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ABSTRACT

In Thailand, the sale of cow’s milk and flavored milk drinks generates
over 50.000 billion annually, rising ever yearly. FrieslandCampina (Thailand)
(FCT) has been sales leader, Top5. Factors influencing purchase decisions
for Foremost milk, an FCT subsidiary, in the Bangkok Metropolitan Area
(BMA). The decisions purchase, Product Knowledge, Institutional Factor,
Motives of Milk Purchase Consumers, Milk Types, Consumption Intention -
was taken into account. Demography, including age, educational level
occupation and average monthly income, was also considered. 400
samples, all BMA residents and consumers of Foremost milk, provided data
by online questionnaire.

The results showed that the purchasing behavior affecting the
purchasing decision of Foremost dairy products of the consumers in
Bangkok were age, average monthly income. consumption frequency
decide to buy by yourself Affecting consumers' decision to purchase
Foremost milk products in Bangkok This is because consumers choose dairy
products that are priced appropriately for the quantity and quality of the
product. Especially the quality of milk must be fresh and concentrated. and
is safe including nutritional value and various nutrients The benefits from
drinking milk must be as stated on the package. It is not an exaggeration of
advertising, and the product has to be reasonably priced compared to
other brands. If it is too expensive, consumers will not buy and turn to buy
other brands or other products instead. Therefore, age, average monthly
income consumption frequency decide to buy for yourself thus affecting
consumers' decision to purchase Foremost milk products in Bangkok.
including the different age and average monthly income of the sample
group Affecting consumers' decision to purchase Foremost milk products in

Bangkok Because consumers of each age have different average monthly



income Currently, there are many useful and healthy beverage products to
replace. and easy to buy including the frequency of consumption It also
affects consumers' decision to purchase Foremost milk products in Bangkok.
because there are regular promotional activities As a result, consumers can
purchase Foremost dairy products. including the frequency of consumption
It also affects consumers' decision to purchase Foremost milk products in
Bangkok. because there are regular promotional activities As a result,
consumers can purchase Foremost dairy products. including the frequency
of consumption It also affects consumers' decision to purchase Foremost
milk products in Bangkok. because there are regular promotional activities
As a result, consumers can purchase Foremost dairy products.
Demographically, age, educational level, and average monthly
income had no effect, possibly due to the relatively inexpensive price of
milk in Thailand, making it available to all. These findings may help Thai
dairy product manufacturers and other entrepreneurs develop strategic

marketing best suited to fulfill consumer needs.
Keywords: Foremost, Purchase Decision
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