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ABSTRACT

The objective of this research was to explore the non-drinking teenagers'
attitude towards energy drinks in terms of the influence of marketing mix towards their
attitude. The data were collected by self-administered questionnaire from 385
respondents in Bangkok. The target respondents of this research were male non-drinking
teenagers' age between 16-2 l years old. Sampling technique used to collect the data was
selective sampling. Dependent variable of this research was non-drinking teenagers'
attitude and independent variables were four elements of marketing mix comprised of
product factor, price factor, place factor and promotion factor. Multiple Regression was
applied as statistical method to test whether to accept or reject the hypotheses.

From multiple regression, results show that marketing stimuli (marketing
mix) were the factors that influences non-drinking teenagers' attitude towards energy
drinks. The strongest predictor factor toward non-drinking teenagers' attitude was
product factor followed by place factor, promotion factor and price factor respectively. It
can be concluded that all marketing mix components were significant predictors towards
non-drinking teenagers' attitude. It has the important in order to influence non-drinking
teenagers' attitude towards energy drinks and can affect to their future purchase decision.

For product factor, the researcher recommended that the most important thing
was marketer should educate non-drinking teenagers about product knowledge such as
the benefit of drinking energy drinks as well as benefit of vitamin and nutrition contain in
energy drink. For price factor, the researcher recommended that marketers should
maintain energy drink selling price to be the same level as competitors' selling price.
Increasing selling price far from competitors wasn't recommended because it may affect
main target consumers' attitude and their consumption rate. Furthermore, as nondrinking teenagers were never buy energy drink, then, marketers should not be set it
selling price higher than other kind of drinks that they usually drink in their daily life
because they may not buy energy drinks when they compare between product price. For
place factor, the researcher recommended that marketers should plan a strong distribution
channel to get more geographical expansion in order to make product available at the

right place and the right time. For promotion factor, the researcher recommended that
marketers should develop effective promotional campaign to attract non-drinking
teenagers such as. provide the attractive promotional reward according to teenagers'
current interest.

To develop marketing strategy, marketers should combine each element of
marketing mix together to develop effective marketing strategy to reach organizational
objective.
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CHAPTERl

GENERALITIES OF THE STUDY
1.1

Introduction of the study

Nowadays, consumer attitudes play a major role for marketers in developing
marketing strategy. Consumer's attitudes are derived from many sources such as through
their direct experience, through their social interaction or through any kind of massmedias such as television commercial or magazine advertisement. With the importance
of consumer attitudes, marketers are extremely interested in knowing consumer's
attitudes toward their product and service. They also believe that with the knowledge of
consumer attitudes they possess, they can use it in predicting consumer behavior. It is
essential for the marketers to analyze consumer behavior in order to understand the
attitude that drive it. Researcher, who is working as marketing executive within energy
drink industry, also believes the importance of consumer attitude and conducts this study
in order to know the influence of marketing mix toward attitude of non-drinking
teenagers. This research is useful as sources of knowledge to public as well as sources of
information to marketing department ofresearcher's company.

It is widely known that target customers of energy drink are blue collared

workers, but due to the high competition in the energy drink industry, energy drink
manufacturers are seek to create a new segment in order to increase their sales growth.
Presently, they shift focus on the youth or teenagers market in order to capture the market
shares because they believe that teenagers (16 to 21 years) are increasing their spending
power. They have more money from their parents for food, drinks and other distractions.
To penetrate the teenagers market for energy drinks is an arduous task for marketing
managers. Hence, the factors that influence the attitude of non-drinking teenagers
towards energy drink are important from an early stage before marketing strategies are
planned.

With the attractiveness of this industry and with personal interests of the
researcher who is marketing team member of Wrangyer Beverage Company Limited, so

this study attempts to provide useful information regarding to the influence of each
element of marketing mix on non-drinking teenagers' attitudes toward energy drinks to
marketing team of Wrangyer Beverage Company Limited. The researcher proposes to
use the results for conducting further research and develop new marketing strategies for
the teenagers segment.

I. I. I

Overview of energy drink brands in Thai Market.

The word "Energy drink" was introduced when Krating Daeng launched the
energy drink in the market 30 years ago. Consumers perceived that Krating Daeng is the
first energy drink brand when they thought about energy drink (Wrangyer Beverage
Company Limited' s Annual Report, 2003). As competition intensified within energy
drink market, many brands of energy drink entered into the market. Recently, there are
11 mains energy drink brand in Thai Market that owned by four potential manufacturers:
M150, Lipovitan-D, White Shark, Shark Cool Bite and .357 Magnum owned by Osotspa
Company Limited., Krating Daeng, Redbull Extra and Look Tung owned by Red Bull
Beverage Company Limited., Wrangyer and Wrangyer X owned by Wrangyer Beverage
Company Limited. and Carabao Daeng owned by Carabao Tawandaeng Company
limited. It can be said that the current competition within the "Energy Drink Industry" is
more and more severe than when compare to the past. There were only Krating Daeng,
M150, Lipovitan-D, White Shark and Wrangyer till 1997 (Wrangyer Beverage Company
Limited's Annual Report, 2003).
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Figure 1.1: Market share of energy drink by brand (Total market size 14 billion baht)
- - - - - --------------------------

---------------

Red Bull Extra1%

0.3573%

------~Others 3%

Llpovitan-0 5%

M15040%
Look Tung 5% --------

SharK 7% ~

Kara baa Dae n g 8 %
W rangyer 8%

K rating D aeng 20%

Source(s): BrandAge Magazine, Volume 4 Issue 5, 2003

Figure 1.1 shows the percentage of market share of energy drinks in Thailand.
M150, a market leader enjoyed 40% market share followed by Krating Daeng, Wrangyer
and Carabao Daeng with 20%, 8% and 8% respectively.

It is widely believed that to capture more percentage of market share in this

industry, energy drink manufacturers attempted to focus on any marketing tools that
included advertising and promotion. As M 150 became a market leader by using a huge
marketing budget, other energy drink brands also attempted to use heavy budget for
marketing activities that aim to protect their market shares. So, advertising and
promotion play a major role for building brand awareness and creating brand purchase
decision not only to current target consumers, but it can be used as marketing tools to
create a new market segment like teenage segment (www.komchadluek.com, retrieved
September 20, 2003).

Increasing in numbers of new comers as well as current players concerned
more on their marketing activities led to increasing in product sales and profits.
Eventually, these caused the dramatically increasing in market growth rate within energy
drink industry from 10% in 2001 to 17% in 2002 with the increasing in quantities sold
130 million bottles from 2001to2002 as shown in Table 1.1 next page:
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Table 1.1: The total quantity sold and the growth rate of energy drink

Year

Quantity (Million Units)

Market Growth Rate

1999

669

4%

2000

697

4%

2001

767

10%

2002

897

17%

Source(s): BrandAge Magazine, Volume 4 Issue 5, 2003

With the attractiveness of energy drink market, marketers also believe that
total market size of energy drink market is expected to reach 20 billion Baht in year
2004 (Krungthep Thurakij, 2003).

1.1. 2

Traditional target market of energy drink

The ideas that "Energy Drink" can enhance performance and boost one's
sense of well being has been formed in consumers' mind for a long time. Energy drinks
have always been closely associated with occupation such as long-haul truck drivers,
construction workers, laborers, taxi drivers, motorcycle drivers in the group of age 25 45 years. Normally, they consume energy drinks at lease one bottle per day during
working hours or before starting work.

It can be concluded that these kinds of consumers can be classified as the

main target market of energy drink. From the (focus group) research of Wrangyer
Beverage Company Limited in 2003 shows that the behavior of primary target groups of
energy drinks can be explained by the behavior in Figure 1.2:
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Figure 1.2: Behavior Diagram

lfligh brand switchingj

l

!Return to the old bran~

No

jAdvertising lead to product triall

/

l

Satisfaction
with taste
No

No

Ye~

Yes

I

l

Have brand loyalty

Familiarity with
product name
and taste

/I

Source(s) : Wrangyer Beverager Company Limited' s Annual Report, 2003

From Figure 1.2, it shows that product taste and benefit received are two main
factors that create brand switching. Advertising can lead to product trial as well as create
the familiarity with product name and taste. Finally, with the benefit receive and
satisfaction of product taste, it can create brand loyalty towards energy drink brand. If
target consumers do not receive product benefit as well as dissatisfy with the product
taste after new brand trial, they will return to the old brand. It can be concluded that the
brand loyalty of consumers towards the product is low but with the benefit consumers
receive and the satisfaction with product taste can create brand loyalty to them
(Wrangyer Beverage Company Limited's Annual Report, 2003).
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1.1.3 New focus on teenager segment

From the traditional target market of energy drinks, marketers have now
shifted the focal point to the relative untapped teenage demography. The marketers start
focus and expand the new market to teenagers for promoting energy drink brands under
the concept of "Energy Drinks for New Generation" in order to capture more market
share in this industry. Furthermore, the advertising agencies use teen idols as presenters
because they believe that these presenters will have an impact on teenagers.

