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ABSTRACT

The objective of this independent study aimed to study behavior of consumers in
Bangkok towards purchasing Kru-Urai branded Passion Fruit Juice. Samples of this study were 265
consumers of the studied product and questionnaires, as the tool to collect data, were distributed, in
according to the convenient sampling method, to those samples at the shops where the studied
product was sold. Data analysis was conducted by the use of descriptive statistics, consisting of
frequency, percentage and mean.

Results presented that most respondents were 30-39 years old, married, females,
holding Bachelor’s degree, working as business owner and earning monthly income at the amount
of over than 30,001 Baht.

The findings on behavior of consumers in Bangkok towards purchasing Kru-Urai
branded Passion Fruit Juice revealed that the majority purchased more than four bottles (700
milliliters) of the studied product in each time. They purchased the product due to its benefit to their
health and made purchasing decision by themselves. They purchased the product for self-
consumption on a regular occasion with the frequency of 1 — 2 times a week. The place where they
purchased the product from was at the beverage shops, located in Macro Food Center such as Lad
Praow branch and Sri Nakarin branch. Source of information introducing the product to them was
the referrals. The most favorite promotion was the product tasting. At the post-purchase stage, most
of them highly satisfied with the product. They would certainly continue purchasing the product and

recommend it to others.



Regarding the service marketing mix factors, the respondents ranked high level of
importance to product factor, moderate level of importance to place and price factors, and low level
of importance to promotion factor.

Hereafter were shown the top ten important sub-factors that the respondents ranked:
1) the beauty of product package 2) the taste of product 3) the quality of product 4) the marks of
food safety certification such as GMP, Food and Drug Administration and HACCP 5) the
consumption security 6) the product’s freshness and nutrition 7) the product concentration 8) the

product hygiene 9) the brand of Kru-Urai and 10) the identification of product expiration date.



