyabean
milk of consumers in bangkok. Master's Project. M.B.A. (Marketing). Bangkok :

Graduate School, Srinakharinwirot University, Project Advisor : Dr. Panid Kulsiri.

The purpose of this research is to study Factors affecting buying behavior toward
Vitamilk soyabean milk of consumers in bangkok. The sample is 385 Vitamilk consumers
over 15 year olds in Bangkok. Questionaires were used as a tool to collect data. The
statistical techniques that were employed to analyze data included percentage, standard
deviation and Chi-square test. The results are as follows:

Most of the respondents are female, with ages between 25-34 years old, bachelor
degree graduates, work in government companies/state enterprises with monthly income
over 25,001 baht. Most of the respondents purchase Vitamilk in natural taste with box
packet. The quantity of purchase is once a box/bottle. The frequency of purchase is once a
week. Convenience store is the most favorite place to buy. The respondents rated the
importance of the marketing mix factors in the aspects of product, price, place factors at the
high level, whereas promotion is rated moderately.

The results of hypotheses analysis at the statistically significant level of 0.05 are
as follows:

1. Type of product has relationship with age, education, monthly income,
occupation, price and promotion.

2. Taste of product has relationship with age, education, monthly income,
occupation, place and promotion.

3. Quantity of purchase has relationship with age, monthly income and place.

4. Frequency of purchase has relationship with age, education, monthly income,
occupation and the marketing mix factors in every aspect.

5. Place of purchase has relationship with personal information in every aspect,

place and promotion.
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3.1 ANRNIYVDINIIAAIA

AaALABT. (A32750h LEIIMIE; UazATME. 2546 : 18 8198991 Kotler. 2003 : 9)

MIAANA (Marketing) KN4 NTZUIBNIINIFIAULAZAITLINNT (Social and
managerial process) %auqﬂﬂaLLa:mjuqﬂﬂa'lﬁ%'uéaﬁauaammﬁ‘hLﬂuua:mmﬁaom‘sam
NNIRIY (Creating) MNILEWA (Offering) LLazLLaﬂLﬂJﬁlﬂu (Exchange) Nﬁ@ﬁmﬁﬁﬁyaﬁ’]ﬁu
qﬂﬂaﬁu

LORLTR, 29aLNas LLa:aLL@luﬁu.(Etzel, Walker; & Stanton. 2001:G-7) n136a1a

o

I Aa a & { a J { { o . 1
uszuufanssugsianiueiiiadn 1Wafazyininsnauns (Plan) Mnuaan (Price) &9

a o &

\&33 (Promote) WaziA3INMUNY  (Distribute) WRANMNENNITOADURHEIAINNUGBINITVD

o @ [ & &
aaaLRNLN ﬂl%ﬂ?ifﬂ?@]ﬁlﬂiZﬁx‘]ﬂT 248J4AN17
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FUAKAK Lz WInTa. (Stanton; & Futrell. 1997 : 6) NIAANA A ﬁﬁ]ﬂii&l“nadﬁqiﬁﬁ]
{ o ; { { 1 =Y Q o 1 1 a = a
AR UATWLNANILINILHNUIIAN FILFIUNITANIA ANTIATIHRUNEY qmmwa@mmeﬁ nsU3INS
uazaMNNAa bl giaanatiinnang Lﬁamiquqﬂs:mﬁmaoaaﬁm
LNAATT LAZLWBLINY. (McCarthy; & Perreault. 1990 : 1) NIARNA Ad NTELAN
ﬁﬁmiﬁwLﬁﬂﬂiﬁg’?@qﬂszaaﬁmadaaﬁﬂs na1Ae AUBIANNABINTVDIINAUAZALTEUNT
mﬁaus_Tﬂqummaa%uﬁmazu‘%mﬂﬂﬁagﬂﬁﬂ
Ekrt: VNZATIWIA (2542 : 9-11) N&1ITN niaaaidunszuaunsnagta i
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3.2 nuaniszaanianisaaia (Marketing mix #3a 4Ps)
= o n:l' (2 d' a e U o d' =S
BN muﬂsmammmwmuqﬂ@ FIUTEN I TIAUNWLNDFWAIAIUNING
laurnguiilmang @3 ieiTatuazame (2546 : 53-55) aul i
a % 6 = A A a dl' (%
1. WaAAIH (Product) BuN8IDd aa‘nLauamﬁﬂlﬂﬂﬁqsﬂﬁ]Lwaauaamwmq s
U [N =1 a % {d‘ a o A = & U 1 a
maagﬂmlmﬂﬂm’mwowa‘la TAUNRAN AN R WAV DI1DIZ LA URTD LU TAIAW L6 LT Fi
1 1313 enada lasndadmsizdasiiosindselomd (Utiity) Sqmen (Value) lusnsanves
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1.1 ANNLANANIVBINRAA T (Product differentiation) LaZAINNLANG
NINIULITW (Competitive differentiation)