Table 1.2: Population by Age and Sex in Thailand

Age

Total
'

Male
'

Female

OOOs

%

'ooos

%

6.5

2,079

3.3

2,016

3.2

6,292

9.9

3,185

5.0

3,107

4.9

10-14

5,382

8.5

2,723

4.3

2,659

4.2

j15-24

11,327

17.9

5,746

9.1

5,581

8.81

25-34

11,127

17.5

5,655

8.9

5,472

8.6

35-44

9,558

15.l

4,758

7.5

4,800

7.6

45-54

7,179

11.3

3,524

5.6

3,655

5.8

55-59

2,483

3.9

1,195

1.9

1,288

2.0

60+

5,998

9.5

2,741

4.3

3,257

5.1

Total

63,441

100.0

31,606

49.8

31,835

50.2

Group

OOOs

%

0-3

4,095

4-9

Source(s): AC Nielsen, Population Estimates for 2002 (April)

From the population profile in Table 1.2, teenager target group represents the
highest in number and percentage by population age and sex when compare to other age
groups. It is represented by 11.33 million people from the total amount of 63.44 million
people as represented by 17 .9%. It leads the manufacturers attempt to expand this
lucrative market to the teenagers segment.
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1.2

Statement of Problem

Presently, the competition of energy drinks industry has become more
aggressive. Energy drink manufacturers have been capitalizing on the lucrative business,
marketing their products through big-budget advertising and promotional campaigns.
They try to use their own marketing strategy to compete with each other as well. As
marketers knew that they can use consumers' attitude information to predict consumer
buying behavior towards their products, then, knowing and understanding factors that
have an influence on consumers' attitude is very important to marketers in earlier stage in
order to shape the most appropriate marketing strategy such as four elements of
marketing mix that can satisfy consumers' needs.

Energy drink manufacturers are expanding new market segments to focus
more on teenage groups. Energy drink is also classified as low-involvement product and
the selling price is cheap, around 8 to 12 Baht per bottle when compared with other kinds
of drinks such as ready to drink coffee or ready to drink fruit juice priced between 12-15
Baht and above. Since energy drinks are not popular drinks among Thai teenagers and
most of them have never tried, the researcher believes that knowing the factors that
influence their attitudes towards energy drink can help the researcher to use the
information to develop marketing strategies for the teenagers market.

Therefore, the statement of the problem for this research can be designated as
"What is the influence of marketing mix on non-drinking teenagers' attitude toward
energy drink?"

1.3

Research Objectives

The market of energy drink in Thailand has grown by leaps and bounds and
projected to grow by five to seven percent per annum (Wrangyer Beverage Company
Limited's Annual Report, 2003). In order to expand the market for this product category,
it is obvious that teenagers or young people are being targeted as potential new
customers. So, the general purpose of this study that researcher attempts to investigate is

7

the influence of marketing mix on non-drinking teenagers' attitude towards energy drink.
The objectives of this research are as follow:-

1.

To assess the influence of each element and sub-element of marketing mix on
non-drinking teenagers' attitude towards energy drink.

2.

To formulate the best marketing plan for teenager in this age group.

1.4

Scope of Research

This research is conducted to investigate the influence of each element of
marketing mix on attitude of non-drinking teenagers towards energy drinks. The scope of
this study consists of independent and dependent variable. The independent variables
consist of marketing stimuli (product, price, place and promotion) whereas the dependent
variable of this research is non-drinking teenagers' attitude towards energy drinks.

The scope of the target respondents will be only male teenagers' age between
16-21 years old who have never tasted energy drink before. So, teenagers who are less
than 16 or more than 21 years old and those who are the drinker of this kind of drink are
excluded from this sample group. This research is conducted by survey method by using
self-administered questionnaire in order to collect the data.

1.5

Limitations of Research

1.

Since male is the main customer of this kind of drink, then, this research aims to
assess the influence of marketing mix on non-drinking teenagers' attitude towards
energy drinks only male teenagers' age between 16-21 years old. Therefore, the
findings cannot be generalized for drinking teenagers, female teenagers, teenagers
in other countries and target customers in other age groups.

2.

This research is limited to examining four element of the marketing mix called
independent variable, which include product, price, place and promotion factor
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influence non-drinking teenagers' attitude. Then, results can not be generalized to
cover other factors that can influence non-drinking teenagers' attitude.

3.

The information of this research is collected in a specific period of time during
August - September 2004, therefore its results cannot be generalized for all time
frames.

1.6

Significance of the Study

With the highly competitive market within the energy drink industry included
the potential for marketers in order to open a new market, it is essential for marketers to
understand factors that can influence consumers' attitude in order to know how
consumers tendency towards the product. It can help marketers to gain a competitive
advantage and establish a positive relationship with the consumers.

So, this research can generate the significance of the study into two aspects as
follow:-

1.

Marketing team of Wrangyer Beverage Company Limited: to understand and to
have better knowledge about what element and sub-element of marketing mix
that can influence non-drinking teenagers' attitude toward energy drink.
Furthermore, the researcher can apply the results of this research to develop the
appropriate marketing strategies to persuade non-drinkers to be drinkers of the
company's products that can lead the company to capture more market share for
the teenagers segment.

2.

Education Aspect: This research provides the knowledge about the energy drink
industry in Thailand for students who are interested in this industry, give the
knowledge on what element of the marketing mix influence non-drinking
teenagers' attitude and how effective of marketing mix to be applied to this target
group.
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1. 7

Definition of terms

Advertising:

is any paid form of non-personal presentation and
promotion of ideas, goods or service by an
identified sponsor (Kotler, 1997).

Attitude:

is

an

enduring

organization

motivational,

emotional, perceptual, and cognitive processes with
respect to

some

aspect of our environment

(Hawkins et al., 1998).

Energy Drink:

1s non-alcoholic beverage, which adds energized
ingredients and vitamins as body stimulants.
Despite the pleasant taste, the significant feature of
energy drink is its ability to enhance power,
strength, and speed. It helps to extend the duration
during which the body is able to efficiently engage
m

specific

mental

or

physical

activities

(www.wrangyer.com).

Marketing Plan:

is an inessential component for all businesses. A
marketing plan helps establish, coordinate, and
direct marketing efforts. It forces the organization
to take a good, hard look at the market of your field
and what is currently happening to it. Marketing
plan elements such as current marketing situation,
competitor and issue analysis, marketing objectives,
marketing strategy and action programs
(McNamee, 1998).

Market Segment:

is the selection of groups of people who will be
most receptive to a product. The most frequent

IO

Sf-Gabriel's Library, Au
39488 ~ '
methods

of segmenting

include

demographic

variables such as age, sex, race, income,
occupation,

education,

household

status,

and

geographic location; psychographic variables such
as life-style, activities, interests, and opinions;
product use patterns; and product benefits
(Thorson, Esther (Ed), 1989).

Marketing Stimuli:

is a set of marketing tools that the firm uses to
pursue its marketing objectives in the target market.
These stimuli are concerned with the marketing mix
that consists of 4P: Product, Price, Place, and
Promotion (Kotler, 2000).

Marketing Strategy:

is the integration of many mini-strategies, all
aligned to achieve the defined marketing objectives.
It can defined as a set of objectives that an
organization allocates to its marketing function in
order to support the overall corporate

strategy,

together with the broad methods chosen to achieve
these objective (Kotler, 2000).

Non-drinking teenager:

In this research means males between 16-21 years
old who have not drunk energy drinks before.
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CHAPTER2

LITERATURE REVIEW
This chapter explains the theories and concepts related to the topic. It can lead
to the development of a conceptual framework that contains both dependent and
independent variables relevant to the study. Furthermore, the researcher used previous
studies to support this research and use them as references to set the research variables of
this study.
Literature was reviewed in the following subject areas (l) Attitudes and
Sources of Attitudes (2) Influences of Marketing Strategy on Consumer Attitude (3)
Previous Studies.

2.1

Attitudes and Sources of Attitudes

Nowadays, marketers concentrate on consumers' attitudes and try .to seek
attitudes of target customers that include how they think, feel and behave in a certain
way. Individuals generally have attitudes that focus on objects, people or institutions.
Attitudes are defined as a mental predisposition to act that is expressed by evaluating a
particular entity with some degree of favor or disfavor (Hanna and Wozniak, 2001 ).
Marketers believe that once the attitudes are formed, it will be consistent and hard to
change. Furthermore, marketers will anticipate that consumer actions will be consistent
with their attitudes. If consumer attitudes towards the company product are formed in a
favorable way, it can indicate the success of the company in order to develop the
marketing strategy that fits consumers' beliefs. For example, if consumers have a
favorable attitude towards energy drink and think that it can help them to relieve fatigue,
so, they will consistently purchase energy drink every time they feel tired. Engel,
Blackwell and Miniard (1993) also stated that consumers' attitude can help marketers to
evaluate marketing action even before they will use it to implement within the market
place. Many different aspects of the concepts of "attitude" have been stressed in
definitions offered by different authors. Hawkins, Best and Kenneth (1995, p.354) said
that "attitude is a learned predisposition to respond in a consistently favorable or
12

unfavorable manner with respect to a given object". So, it can be said that attitude can
shape or predict consumer behavior. But the important point is that although attitude may
result from behavior, they are not synonymous with behavior. It can be said that attitude
and behavior is separate things. The individual who decides the act on something
depends on how their attitudes are formed whether favorable or unfavorable, positive or
negative toward object (Schiffinan and Kanuk, 2004).

