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Marketing Mix Factors Affecting the Perception

of Health Beverage Product Buyers in Surat Thani Province
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ABSTRACT

The study of marketing mix factors affecting the perception of health beverage product
buyers in Surat Thani province involved 400 participants and was quantitative research using an online
questionnaire. Data was analyzed using simple regression analysis, which revealed that most
consumers were female, aged between 21-29 years, single, and primarily educated at the bachelor's
degree level. Consumers placed the highest importance on four marketing mix factors (><_:4,28). In

terms of product, consumers prioritized quality certification labels displayed on packaging (><_:4.54).



Regarding price, consumers valued the price being appropriate for the quality of the beverage the
most (><_:4.54). For distribution channels, convenience in ordering through multiple channels was the
most important factor for consumers (><_:4.28). In terms of promotion, consumers prioritized advertising
through online and offline media using celebrities (><_:4.17). Hypothesis testing indicated that product,
price, and distribution channel factors significantly affected consumers' perception of health beverage
products in Surat Thani province at a significance level of 0.05, which can predict the results by 53.30
percent (Adjusted R Square = 0.533), the forecasting equation can be written as follows: Y = 1.232 +
0.180 (X;) + 0.338 (X,) + 0.188 (X3), where the variable X, is the product, X, is the price, and X5 is the

distribution channel. As for marketing promotion, it does not affect the perception of buyers.

Keywords : Marketing mix factors, buyer perception, health beverage
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