1.2 WanTonadddsznau(guaniia)yainiaAnei(Product component) (T4
daelomiiugu FUTHANBME QNN NIVTTAATMN ATFUM 984

1.3 MIMARAGILATSNAAS I (Product positioning) tlun1saanuuuf
AINRANTUN Lﬁ‘auam@‘mmm%mﬂ@mLLazﬁQm@iﬁluﬁm1ﬁ1°ﬂaa§ﬂﬁﬁLﬂmmﬂ

1.4 MINAWUINAAAIT (Product development) Lﬁalﬁwﬁmﬁmsﬁﬁgmmu
Tnal meﬂ%’ﬂﬂgalﬁﬁ*’fu (New and improved)§ad8NaNInAaLAKEIANNGBIN TN LAd

15 ﬂaqwﬁ(lﬁmﬁudmﬂizawﬁ@ﬁmﬁ (Product mix) WaL&E
NAAADAN (Product line)

2. 571@1 (Price) #uN8il Qmﬁwﬁmﬁmwﬂugﬂmaaﬁaﬁu ;ju’%lﬂmﬂ%yu ey

Fewaqmuen (Value) HAAATUHINLTIAN (Price) HAAA A1 damA1gIninTen Avimiae

Fulada miﬁ’mu@ﬂaqwfﬁmﬁmﬁaaﬁ’lﬁoﬁo
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2.1 Qmﬁwﬁ%’uj (Perceived value) luawmmaoﬁﬂﬁﬂ TagNa1sMIN1T8N
%’waagﬂﬁ”ﬂuqmﬂ'waaNamﬁmsﬁ’hgdﬂd’ﬁ’]mwamﬁ'wﬁﬁfu
2.2 ﬁunuauﬁfl uazal Mg NLALI e
2.3 NILUITH
2.4 19908
. & o a A | A X a o a = &
37101 (Price) Lﬂmwmuwquﬂﬂal@e] I NATOFUWAILAZLINT TILRAILTU
1 c.l' v A 1 d' c.l' s €d' s a U =} a
a1 (Value) mduﬂmmaLwaLmﬂnJammuwaﬂsﬂmuﬁlmumﬂaummammi
3. NNIIAINKUNY (Place 3@ Distribution) #1814 1ATIFIIVBITEINIINNT
031U UTznauay 8DNTwLAzAINITN NITNaNTLAR oI UNAA A W LAZLIA1TIN
adﬁ‘mivlﬂﬁa@amanﬂﬁuﬁﬁwa@ﬁmsﬁaaﬂgj@]mmﬂmmuﬁa FONUWNTOANG FIWNINTTY
A8 UN1INITZANVFUAT UTZNAUAIY NMITVWRES NTAIFUAT LAZAIILALTNEIRUAIAIART
NTINIRUNY UTznaudis 2 §auadh
3.1 T89N19NN13IAINTAUNY (Channel of distribution) BUNBTE LRWNNHE®
Qo 6 a n:ifdl a L 6 t:ll A L 1 s o 1 =3
DO LLa:ﬂismm*ﬂwamnmmgmﬂasuua"lﬂm@]m@ sz UUTaINIINITIAIIR UL
sznauaie Q’wam AWNANY ;ju‘%‘[m %’%a;‘iﬂ"ﬁmoq@m%mm asnwisznay 3

v

fu3Tan (Customenmse

fwan AUNAN

(Producern) (Middleman) Aldngaamnasy

(ndustrial usen

AMWUIZNaY 3 IxUUTaINININITINIIRUNL
AN @377 LRIIAU; uazae. (2546) m‘a‘u’?‘mimmquﬂhﬂ. Wi 55