According to Fazio and Zanna (1981 ), they stated that the direct experience
toward the object can leads more strongly learned associate between attitude and
behavior, then, the association of attitude with action is more predictable and consistent
when the attitude has been formed through direct experience. Other authors that support
the concept of relationship between direct experience and attitude are Hanna and
Wozniak (2001), also state that attitudes are learned from direct experience with a
product, learn about thing surrounding us or through information obtained from other
people. They explain 3 sources of attitudes in Figure 2.1:

Figure 2.1: Sources ofAttitudes

Social Interaction

Personal Experience with object

Sources of Attitudes

Exposure to Mass - Media
Sources: Adaptedfrom Hanna, N. and Wozniak, R. (2001)
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);.>-

Personal Experience with Objects
The attitudes are formed after consumers touch, taste, feel, try on and

examine the object. After the consumer experience product, beliefs can create before
leading to purchasing behavior.

);.>-

Social Interaction
The attitudes are formed after consumers have social interaction. The attitudes

of family members, friends, peer groups and work groups can influence the consumer
attitude about the product or service such as word of mouth information obtain by
others.

);.>-

Exposure to Mass-Media
The attitudes are formed after consumers obtain the information from mass-

media such as television, radio stations, computer network, newspaper, magazine,
telephone, fax and mail services.

Schiffman and Kanuk (2004) also mentioned that individuals can have a
different attitude toward a particular behavior, an object and each corresponding to a
particular situation. So, to understand how consumers' attitude vary from situation to
situation is important for marketers to predict how they think and feel towards the
product. Furthermore, it is an indicator for potential purchase of an item that consumers
have.

Then, it can be concluded that consumer's reaction is a result of their
attitudes. Individuals have attitudes that focus on object, people or institutions and can
learn by direct experience, social interaction or exposure to mass media. Consumers'
attitude can be either positive or negative. The positive attitude can lead to positive
reaction. The more favorable the attitude of consumers, the higher the incidence of
product usage. On the other hand, negative attitudes can lead to negative reaction. The
less favorable the attitude, the lower is the incidence of usage (McDaniel and Gate,
1999). Furthermore, knowledge of consumer's attitude can help marketers to predict their
behavior towards the company's product.
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2.1.1

Attitude Components and Manifestation

Attitudes have 3 major components: a cognitive component (belief), an
affective component (feeling), and conative component (action tendencies). The details
of each component is explained in Figure 2.2 below:

Figure 2.2 Component ofAttitude

Initial

Component

Component manifestation Attitude

Emotions or feeling
about specific
attributes or overall
object.

Stimuli:
'""Product,
- Situations,
- Retail
Outlet,

Cognitive

- Sales
Personnel,
And other
Attitude
objects.

Beliefs about specific
attributes or overall
object.

Overall
Orientation
toward
object.

Behavior intentions
with respect to
specific attribute or
overall object

Behavioral

Source(s) : Adapted from Hawkins, Del I., Best, Roger J and Coney, Kenneth A. (1995)

From Figure 2.2, it is useful to consider attitudes as having three components:
cognitive, affective and behavioral components. Cognitive component can express by
belief, knowledge, opinion, faith and value of individual that are acquired by a
combination of direct experience with the attitude-object and related information from
various sources (Schiffman, 2000). Affective component refers to feeling or emotional
reactions to an object, a particular product or brand (Hawkins, Del I., Best, Roger J., and
Coney, Kenneth A., 2001). These emotions and feelings are frequently treated by
consumer researchers as primarily evaluative in nature, where consumers rate the attitude
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object as favorable or unfavorable I like or dislike. The last attitude component is
conative or behavior component. It refers to the way we act towards the "attitude object"
or likelihood that an individual will take a specific action (Schiffman and Kanuk, 2004).
It also frequency treated as an expression of the consumer's intention to buy the product.

Then, it can be concluded that the stimulant of attitudes derived from the attitude object
or situation can create personal feelings, beliefs and eventually behavior intentions
towards the object. Because individuals have different sources of attitudes, then, it can be
constituted either favorable or unfavorable attitude toward products or services. It can be
said that the attitude of one person towards one object may be dissimilar from others that
can lead to different reactions towards particular objects.

2.2

The Influence of Marketing Strategies on Consumer Attitudes

Marketers believe that marketing strategy can influence consumers' attitude.
In order to achieve marketing objective, marketers need to have a strategy that included
different elements-the various parts of the marketing mix. So, marketers start to plan the
details of marketing strategy such as marketing mix that is one of major concept in
modem marketing before they decide to take an action. They also believe that marketing
strategy play an important role for influence and shaping consumer attitude towards
specific product or service.
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Figure 2.3: Model of marketing strategies influences the consumers' attitude and their

behavior
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Marketing strategy is a plan designed to influence consumers' attitude toward
company products or services in order to achieve organization objective (Peter and
Olson, 1990). From Figure 2.3, it can be explained that marketing strategy can influence
consumer feelings, beliefs and purchase intentions. Consumer attitudes can be affected
towards the consumer behavior and have impact through their purchasing, their
consumption and their communication. Then, consumers may decide to purchase or not
purchase the product according to how their attitudes are formed in favorable or
unfavorable way. Because of the importance of consumer attitude, marketers try to plan a
substantial amount of marketing strategy in order to make consumers to have a favorable
attitude towards their product.

2.2.1

Marketing Stimuli (Marketing Mix)

Marketers plan marketing strategy that intends to increase the probability or
frequency of consumer behavior, such as frequenting particular stores or purchasing
particular products. This is accomplished by developing and presenting marketing mixes
directed at selected target markets (Peter and Olson, 1990). McCarthy (1996) mentioned
that marketing mix is the external factors that influences on buyers' attitude, purchasing
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decision and it can use as marketing tool to assist m implementing the marketing
strategy. Marketing mix composes of four Ps included product, price, place and
promotion. Calling it a mix reminds marketers to try and get the balance right between
the different elements. These four Ps are the parameters that the marketing managers can
control, subject to internal and external constraints of the marketing environment. The
goal is to make decision that center on the four Ps on the customers in the target market
in order to create perceived value and generate a positive response (www.netmba.com,
retrieved on August 10, 2003). As attitudes are truly the essence of the "human change
agent" that all marketers strive to influence, however, in designing a marketing.mix, or
modifying a marketing mix, attitude measures are often "the best tool available" when
attempting to create an effective mix. Furthermore, marketing mix can be adjusted on a
frequent basis to meet the changing needs of the target group and the other dynamics of
the marketing environment.

Kotler (2000) also stated that marketing mix is a set of controllable tactical
marketing tools that the firm blends to produce the response it wants in the target market
that contain four groups of variable: product, price, place and promotion. So, it can say
that marketing mix is the marketing stimuli that can influence consumers' attitude and
their purchase decision. Marketers who design an effective marketing program are blends
all of the marketing mix elements into a coordinates program that designed to achieve the
company's marketing objectives by delivering value to consumer.
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Figure 2.4: Components of the Marketing Mix (The 4 P's of Marketing)
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1. Product:

Product is anything that can be offered to a market for attention, acquisition,
use, or consumption that might satisfy want or need (Kotler, Ang, Leong and Tan, 1996).
Product refers to tangible, physical product as well as services. Components within
product element are product variety, quality, design, features, brand names, marketing,
packages, sizes, service, warranties and returns. A good product makes it marketing by
itself because it gives benefit to the customer. Churchill and Peter (1998) stated that a
product is some aspects of the organization's product strategy that may affect consumer
buying behavior. Products that are marketed including physical goods, services, persons,
places, organizations and ideas. For this study, product means physical goods that refer
to energy drinks.

The significant function of product is to satisfy the consumer's need, then,
company should define the characteristics of product or service to meet the need of
consumers. Products have both tangible and intangible benefit. Tangible benefits include
benefits which can be measured however intangible benefits are benefits that can not be
measured
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(www.projectalevel.co.uk, retrieved on August 10, 2003). Consumer satisfaction can be
physical and psychological satisfaction. The physical satisfaction is the satisfaction that
arises when the product can solve the problem and give the worthwhile benefit to the
customer. Psychological satisfaction also plays a significant role to customer in
emotional and feeling aspect. Every product has many attributes that must be evaluated
depending on the particular item; either physical components or psychological
components can be used as product attributes.

