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Abstract

The Purpose of this research is to (1) To study a decision to buy healthier choice
nutritional logo beverages in Bangkok. (2) To study a decision to buy healthier choice nutritional
logo beverages in Bangkok separated by population. (3) To study 4Ps of marketing mix affecting a
decision to buy healthier choice nutritional logo beverages in Bangkok. The sample used in this
research is 400 people in Bangkok, using online questionnaires as a tool for data collection. The
statistics used in the analysis were frequency, percentage, mean and standard deviation by testing
the hypothesis by using t-test statistics, one-way variance statistics (One-way ANOVA), if differences

are found by using LSD methods and using multiple regression statistics.

The hypothesis test found that the population in Bangkok with different gender does not
affect the decision to buy healthier choice nutritional logo beverages and the population in
Bangkok with different age, education level and income has different effects on the decision to
buy healthier choice nutritional logo beverages. 4Ps of marketing mix factors included product
price place and promotion evidence affect to the decision to buy healthier choice nutritional logo

beverages and the population in Bangkok.

Keywords: Marketing mix (4Ps), Decision behavior; Healthier Choice Nutritional Logo Beverages
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