3.2 MIFRUIBUNINTTNUAIFUAFAAG  (Market logistics) nanaid A
d' d' v o dl' 3 o a o 6 ¥ A v v A A %
nawiifsadasiunmaafendiodindadmrianguia ludduilne niaglingasn
NITUNMINITNLAEUN Usznaudissunainndaluh
N. NIVW&I (Transportation)
9. MIAUINENTUAT (Storage) UWAZMIARIFUAT (Warehousing)

A. MILIHIIFUAIAILARS (Inventory management)
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a@]aﬁ 319 39ANA (2545 :130) N&81IINTINT AU (Place) Lﬂuﬂaﬂmﬁ(maa
UNMIAANA NI AT NEaA A M nTaudining saNnIanadndwadens “Wu” NRaA R
1 A £ t:lld o 1 1 ' dl d‘y =3 o YY A ) A
LULAWINFWAINTINRUNUNTRAN AL NI T ﬂﬁ]zmlﬂ;duﬂmm"l,ﬂﬂs:muﬂsmmaa
1 { o d 1 =) a 1 et v a L
FRINHNILRUD smmﬁ]fﬂzﬂaawﬁwa@amsiugmwmﬁmawammﬁ
4. NIAILEINNIIARIA (Promotion) Lﬂumsamiaﬁamﬂﬁmﬁ'u"iTa%lmzwm
gﬁfmmﬁmﬁia AR INAUAGLATNYANIINAITE laun1shadafaansanvazlswibnaueie
(Personal selling) waz'ldlfan (Non-personal selling) t51au15aLdanbiaTasialunsiosns
o ~ A o A A oA @ o A
lénanoiasasie lasldinTaslaReasuuuyseaudseaunu (IMC) ¢adNaNTINANNLANNY
sunugndn WiaAmA guisiu lasursgaananoiinnuld invesiloduaiunddniiaa
4.1 mslasan (Advertising) Wuianssulumsiauat1iansAeInuaInng
A a s 6 a =} a d' U = 1 a v s 6
w30 NRAN DN UINT mammﬂ@‘maoumimmauI@ﬂgqﬂnumwmi ﬂaqwﬂums
TNy TaIny
[ 9 6 . Aad
4.1.1 ﬂaqmmmiwmimmhwmﬁ (Creative strategy) WAz §N33D
mM3lwsan (Advertising tactics)
4.1.2 ﬂaﬂq“nﬁ:ﬁa (Media strategy)
42 nmyslasldwinauane (Personal selling) luAanssun1sudsang
813 LLazjﬂﬂﬁ]@]m@IﬂUliqﬂﬂatﬁﬂaﬁaaﬁu
4.2.1 nagninisnalasldwiinauny (Personal selling strategy )
4.2.2 MITANIRUILII WU (Salesforce management)

4.3 NMIFILRINNIIVNY (Sales promotion) LT WAINTTNFILFINNT? INITA U

v
o v

ANNRUlY nasasld %’%amssﬁa‘[mgﬂﬁwqumm ﬁ%aqﬂﬂaﬁuluﬁadmamimLa%umim'm
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4.3.1 miﬂi:@i’uguﬂﬂﬂ Shhkh msddLa'%wmwwﬁagagkﬁuﬂﬂﬂ
(Consumer promotion)

432 msnsz{fuﬂuﬂma BRunin midal,a'%uﬂ’ﬁmmja;jﬂunmo (Trade
promotion)

433 m‘smz@j‘”uwﬁfmmmm 3NN msémLa%uﬂﬂsmﬂﬂﬁajagjwﬁfﬂawu
Y18 (Salesforce promotion)

4.4 n3lAAN wazn1sUSTTENWUS (Publicity and public relations) nTLA
21T UNITLEBBLWIANUAALNLINLIUAT WIAUININ LU FDINNITINUITH Lazn13U T2
% % 6 = p.l'd 6 d' [ a nd‘d 1 6 v A
FUNKT RUNEDI AMUNLIIIUNTNITIILRNBLABAIANTT INaRFINARAGNAGaaIaNILALAA
a 1 1 é Yo [ a J a a 6
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4.5 N179a1aN139933 (Direct marketing or Direct response marketing) LLae