The product characteristics identified by consumers as important to them in
buying and using the product is called "product benefits". Hawkins, Best and Coney
(1998) also mentioned that product is the element of marketing mix that represents the
basic offering being made to consumers. Furthermore, consumer's criteria are generally
grounded in the attributes and benefit buyer seeks from the products they buy (Willaims
and Slama, 1995).

In the energy drinks industry, some product attributes have a strong impact on
consumers' attitude and their buying decision such as product quality, package design
and product taste. Nutrition label that appear on product package also play an important
role to influence consumers' attitude because consumers rely on the label primary for
product-specific information to use in making products choice (Bloom & Gundlach,
2001). Moreover, a majority of consumers reported using the food label the first time
they purchased a food product (Bender & Derby, 1992).

Product strategy is designed to influence consumers in both the short and the
long run. In the short run, new-product strategies are designed to influence consumers to
try the product; in the long run, product strategies are designed to develop brand loyalty
and obtain large market shares.

A critical aspect of designing product strategies involved analyzing consumer
I product relationships. This means that consumers' product-related affect and cognitive,

behavior and environment should be carefully considered in introducing new products
and should be monitored throughout a product's life cycle. Marketers should look at the
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product in the light of the needs of the target market and increase value added in the
product other than the purely practical. Moreover, product differentiation plays an
important role in order to compete with your competitors such as product design,
features, packaging, services and warranties (www.freeworldacademy.com, retrieved on
July 10, 2003).

2. Price
In marketing mix, pricing is the most important element that generates a

turnover for the organization (www.learnmarketing.net, retrieved on December 20,
2003). Components within pricing element are list price, discounts, allowances, payment
period and credit term. Price decision should take into account profit margins and the
probable pricing response of competitors (www.quickmba.com). From consumers' point
of view, price is usually defined as the amount of money consumers have to pay to obtain
the product (Kotler, 2000). Pricing includes not only the list price, but also discounts,
financing, and other options such as leasing. Price is set to capture the product's
perceived value in buyers' perception (Hawkins et al., 1998). It is very important that the
correct price is charged for a product. If the price is too high, consumers will avoid the
products as they will believe it to be too expensive however if the product is priced too
low, they may believe that there is something wrong with the product for it to be so
cheap. The different perception in product /service quality leads to different identifying
price. Consumers are often prepared to pay a premium price for something that fits their
need better than the product they currently use and they look for the best deal they can
get. So, this is an irrational side of price, something that is expensive must be good in
consumers' perception (www.valuebasedmanagement.net, retrieved on October 8, 2003).

Pricing is difficult and must reflect supply and demand. Price perceptions are
concerned with how price information is comprehended by consumers and made
meaningful to them. Consumers understand the meaning of price symbols through
previous learning and experience. The stated price for a particular brand may be
considered a product attribute. This knowledge may then be compared with the prices of
other brands in a product class, other attributes of the brand and other brands, and other
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consumer costs. Finally, an attitude is formed towards the various brand alternatives. For
low-involvement product, prices may have little or no impact on consumer affect and
cognitions or behaviors. For many products, consumers may have an implicit price range,
and as long as prices fall within it, price is not even evaluated as a purchase criterion
(Peter and Olson, 1990).

Pricing strategy of the company is based much on what objectives the
company has set itself to achieve. Marketers may change prices for a variety of reasons,
such as an increase in costs, a change in the price of competitive products, or a change in
distribution channels (Peter and Olson, 1990). The most important aspects of pricing
strategy is to find out what the target will think of as a reasonable price for the product,
and for this reason, much market research is concerned with finding out what value
consumers would place on a product such as setting a reasonable price for the product by
considering the target group.

In setting or changing prices, the firm must consider its competitive and how
that competition will react to the price of the product. Then, pricing should take into
account the following factors:

•

Cost structure such as fixed and variable costs

•

Competitors' pricing

•

Company objectives

•

Proposed positioning strategies

•

Target group and willingness to pay

3. Place (Distribution)

Place is where manufacturers can expect to find their consumers and
consequently, where the sale is realized (www.freeworldacademy.com, retrieved on July
10, 2003). Place includes company activities that make products available to target
consumers and where services are delivered (Kotler, 1997). Then, product should be
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available at the right place, at the right time and in the right quantities. Place goes beyond
mere convenience. Therefore, sometimes the place is part of the product, in the sense that
there are benefits attached to the place utility of the distribution. Components within
place element are channels, coverage, assortment, location, inventory, transportation and
logistics. So, place decision are those associated with channels of distribution that serve
as the means for getting the product to the target customer, market coverage (inclusive,
selective, or exclusive distribution), inventory management, warehousing, order
processing, the distribution systems performs transactional, logistical, and facilitating
functions (www.netmba.com, retrieved on August 10, 2003). Place is one of the
important factor in marketing mix and it can refer to the channel strategy which company
use to competes with other competitors.

Channel of distribution is the heart of energy drinks industry as it could affect
how consumers receive product or how to sell the product to them. Method of selling
products to wholesalers or retailers can reduce the level of storage space nece~sary to
hold stock and products can reach to the target consumers. Then, number and availability
of wholesale and retailers are need to consideration. Mostly, energy drink's
manufacturers decide to have a combination of all distribution methods to maximize
level of distribution such as use their own sale force and sell products through
wholesalers/retailers. Company sales teams also have responsibility to consult with the
retailers on new products, price and promotional campaign. There are three main
distribution channels energy drink manufactures choose from:

1.

Traditional Trade - selling the product to wholesalers who will then sell the
products to retail outlets

2.

Modem Trade - manufacturers selling the product directly to the retail outlet.

3.

Direct - manufacturers selling the product to the consumers by using their
sales persons.

In other to designing effective distribution strategy, decisions must be made
about plant and warehouse locations, and how products will be delivered to consumers.
Decisions must be made concerning who will perform what marketing functions within
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the channel. Peter and Olson (1990) stated that the starting point for designing effective
channel strategies is an analysis of consumer/product relationships such as:What is the potential annual market demand? That is, given a particular marketing
strategy, how many consumers are likely to purchase the product and how often?
What is the long-run growth potential of the market?
What is the geographic dispersion of the marketing?
What are the most promising geographic markets to enter?
Where and how do consumers purchase this and similar types of products?
What is the likely impact of a particular channel system on consumers? That is, will
the system influence consumer affect, cognitions, and behaviors sufficiently to
achieve marketing objectives?

4. Promotion

Once the product has been made and the price set, it is important that
potential customers are told about the product. Promotion is the element in an
organization's marketing stimuli that serves to inform, persuade, and remind the market
of a product (Stanton, Etzel and Walker, 1994). In the context of the

marketi~g

mix,

promotion represented the various aspects of marketing communication, that is, the
communication of information about the product with the goal of generating a positive
customer attitude as well as positive customer response (www.netmba.com, retrieved on
August 10, 2003). Promotional methods include sales promotion, advertising, sales force,
public relation and direct selling. Promotion also means activities that communicate the
excellence of the product and persuade target consumers to buy it. Marketing
communication mix (also called the promotional mix) consists of four major modes of
communication that are advertising, sales promotion, public relation, and personal selling
(Kotler, 1997). Each component of promotional mix plays a role in company's effort to
have potential consumers to learn about company's business and buy company's goods
or services (www.blimpcam.com, retrieved on February 19, 2004). Marketing
promotions inform consumers about product attributes and consequences, prices, and
places where products are available. This information may save consumers both time and
money by reducing the costs of search.
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Promotion is about communicating with the consumer regard to the
company's products or services and about persuading people to try the product. It is often
very much concerned with attitude change. Because attitudes are learned, promotional
activities can offer new information to the consumer. Although the consumer's
knowledge of the product is based on experience, this experience can be vicarious rather
than personal. Kotler (2000) also stated that the promotion mix can be classified as

~

Advertising: any paid form of non-personal presentation and promotion of ideas,

goods or service by an identified sponsor. Advertisement may be conveyed via a
variety of media such as TV, radio, print (magazines and newspaper), billboards,
signs, and miscellaneous media T-shirt screening and bus body. Marketers should
develop ad messages and select media that expose consumer, capture their attention,
and generate appropriate comprehension.

~

Sales Promotion: encompasses short-term incentives to purchase or sale of a product

or service. Sales promotion objectives can be two difference aspects.

1.

Consumer promotion: has an objective to increase short term sales or help
build long-term market share.

2.

Trade promotion: has an objective for getting retailers to carry new product
and more inventory, getting them to advertise the product and give it more
shelf space. Finally, getting them to buy ahead.

