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ABSTRACT

This independent study aimed to explore influence of mulberry mixed drinks' image
towards customer’s purchasing decision. Survey questionnaires with 4 image components:
perceptual component, cognitive component, affective component, and cognative component were
used to gather data from 400 samples. In this study, the distribution of questionnaire was done
through online channel via Facebook. Data obtained were, then, analyzed by the Descriptive
Statistics: percentage, mean, and standard deviation, the Inferential Statistics: Independent Sample
T-Test, and the Pearson’s Product Moment Correlation Coefficient. Questionnaires of this study
were approved for its content validity quality with IOC score at 0.980 and Cronbach’s alpha
coefficient score at 0.930.

The findings revealed that all respondents consumed mulberry mixed drinks. Most of them
were female in the age of 31-40 years old and carried Bachelor’s degree as the highest level of
education. They were married and self-employed. In each month, they earned an income at the
amount between 25,001 to 35,000 Baht. The results showed that they uncertainly consumed the
studied product. In each purchase, they approximately spent 25-30 Baht for it. Place where they
purchased the product was supermarket. Besides the mulberry mixed drinks, they chose to consume

fruit juices.



Based upon the study, the image of mulberry mixed drinks had an influence towards
customer's purchasing decision at agree level. Hereafter were shown details found in each of 4
studied components. In perceptual component, the respondents knew about and used to consume the
mulberry mixed drinks. Most of them had been acknowledged about its benefits.

In affective component, the respondents agreed that the mulberry mixed drinks were
nutritious, good for heath, and tasty; thus, it could imply that customers of this product should be
those who paid a concern on their health. They also agreed that the product had reasonable price. It
could freshen them up, moisten throat, and quench the thirst. Moreover, they felt safe to consume it
because it was made of natural recipes.

In cognitive component, the respondents agreed that the mulberry mixed drinks consisted
of high level of vitamins B1, B2, and C as well as anti-oxidant. Thus, it would be the healthier
choice comparing to other herbal drinks. In addition, it seemed to have healing properties as
medicine.

In cognative component, the respondents revealed that they would re-purchase and
recommend the studied products to family members or others. They would also share the good
experience in consuming itto others. If they heard negative comments on the product
from acquaintance or other people in social media, they would be pleased to give clarification on
product's benefits to them.

Based upon the testing results, image of mulberry mixed drinks had an influence to
customer's purchasing decision. Though the cognitive component and the affective component

correlated to the cognative component, the correlations were ranked at low and the lowest levels.



