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Marketing Decision Making for Healthy Drinks Business
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Abstract

At present, the overview picture of the health drink market is a market that
has grown a lot as a which is due to the weather of the hot city of Thailand.
Consumers want to choose to buy products to suppress hunger and from the health-

loving stream that is mega-trend worldwide. In addition, the situation of spread of
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the Coronavirus Disease 2019 has resulted in consumers changing their lifestyle
behaviors and turning to choose healthy food and beverages. For prevention rather
than cure and marketing decisions for healthy beverage business in line with
consumer needs despite carefully studying various information before making a
decision, there may be many factors that the operator cannot control. Therefore, the
study of buying behavior. And the marketing mix factors that are related to the
decision to buy healthy drinks bring the guidelines to analyze and adapt business
operations to achieve the goals set.
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137: Kotler & Keller, 2016

Kotler & Keller (2016) loina1131 nsinaulade (Purchase decision) Hudunou
Tuwvudraesmginssuduilaa Tnefusinaasdnduladeluvsadusing 9 1dud n1nden
duA1 (Product choice) n1sLdenuusus (Brand choice) muﬁamgma (Dealer choice)
ﬂ%mmiums%a/aﬁ’wmuﬁuﬁ%a (Purchase amount) nalunsde (Purchase timing) wag
sr8ga1luNTIN5E U (Payment period) wagmeunladuuifnues Schiffman & Wisenblit
(2015) lana1v31 luman1sindulavesiiuslaa (Consumer decision-making model) 1Ju
nsUsEInaLIAnLas g odaaTgiuazusraruiunAniiientenduesdsin ng
WSlaa Usznaudae 3 duneu tiud (1) suliederidn 2) funssuiums uae (3) Junadng
Usznaumg

1. Sudladeriudn (Input stage) A® Hasenmeueniiavinaronsyuiunsindulade
laun nrsadugsiavilid uslaanssmindaninudeanisiudludszaunisnain
(Marketing Mix: 4P’s) Yada@1udsnunas Tausssy waziiuifinunainishneed oans
(Communication sources) Usgnaunig (1) Advertising (2) Buzz agents (3) Customized
Massages (4) Social Media: Owned or Paid For (5) Word—of Mouth: Advice and
Recommendation (6) Social Media: Self-Generated flagesta 3 Usyans fianswasauiiy
sonszuaunsinduladevesfuslnaliindudeifuilnnasde anuilasde uarisns
U3lnmdun"

2. FunszuIums (Process stage) Aa nizvrumsdndulateesuilaa lasilady
IInen lauA N13503 MsiTeu3 ANNABINITHarLsIpdla yadnaw viruai anSnas
ANFDINTT miﬁwﬁasﬂadau%a LLazﬂﬁ‘UizLﬁU‘W’NLﬁ@ﬂﬁ@u%@ﬂ@ﬁ&EU%Iﬂﬁﬁaﬂ/l%WEWi@
Uadsaudninen

3. Sunadns (Output stage) fio TuaaTheresnszuINNTTe NMsUsediundsnsly
wanSusinadiinmuunduaufionelandadast dduilnanelaasianisdod wugi
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' P
a a

vanse uavdanareruAnAuaydaiinTuaransniulssaunisal wazdsmasetadodu
InIneweusinasely

NnemmnedsnanagUlei Weduilaamsyvindelam weanudenstady
AUABINITVAIUI NG H5OAIUADINITNIENUININET JUSInANazuaImIdaya way
Aans¥uidearusudulunsldndnfusivazanudosnis unisiaduladody
nszvumsAnlaeltivamalunsidenadedmilsanvanemadeniiog elwlsmisdud
AATign uaymeuaueronLFBINTvRIRLEdlli NN Tian

midefiiedestuilidvdulsraunsmaniidsmadonisindulatoiniasiiie
avnw oA was3deues Moges (2021) Anwat3ea Factors influencing marketing mix
strategy on customer purchase decision the case of Aqua Addis bottling water in
Addis Ababa Han1sAn U FuseuaranuivEnasganndenisinduladoves
Juilaa dunsdaaiunisnain Lifidnswaronisindulatevesiuilon nasruideves
Yauews Feiau (2562) Anwides damuszaunensnain dsarenisdnauladedosa
iegunmvesiuslng lulwmiuarimm suneriym Smiamysysal wanisAnwimudn
Frundnsusilaidnasonisinaulatewrdosuiiogunn fusen nisdadivine uaznis
GNEEHGUELRT ﬁwaﬁiamiéfﬂﬁﬂaﬁaLﬂ'%"aqﬁmﬁaqsumw HAUITEVDI TUTNIY WNSI
(2564) @nwd o Yadofidenaronisiadulad ouhdunauinduresfuilanluan
NFUNNUMIUAT NANISANYINUIT dIUUTLANNITAGIN AUKEASNI FATUSIAT ATUTDIN
nssmUne wagdunisduaiunisnata dansnasonisinduladeoundunaniondy
NauATeves undlan Aila uazdunun Urliaan (2564) Anwides dadudrulszaumis
nsnaafiiadensindulateunin uasnalioosuniavesjuilaelunsaummuviuas wa
MsRnwmuI daulssaumenmaneiidnasonsinduladedndnuassalieasuninves
Fuslaalungammuviuas TiuA suanufinazdunsdaaiunismain wagnanuideves
su15T uhdming uavany (2564) Anwides tadefidmanonisdndulaterifunas
93U (Vitamin Water) vae5usina Tungaunnuvuas an1sdnwinudi Yadediuszay
yansmanenndy farwddudaintunisindulatordosiioguninesuilaa lu
NFUNNUNIUAT

unasy (Conclusion)
AUSlaaviuinueInudeInsiwiasswesnueddunisindulatoiniesiuiive

guam dmsnuniu Wisuieusauasanudual sauluisaunIm anuasaInauiy way
UszAnSanvesdum guslanvziinisinduladegradlivinnaiindu §Usenaun1sieedine
nqulmnelafmualindnginssunisdesdnals asaglndnladsladendmadants
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dndulatoiniosiuifioguam wosdlannudesmsvesduilaafivarnuansuasdudou
wnfu ethantaundsfaurilinevauesiuaudomnisvesiuilneldogauiass uay
paandesiuieguamiuwaliunsdulafiinntuduasdaduerimnamsnanall
dsnaviilinsudstunansnanndisuussiy dadediutszaunsaaniaianuddysde
onsimunLA3 sadlenanisnandviulUsenaunsialssauiioauaiw vilaianse
novauaInUdaInsveuTlaalaegunsudminy viliuseneunsmsuisdnenn

ANUNTBUUALANENIMNINTWTUYRENAVNTTUATOIRULNOFUA N
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