Many types of sales promotion include temporary price reduction through
coupons, rebates, and multi-pack sales; contests and sweepstakes; trading stamps; trade
shows and exhibitions; point-of- purchase display; free samples; premium and gift. The
advantages of sales promotion are easily measured response, quick achievement of
objectives, flexible application, can be extremely cheap and direct support of sales force
(www.da.group.co.uk, retrieved on August 10, 2003). For the marketer's decision on
strategy should concern the key aspect of sale promotions that is move the product today,
not tomorrow.
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~

Public Relation: a variety of programs designed to building good relations with the

company's various publics by obtaining favorable publicity, building up a good
corporate image or product image. Public relations are many unpaid from of
communication about the marketers' company products, or brands. It can be
descriptions of new products or brands; brand comparisons in trade journals,
newspapers, or news magazines; or discussions on radio and television talk shows
that provide product information to consumers. Public relation is one kind of
promotional tools, which contain a variety of programs designed to improve,
maintain, or protect a company or product image. Marketers can choose between
many different types of promotion strategies in developing their overall promotional
strategy or promotion mix.

~

Personal Selling: is oral presentation in a conversation with one or more prospective

purchasers for the purpose of making sales. It involves direct personal interactions
between a potential buyer and salesperson as well as the attempting to persuade buyer
to make a purchase (www.da-group.co.uk, retrieved on August 10, 2003). Personal
selling can be a powerful promotion method, for at lease two reasons.

1.

The personal communication with the salesperson may increase consumers'

felt involvement with the product and/or the direction process.
2.

The interactive communication situation allows salesperson to adapt their
sales presentations to fit the information needs of each potential buyer.

Then, marketers should spend heavily on motivational and training programs
for their sales personal in order to achieve the effective personal selling in their company.

As the promotion also plays an important role for the energy drink industry,
. manufacturers should plan the promotional strategy that address who, what, when, where
and how much money to spend. Then, customer profile is important because it can help
marketers to better identify who the target market, where they live and what is (are) their
favorable media in order to receive news or any information. It can create the higher
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probability that marketers will be able to get their attention and influence their behavior
(www.blimpcam.com, retrieved on February 19, 2004).

Finally, as we knew that the term "Marketing Mix" is used to describe how
businesses promote their products and services or how customers learn about a business's
products and services, then, the combining and coordination of them will be more
effective than if used alone. Furthermore, Lauterborn (1990) developed the C's associated
with each element of marketing mix which reflect a more client-oriented marketing
philosophy as well as provides useful reminders. They are shown as follows:-

2.3

•

Product becomes Customer needs and wants

•

Price becomes Cost to the user

•

Place becomes Convenience

•

Promotion becomes Communication

Previous studies
The researcher considered previous empirical research as secondary data for

this research since they are data gathered through such readily available sources.
Previous studied also provide sources of variables as well as sources of reference
regarding to concept and variables that researcher would like to study. Due to this
research topic study relate to the influence of marketing mix on non-drinking teenagers'
attitude toward energy drink is quite a new thing in research aspect so researcher tried to
find out the relevant studied regard to attitude measurement from different previous
research that can help researcher conceptualize the conceptual framework that has been
developed in next chapter.

Beata and Brian ( 1998) studied and describe the determinants of consumer
attitudes toward Artisanal cheeses within the speciality cheese market. Sample of 101
customers from different speciality cheese shops asked to complete a questionnaire by
using random sampling. A five-point bipolar scale was used for the identification of
cheese characteristics important to the consumer. Multivariate analysis of the perception
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factors influencing customers' purchases of cheeses. The relative frequency of consumer
purchases of Artisanal cheeses in relation to three factors: type of milk, cheese and
flavor. Price and functional properties are less important in the consumer purchase
decision. Overall quality and flavor of the cheese was recognized as the most important
cheese properties influencing consumers' purchase decision, which close influence on
the perceived consumer choice.

Irene (2001) studied the important of product availability that can affect
consumer choice. Surveys of 25,000 consumers are conducted by face-to- face interview
directly to customer to get some of the qualitative issues behind the larger data samples.
Result show that price doesn't matter when it comes to cold channel, because here, again,
the key is availability. Cold channel is all indulgence and convenience, according to
participants' feedback. As non-carbonated products become more availability, consumers
are more likely to select based on product preference.

Jennifer, Dan, John, Scott Smith, Scot Burton, and Elizabeth (2002) studied
the effect of bar-sponsored alcohol beverage promotion across binge and non-binge
drinker in order to examine how different types of promotions affect drinkers' attitudes,
intention, perceptions and expectation. Sample consisted of 189 respondents who
consumed alcohol beverage in past 6 months. Respondents asked to complete
questionnaire contained measurement of attitude toward advertisement, attitude toward
bar, bar patronage intentions, and alcohol consumption related expectations by using
seven-points items. Multivariate analysis of variance with follow up univariate tests are
also used. The variables of study are type of promotion, hours of promotion (duration)
and drinking status. Result show that advertised discounts on alcohol beverage influence
consumers' attitude, intention, and expectation. Lower price also lead to more favorable
attitudes, intentions and increase the perceived likelihood of increase consumption. The
hours of promotion do not influence attitude and intention but do affect consumers'
expectations.

Robert and Noreen (2002) studied the effects of product pictures on consumer
responses to the package and brand in order to measure the efficacy of product pictures
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on packaging as well as the impact of product imagery on packages on consumers'
beliefs about the brand and their evaluations of both the brand packages. Samples of 265
students subjects at a large state university are ask to fill questionnaire. The experimental
design was 2 packaging design (picture and no picture) x 2 brand familiarity (high and
low) x 3 product category mix design. Seven-point semantic different scales measured all
dependent variables, brand evaluation, brand beliefs and attitude toward package. Results
show that consumers preferred the packages designed with pictures over those with no
pictures. There is the non-significant interaction of picture with brand familiarity as well
as no effect of package picture on brand evaluation. Moreover, pictures on the packages
have positive effect on subject's beliefs about the taste of the product. It implies that
multiple market factor such as brand proliferation, advertising funds being redirected to
sales promotion as well as point of purchase efforts and consumer trends have brand
manager focusing greater attention on packaging as a marketing communication vehicle.

Kathleen, Michael, and David (2002) studied whether attitude toward the
advertisement and attitude toward the brand mediate the effects of visual, image-oriented
content in advertisements on perceptions of the desirability of beer and cigarette, as well
as soft drinks. Total 384 adolescents rates the image advertisement variable either image
advertisements with visuals for cigarettes, beer, and soft drinks or comparable tombstone
advertisements that had no photographs or drawings. Product category rating, attitude
toward advertisement and attitude towards brands were measured on a seven-point scale.
Structure equation models use to test mediating relationships. Multivariate analysis of
variance and univariate ANOVAs are also used. Results show that for attitude towards
product category, exposure to image advertisements versus tombstone

adverti~ements

significantly increased assessment that the product category was socially desirable, that
is, cool and in style and there was no such effect for assessments about the hazards
associated with the product category. Measurement of attitude toward advertisements
was more positive for image advertisement than tombstone counterparts and image
version of the advertisement tends to increase brand rating.

Dacin, Peter A, Brown, and Tom J. (1997) studied relationship between
corporate associations and consumer product responses. The purpose is to explore the
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influence of the various types of cognitive associations that consumers can hold for a
corporation on consumer product evaluations. The variable is corporate associations that
divided in to corporate ability (CA) and corporate social responsibility (CSR). A total
number of 163 university undergraduates are asked to provide their overall opinion of the
product on 7-point scale and evaluate several product attributes and include multi-item
seven-point scales for product sophistication and product social responsibility, measure
the product attributes by using Co-variance Matrix and Descriptive Statistics for variable.
Results show that when both CA and CSR associations are available to consumers, these
associations appear to affect product responses in different manner. CA associations may
affect consumers' overall evaluation and attitude toward the company, which exhibit
their own influence on the product evaluation. Companies that position themselves on
CSR associations may gain benefit from them through their positive relationship to the
corporate evaluation.

Mitsostergios and Skiadas (1994) studied attitudes and perceptions of fresh
pasteurized milk consumers in a qualitative and quantitative manner. The variables of
this study are freshness, taste, preservation, health, nutrition, demograpP.ic factor,
packaging, brand name and advertised campaign. For qualitative research, 10 in-depth
interviews were used with 6 female respondents. The selection was made according to
the socio-economic status of the occupation of the head of household and ages. The
quantitative research used a questionnaire with close questions. The analysis includes
sample frequencies and cross-tabulation of questions. Chi up 2 used to test the significant
relationship between the variables as well as use five Likert-scale questions to identify
consumers' attitude. Results show that fresh pasteurized milk is considered to have the
least fats, the best taste, the best odor, the healthiness packaging material and the most
widely advertised campaign from all types of milk. The consumption of fresh pasteurized
milk is significant correlated to the economic status and age. Moreover, an advertising
campaign could be addressed directly to these people since they have been strongly
affected by advertising.