‘ﬂl . . & a . 4 % Py o v a
NIANALDBNAII (Online marketing) Lﬂuﬂ’]i(ﬂ(ﬂ@E]ﬁﬂ&’]iﬂ‘]Jﬂﬁg&lLl]’W%&l’mLWE]EL‘ViLﬂ@]ﬂ’]‘i(ﬂE]U
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uazvinldAanIaausukaslwnwd Usznaueae
451 NMIINENINTANY
452 nmynolagltaaruioass
453 mynulagltiaaaifan
V) 6 Aa A o A a 6
454 nIINENNININeaL Any wianiire RN
INNARNT1IAW agﬂvl,@?’j’] fulsrrun1saaaruwaIasdauaIn1sauaIaauun
mwﬁaammﬁﬂ@;mﬂmmUluﬁﬁuwﬁmﬁmsﬁ (Product) 3101 (Price) N133@319418 (Place
. . . ! a . ¢§ g; o I v Qs a %
"8 Distribution) N1IRILRIUNITIARIG (Promotion) TINI 4Ps Fndudaslanusunusnu
d' £ = 1 £ dv =} =} vV A
Lwam’mmmwawalangﬂmlumséﬁamaLaaﬂlmmms
= v Y =) d 1 1
faaLaas (Kotler. 1997: 19-20) 1¢81989819 Robert Lauterborn Gananfisainlszan
=S v & vV & dl A U qldql 1 U
NINNIARA (4Ps) memy‘waammdmmﬂmﬂmmamamz@;u;dsﬁa FIUNIINNBY
VoI To Lﬂ%aoﬁamamsmm@gﬂaammuLﬁadwauﬂsﬂwﬂﬁtmgﬂﬁw fauseauniens

A8 (4Ps) 1uyuuawaa;§mmza:ﬁauﬁq 4Cs 1uyuuao°ﬂaa;§%a

4Ps 4Cs
NAAA AN (Product) ﬂ’]SLLﬁ'ﬂryWﬂﬁgﬂﬁ’] (Customer Solution)
3191 (Price) AN UVBIANEN (Customer Cost)
TaIN19I@IRUNY (Place) AMURZAIN (Convenience)

NMIFILFEIUNITARIG (Promotion)  NNIAAAERE&T (Communication)
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= v Y a & 1 d
AaaLnad (Kotler. 2000: 19-20) 1618198484 Me.Carthy Tandfisgaiaiasiianiams
' ' ' A [ Aa [ . '
amalasutisaaniu 4 ngulng 9 Selsznaudrunianust (Product) 310 (Price) Ta4nn9
A3IATNRUNBUATNTLINLRUAT (Place) WAZNITHILFINNITAAA (Promotion) TINNITT8

EANIENNNIIANTINNN UIGTLL@i AZANUBYDIRIBLTZRUNWNITAA

dmszaanianisaann
(Marketing Mix)

NAANIN (Product) 289IN19N15INIVWY (Place)

- fudlMRan (Product Variety) - FaINI9 (Channels)

- AILNTWEWAT (Quality) - ANUAIALAAN (Coverage)
: aanatnang . :

- N13aNUUY (Design) - NILRBNABNAII (Assortments)

o (Target Market) . oas

- anwue (Feature) - NLANGY (Locations)

- @3N&WA1 (Brand Name) - RUAAdLARE (Inventory)

- n’li‘i_liiillﬁ‘l_l‘via (Packaging) - MIVWEI (Transport)
- YUA (Size)
- U3N13 (Services) 31@1 (Price) N3AILEINNIIAATA (Promotion)

- MUl (Warranties)  _ 5qggudhlusons (List Price) - Msdaia3unsane (Sales Promotion)

- MITLAY (Returns) - u1aa (Discounts) - m3lasan (Advertising)
- #usanlit (Allowances) - mannelasldwiinanuang
- SHTAMITTEE WIaWUILIUUE (Sales Force)
(Payment Period) - MIUTTTFNNUT (Public Relations)
- srpzmmsldEwde - MIANANIATI (Direct Marketing)

(Credit Terms)

MNdIEnay 4. MNuazlBgaUaIEIBUIZENNIINIIARG

‘ﬁm : Philip Kotler. (2000). Marketing Managemen. p. 19.
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