Will and Hasty ( 1971) studied about attitude measurement under condition of
multiple stimuli. The technique used to measure consumer attitudes was the multiple-cue
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probability model regard to likelihood of housewives to purchase two convenience food
products, one was assumed to possess little brand identity with low purchase activity
while other possessed the opposite characteristics. The study was designed to examine
the responses to three stimulus cues: price, brand familiarity and quality between two
groups of subjects: 50 student wives and 50 non-student wives. Data were collected by
personal interview and research based on regression model. Correlations between
changes in responses and changes in the level of each stimuli cue were used as an attitude
measurement of the importance of the given cues in making decision. Results show that
student wives were more sensitive to price than were the non-student wives. The reliance
on price and quality stimuli was significantly greater than was that for brand. A Brand
stimulus is minor with no significant difference among subject groups or between
products.

Nigal (1998) studied about sponsorship awareness impacts on brand attitudes
and purchase intention that best measured by recall as opposed to recognition. Values
predominated among a given population regarding a product category and able to
discriminate between brands according to particular value weightings that are functional
value, social value, emotional value, epistemic value and condition value. A sample of
1, 136 students was used, of whom 921 provided completed responses and allow at least
100 respondents for each brand to be examined. Identified sponsors of these sports came
from product categories breakfast cereals, tobacco, automobiles, beer and insurance.
Method used for collection and analysis of data in consumption value follows 3 phases;
1. Focus group discussion of the product/brand, ten per group 2. A set of bipolar
questions was generated for each product category, one sport sponsor and non-sponsor
was selected for each product category 3. Data were subjected to a factor analysis by
product category. Results show that sponsorship awareness would lead to higher
consumption values. Where recall discriminated between values, brand names would
discriminate in the same values. Discriminating values were found to be broader with
regard to brands than in recall of sponsorship, and not always the same. This suggests the
possibility that sponsorship activities by corporation might change attitudes toward a
product category, not just a brand, and that those attitudes will not necessarily affect
purchase.
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Indrajit and Michael (2000) studied about consumers' perceptions of
promotional framing of price. Through an experimental design setting, it examines the
effect of 3 such frames: one, stated in terms of a straight price promotion (50% oft); the
second, as an extra-product or volume promotion (buy one, get one free); and a third as a
mixed promotion (buy 2, get 50% off). All of these offers are the same in terms of unit
cost and the last two deals are even mathematically equivalent in both absolute and unit
costs. Categories-specific factors (stock-up and nonstock-up) and individual factors
(consumer's price consciousness) are also affect on consumers' perception. A total
number of 480 students from several different undergraduate marketing classes were
given questionnaires. The main dependent variable, transaction value, was measured with
the use of four items on 5-point scale. Price consciousness was measured with the use of
four items on 7 points Likert scales. An analysis of variance (ANOVA) used to test the
significant affect in this study. Results show that a straight price promotion (50% oft)
was perceived as providing the highest transaction value among the three deal types. The
stock-up nature of a category appears to moderate consumers' differential evaluation of
price and extra-product promotion within the category. Furthermore, consumers are more
susceptible to inferring a higher deal value when their saving is spelled out in dollar
terms rather than as percentages.

Conclusion:

According to the previous studies, the researcher analyzed variables of all 10
previous studied and decided to select variables that most related to this research.
Furthermore, researcher believed that the selected variables can be use as variable
measurement in order to find out the relationship between non-drinker teenager's attitude
toward energy drinks and factors that can influencing their attitudes.

Beata and Brian (1998), found that type of milk, cheese and flavor was
recognized as the important factors that can influence consumers' attitudes and their
buying decision. So, researcher selected "Flavor" as "Taste" in product factor for
variable measurement in this research.
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Irene (2001), found that product availability is the key for consumers'
purchase decision. Then, researcher selected "Product availability" as channel of
distribution for variable measurement in this research.

Jennifer et al. (2002), found that lower price of alcohol beverage lead to more
favorable attitude, intention and increase the perceived likelihood of increase
consumption. So, researcher selects "Price" as one of variable measurement in this
research.

Robert et al. (2002), found that product picture on packaging did positive
affect on beliefs about the taste of product. Then, researcher selected "Packaging

design" as component in product factor for variable measurement in this research.

Kathleen et al., (2002) found that image advertising can create more positive
attitude towards product. Then, researcher selected "Advertisement" as promotion's
component in this research.

Dacin et al., (1997) found that corporate ability and corporate social
responsibility influence consumer's product evaluation. Then, researcher selected

"Corporate social responsibility" as component in promotion factor to test in this
study.

Mitsostergios et al., (1994) found that taste and packaging of fresh
pasteurized milk affect consumer's attitude and their perception. So, researcher selected

"Taste and packaging design" as variables in product factor to test in this research.

Will and Hasty (1999) found that student wives were more sensitive to price
of food product than non-student wives and price has an affect on their attitude. Then,
researcher also selected "Price" as variable measurement in this research.

Nigal (1998) found that sport sponsorship awareness can lead to higher
consumption value and corporate sponsorship activities might change attitude toward
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product category. Then, researcher selected "Sport sponsorship" as component in
promotion factor for test in this research.

Indrajit and Michael (2000) found that straight price promotion of product
(50% off) was perceived as providing the highest transaction value among the extra
product (buy one, get one free) and mixed promotion (buy 2, get 50% off). But
researcher analyzed that buy one, get one free" has the most impact for energy drink's
consumer, so, researcher selected "Buy one, get one free" as component in promotion
factor to test in this research.
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CHAPTER3

RESEARCH FRAMEWORK

This chapter focuses on the conceptual framework of this research developed
from the literature review of the previous chapter. Section one provides a theoretical
framework, the theories that researcher used to describe the network of association
between variables. Section two of this chapter provides the conceptual framework. It is a
framework that the researcher used to explain the relationship between the independent
and dependent variables of this research. Section three is the research hypotheses of this
study that divided into two major variables. The independent variables are marketing mix
components which comprise products, price, place and promotion factors. The dependent
variable, on the other hand, is non-drinking teenagers' attitude towards energy drink.
And the last section, it provides an operationalization of independent and dependent
variables.

3.1

Theoretical Framework

According to theories from the literature review, the researcher selected the
theory that represents a conceptual related to the study of the influence of marketing mix
on non-drinking teenagers' attitude as well as useful for patterned conceptual framework.
Theories that relate to non-drinking teenagers' attitude such as theories of attitude
component as well as theories of marketing stimuli (marketing mix) that can influence
consumers' attitude. To know the factors that influence non-drinking teenager's attitude
towards energy drink is very important for energy drink manufacturers in order to
provide the product to best fit in teenager's mind. Furthermore, it is also useful for
marketers in order to develop the marketing strategy to expand the product to this target
group.

The researcher has selected only one component of attitude, Cognitive
component in order to test the belief, knowledge and opinion of non-drinking teenagers
towards energy drink in shown in Figure 3.1

35

Figure 3 .1: Attitude component test in this research

Emotions or feeling
about specific
attributes or overall
object.

Behavior intentions
with respect to
specific attribute or
overall object

Attitude component that researcher attempts
to investigate.

Source(s): Adapted from Hawkins, Del I., Best, Roger J and Coney, Kenneth A. (1995)

Since the respondents of this research are the male teenagers who have never
drunk any energy drinks before and their buying behavior has not occurred. Therefore, to
know their beliefs, opinions or perceptions toward energy drink is the most important
step for developing a marketing program that leads to their purchase of the product in the
future.

3.2

Conceptual Framework

Conceptual framework is a highly formalized representation of a theoretical
framework. It can help to clarify the research objectives and the research problems that
are set in this research. In this section, the researcher has developed a conceptual
framework from the previous studies and relevant theories in order to identify several
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variables that influence non-drinking teenagers' attitude towards energy drink. The
variables that are contained in the conceptual framework can be divided into two groups.
First, independent variables that comprise of marketing mix components. Second,
dependent variable that comprise of non-drinking teenagers' attitudes toward energy
drinks.

Based on the literature review and previous studies in the prior chapter, the
researcher has found many the theories and variables useful for patterned as independent
variable. Furthermore, the researcher believes that both independent and dependent
variables have a relationship between each other and the entire set of independent
variable is useful to predict dependent variable as well.

37

Figure 3.2: The conceptual framework

Independent Variables
Marketing Mix

Product

*
*
*
*
*
*
*

Aroma
Taste
Vitamin & Nutrition
Freshness and Energy
Caffeine
Packaging Design
Brand Name

Price

*
*

Selling Price
Increasing Selling Price
in order to Obtain more
Non-Drinking Teenagers' Attitude

Nutrition and Net Conten1

Place (Distribution)

*
*
*
*

Product Availability
Convenience to Buy
Shelf Space of Product
Type of Retail Store

Promotion

*
*
*
*

Advertising
Sales Promotion
Public Relation
Personal Selling

This framework is modified after Hawkins, Del I., Best, Roger J and Coney, Kenneth A. (1995)
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Marketing mix which consists of the four P's: product, price, place, and
promotion are the important factors that used to create the conceptual framework of this
study. It can lead to the understanding of non-drinking teenagers' attitude towards energy
drinks.

From the framework, non-drinking teenagers' attitude towards energy·drink is
a dependent variable. The four elements of marketing mix are independent variables that
influence the dependent variables.

3.3

Research Hypotheses

The hypotheses of this study are stated in a testable form in this section, the
null and alternative hypotheses. It also predicts a particular relationship between two or
more variables. This research has five hypotheses based on the research objectives which
comprise the following independent and dependent variables.

Hypothesis 1: Product factor and Non-drinking teenagers' attitudes

Ho 1: Product factor has no influence on non-drinking teenagers' .attitude
towards energy drinks.
Ha 1: Product factor has influence on non-drinking teenagers' attitude
towards energy drinks.

Hypothesis 2: Price factor and Non-drinking teenagers' attitudes

Ho2 : Price factor has no influence on non-drinking teenagers' attitude towards
energy drinks.
Ha2 : Price factor has influence on non-drinking teenagers' attitude towards
energy drinks.
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Hypothesis 3: Place factor and Non-drinking teenagers' attitudes

Ho3 : Place factor has no influence on non-drinking teenagers' attitude towards
energy drinks.
Ha3 : Place factor has influence on non-drinking teenagers' attitude towards
energy drinks.

Hypothesis 4: Promotional factor and Non-drinking teenagers' attitudes

Ho4 : Promotional factor has no influence on non-drinking teenagers' attitude
towards energy drinks.
H~:

Promotional factor has influence on non-drinking teenagers' attitude

towards energy drinks.

Hypothesis 5: Marketing mix and Non-drinking teenagers' attitudes

Hos: Marketing mix have no influence on non-drinking teenagers' attitude
towards energy drinks.
Has: Marketing mix have influence on non-drinking teenagers' attitude
towards energy drinks.

3.4

Operationalization of the Independent and Dependent Variables

Independent Variable: It refers to a manipulated variable in an experiment or
study whose presence or degree determines the change in the dependent variable.

The operationalization table clarifies the operational definition of each of the
following variable
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Table 3.1: Operationalization of the Independent Variable

Variable

Operational Definition

Marketing Stimuli
Product
Commodities offered for sale.

Operational

Type of

Comoonent

Measurement

- Aroma

It can refer to product

-Taste

characteristic which offer to

- Vitamin and Nutrition

satisfy a need want of customer.

- Freshness and Energy

Interval Scale

- Caffeine Content
- Packaging Design
-Brand Name

Price

Amount of money charged for

- Selling price

a product comparing to product

- Increasing Selling Price in

Interval Scale

order to Obtain more

benefit.

Nutrition and Net Content

Place

Any area set aside for a particular - Product Availability
purpose. It can mean the process - Convenience to Buy
of making a product available for - Shelf Space of Product
consumption for consumer.

- Type of Retail Store
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Interval Scale

Variable

Promotion

Operational Definition

Operational

Type of

Component

Measurement

Any activities use for persuading

- Buy one get one free

or reminding the potential

- Cap collection

customers about products and

- Lucky draw

services.

- Instant win 2

Interval Seale

1

- Co-promotion with other
product
- Coupon discount
- Television advertising
- Advertising presenter
- Billboard and moving
advertising
- Radio broadcast
- Newspaper and magazine
advertising
- Direct selling
-Company social responsibilit'
-Company sport sponsorship
-Student scholarship program
provided by company

1

is a promotional campaign that uses product material such as bottle cap, product package
or product label as a tool in order to get a chance of winning the prize.
2

is one kind of promotional tools that consumers know the prize they received immediately
after open bottle cap or after open a small coupon within product package.
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Dependent Variable: It refers to the observed variable in an experiment or
study whose changes are determined by the presence or degree of one or more
independent variables.
Table 3.2: Operationalization of the Dependent Variable
Variable

Attitude

Operational Definition

Operational

Type of

Component

Measurement

A complex mental orientation

- A composite score

involving beliefs and feelings

of all independent

and values and dispositions to

variables derived after

act in certain ways.

the transformation of

Interval Scale

score of each independent variable into
standard Z-score

Remark: Reasons that the researcher use composite score of all four independent variables to
represent non- drinking teenagers' attitude and apply standard normal distribution to this
study are as follow:1. All four parts of thesis questionnaire regarding to four elements of marketing mix are reflect to

non-drinking teenagers' attitude toward energy drink. Then, it can be represented as their
overall attitude toward energy drink.
2. In order to use four elements of marketing mix to represent non-drinking teenagers' attitude, the
raw data (original score) of four elements of marketing mix rated by respondents have to sum
together to be composite score that represented their overall attitude.
3. Before the researcher working on composite score, the raw data of four elements of marketing
mix need to be equate them to the same scale because the raw data have difference in mean (µ)
and standard deviation (o). Then, it can not composite them due to the fact that the raw data that
have difference in mean (µ) and standard deviation (o) can not sum together. Since the thesis
questionnaire in this study have four difference aspect and each part of questionnaire have not
equal in number of questions, it causes the score rated by each respondents have difference in
mean (µ) and standard deviation (o). In ordeF to equate the raw data to the same scale, the
standard normal distribution is applied to this study. The standard normal distribution is a
normal distribution with a mean ofO and a standard deviation of 1. Normal distribution can be
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transformed to standard normal distribution by the formula
z =

x -µ
O"

The standard normal distribution is sometimes called the z-distribution. A z-score always
reflects the number of standard deviation above or below the mean a particular score. The
normal distributions are very important class of statistic distributions. All normal distribution
are symmetric and have bell-shapes density curves with a single peak. In a bell-shape curve,
most values fall in the middle, with few very high and very low values (Katrina D. Maxwell,
Ph.D., 2002). The normal distribution is one which appears in a variety of statistic applications.
One reason for the importance of the normal distribution follows from a mathematical result
called the Central Limit Theorem. This theorem tells us that sums of random variables are
approximately normally distributed if the number of observations is large.
4. To investigate "attitude" and measure its intensity, investigators typically use rating scales.
Statistical techniques founded upon mathematical proofs such as the Central Limit Theorem are
used to analyze numerically-scaled data classified into various "Level of measurement". In this
study, the researcher uses 5 points Likert scale and use interval scale as level of measurement.
Then, the Central Limit Theorem can be applied in this study.

Steps for calculation of dependent variable (non-drinking teenagers' attitude) are as
follows:1. Sum score rated by each respondent for each marketing mix component to be total score of
product factor, total score of price factor, total score of place factor and total score of
promotional factor.
2. Find x (score from original normal distribution) of each marketing mix component by using
total score of each marketing mix component derived from step 1 and divided by total number
of question for each component.
3. Find mean and standard deviation of each marketing mix component by using x score of each
component derived from step 2 through Statistical Package for Social Science (SPSS) program
in command

(Analyze~ Descriptive~

Descriptive).

4. The standard normal distribution is applied to find out the standard score (Z-score) of each
marketing mix component using results derived from step 2 and 3 by using transformation
formula
z

x -µ
O"

5. Sum Z-Score of each marketing component, product factor, price factor, place factor and
promotional factor and divided by 4 to find out the average Z-Score of each respondent.
6. According to the Central Limit Theorem, the Z-Score would range between + oo and - oo and
reflects the number of standard deviation above or below the mean. Then, the researcher used
standard deviation as the cutting score and recodes the score of each respondent derived from
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step 5 into 5 groups of respondents through Statistical Package for Social Science (SPSS)
program in command (Transform 7 Recode) which represented their attitude level as follows:

Strongly disa ee
- 00

Group 1

2
Disagree

- 2 SD

4
-1 SD

Score range between

N utral
0

Agree
+l SD

5
Strongly agree
+oo
+2 SD

Lowest through -2.01

represents person whose score fall

-2.00 __.. -1.01

represents person whose score fall

-1.00 __.. +l.00

represents person whose score fall

+1.01 __.. +2.00

represents person whose score fall

+2.01 through highest

represent person whose score fall

in Strongly disagree level
Group 2

Score range between
in Disagree level

Group 3

Score range between
in Neutral level

Group 4

Score range between
in Agree level

Group 5

Score range between
in Strongly agree level

From ranging score above, the researcher can found out the range of individual respondents'
attitudes fall within the standard normal curve. Results can represent non-drinking teenagers'
attitude as dependent variable of this study.
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CHAPTER4
RESEARCH METHODOLOGY

The researcher provides an overview of the research design that includes the
details of procedure necessary to obtain the research information as well as methodology
that will be used in this research. In order to achieve the research objective, the
appropriate research design is used as a guideline in collecting the appropriate data. This
section includes the research methods, respondents and sampling procedures, research
instruments/questionnaires, data collection procedures and statistical treatment of data.

4.1

Research Methods Used

Researcher decides to uses survey method for this study by using a structured
questionnaire in order to collect the data from the respondents. Survey is a_ research
technique that provides the most flexible way to obtaining data, inexpensive and accurate
means of assessing information about the population. Respondents are asked to do the
structured questionnaire and give only one result regarding to the attitude measurement
for each sub-element of marketing mix they believe that it can influence their attitude
toward energy drink. All questions are based on fixed-alternative question that require
the respondent to select the answer from the pre-determined set of responses.

Method of data gathering based on a face-to-face interview in the stage of
asking the respondent with screening question. Later researcher uses a self-administered
questionnaire from the first part through the fourth part in the questionnaire regarding to
the degree of the influence of each marketing mix components on their attitude toward
energy drink. Researcher uses self-administering questionnaire, in which respondents are
asked to complete the questionnaire themselves by distributing questionnaire to male
teenagers' age between 16-21 years old who never taste the energy drink before in order
to use the data to answer the hypotheses and fulfill the research objectives. Zikmund
(1997) stated that advantages of self-administering questionnaire are getting feedback
immediately, and collecting all the complete responses with a short period oftime.
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For research methodology, the researcher uses Multiple Regression Analysis
for this study and uses the Statistical Package for Social Science (SPSS) program to
analyze the respondents' data collected from the questionnaires.

4.2

Respondents and Sampling Procedure

Respondents are persons who answer an interviewer's questions or provides
answers to written questions in a self-administered survey (Zikrnund, 2000).

4.2.1

Target Population
Malhotra (2000) stated that target population is the collection of elements or

objects that possess the information sought by the researcher and about which inferences
are to be made. The target population of this research can be defined as follows:

4.2.2

•

Element: Male non-drinking teenagers aged between 16-21 years old.

•

Sampling Unit: Teenagers

•

Extent: Bangkok area

•

Time: August-September 2004

Determine the sample size

To determine the number of questionnaire to be included in this study, the
researcher uses the process of estimating a population proportion by researcher's
observations mentioned below:
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Figure 4.1: Observation process
Ask

1st

screening question

50 Teenagers

30 Teenagers

25 Teenagers

Ask 2nd screening question

From Figure 4.1, it can be explained that for every 50 teenagers that
researcher ask them screening questions, approximately 30 teenagers were qualified by
the first screening question followed by 25 qualified teenagers passed in the second
screening question respectively. Approximately 25 teenagers from 50 teenagers is 50%
or 0.5 of population proportion, then, researcher use 0.5 as the population proportion to
calculate the sample size of this research which proportion 0.5 also utilize the maximum
variance in order to estimate the sample size. It is the representative of the whole
population which the researcher attempts to investigate.

The formula for calculating sample size is
n

z

2

* Pq
ez

z 2 * P (1 - P)
e

(l.96) 2

* 0.5 (1 -

(0.05)
3.8416

0.5)

2

* 0.25

0.0025
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0 9629

0.0025
384.16 or 385
Where

4. 2. 3

n

Sample size

z

Z Score based on researcher's desire 95% level of confidence

p

Population proportion

q

1-P

e

Sampling error 0.05

Sampling procedure

For this study, the researcher used probability sampling technique for
selecting samples. Probability sampling is a sampling procedure in which each element
of the population has a probabilistic chance of being selected as the sample (Malhotra,
2000).

Selective sampling is a sampling techniques that researcher used to collect the
data from respondents. The potential male teenagers who happened to walk towards the
researcher have a chance to be selected. Researcher starts to ask target respondents about
their willingness to participate in this research first. After target respondents are willing
to participate in this research, they were asked the screening questions 1 and 2. For target
respondents that passed all the screening questions, the researcher informed them that the
primary goal of this project was to know whether the four elements of marketing mix can
influence their attitude or not. The respondents were asked to read the instructions given
at the top of the questionnaire and were given a verbal reminder by researcher that 1=
Strongly disagree and 5

=

Strongly agree. They were asked to keep in mind that their

answers should reflect their own personal beliefs. Upon completion of the questionnaire,
respondents were asked to keep questionnaire with them and wait until researcher walks
to collect it. The researcher estimates time to complete questionnaire around 5-6 minutes
per respondent.
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The researcher distributes questionnaire and collects data twice a week on
Saturdays and Sundays from four popular teenager places and two academic places
located in Bangkok. The researcher distributed questionnaire from 1 pm. to 5 pm. every
Saturday and Sunday at restaurants located in Siam Square and located around
Assumption University as well as canteen of Chulalongkom University in August September 2004. The researcher believes that a lot of teenager can be found at these
places and time and it is also based on the convenience of the researcher. List of selected
places and number ofrespondents participated for each selected places shown as follow:-

List of selected teenagers place:
N umber of respondents participation

Siam Square

100 teenagers

Siam Center

100 teenagers

Maboonkhong

50 teenagers

Jatujak market

30 teenagers

List of selected academic place:

Chulalongkom University

50 teenagers

Assumption University

55 teenagers

Total

4.3

385 teenagers

Research Instruments I Questionnaire

The research instrument for this study is questionnaire that used for collecting
the data regarding the influence of marketing mix on attitude of non-drinking teenagers
towards energy drinks. The type · of questionnaire in this research was a structured
questionnaire which contains a list of questions that have pre-specified choices. The
formation of questionnaire has been developed from the relevant studies as well as from
the internal studies of the researcher's company conducted before. The questionnaire is
prepared in Thai and English and the researcher distributed the Thai questionnaires in
order to gather data from the target respondents.
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From this research, the questionnaire is used as the instrument to investigate
the influence of marketing mix on non-drinking teenagers' attitude comprises male
teenagers (16-21 years old) in order to achieve the research objectives. The questionnaire
is divided into four parts regarding the four components of marketing mix that starts with
screening question and end by personal data as follows:

Screening question: The researcher used screening questions in order to

select the right target population. There are two questions regarding the age of
respondents and their drinking experience towards any energy drink brands. If
respondents are qualified, then, the researcher starts to ask question in part 1.

From parts 1-4, the Five-Point Likert scale was used to measure the degree of
attitudes that influenced by each element of marketing mix ranking from "Strongly
disagree" to "Strongly agree" as mentioned below:

5 = Strongly Agree
4 =Agree
3 =Neutral
2 =Disagree
1 = Strongly Disagree

Part 1: Product factor: This part consists of seven questions used to measure

the level of non-drinking teenagers' attitude towards energy drinks influenced by each
product attribute.
Part 2: Price factor: This part consists of two questions used to measure the

level of non-drinking teenagers' attitude towards energy drinks influenced by each price
attribute.
Part 3: Place (Distribution) factor: This part consists of four questions used

to measure the level of non-drinking teenagers' attitude towards energy drinks influenced
by each place attribute.
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Part 4: Promotion factor: This part consists of fourteen questions used to
measure the level of non-drinking teenagers' attitude towards energy drinks influenced
by each promotional attribute.
Personal data: This part divided into two questions in order to identify
demographic characteristics of target respondent. The first question focuses on income
level of the respondents and the second question on their occupation. Since the target
respondents of this research are only male teenagers, then, the question asks about the
gender of respondents is excluded.

4.3.1

Pretest for reliability

Pretest refers to the testing of the questionnaire on a small sample of
respondents in order to identify and eliminate potential problems (Malhotra, 2000). The
respondents of the pretest and for the actual survey should be drawn from the same
population. Zikmund (2003) also stated that pretest is a trial run with group of
respondents for the purpose of detecting problems in a questionnaire's instructions or
design.

A good questionnaire should not be confusing, ambiguous and potentially
offensive to the respondents, leading or bias (Churchill, 1996). Vanichbuncha (2001)
mentioned that in order to conduct the pretest, the number of respondents should be at
least 25 samples. Therefore, the researcher used 30 male non-drinking teenagers aged
between 16-21 years to conduct the pretest.

In order to find out the reliability, all questionnaires were processed in SPSS
program by using the Cronbach's Coefficient Alpha Scales. The result of reliability can
help researcher to find out whether the data that collected from target population are
reliable or not. The reliability value for pretest is shown in Table 4.1:
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Table 4.1: The reliability value

Variables (Marketing mix elements)

Alpha

1. Product Factor

0.7464

2. Price Factor

0.8149

3. Place Factor

0.8542

4. Promotional Factor

0.9085

Tables 4.1, it shows that all the variables regarding Cronbach's Coefficient
Alpha value are more than 0.6. Sekaran (I 992) mentioned that if the reliability value is
equal to at least 0.6, it was considered reliable. Then, one can consider that the
questionnaire of this study regarding the four elements of marketing mix is sufficient to
examine the hypotheses.

4.4

Data Collection Procedures

The researcher has collected data from two main sources. Primary data were
collected from survey with a questionnaire. Questionnaires were filled by 385
respondents from four popular teenagers' places and two academic places in August and
September 2004.

Secondary data were collected from many sources such as marketing
magazines, newspapers, text books in the library, journals, relevance study and internet.
The researcher has selected data related to this study and useful for the research purpose.

4.5

Statistical Treatment of Data

In this research, all data is manipulated by using Statistical Package for Social

Science (SPSS) program in order to facilitate the researcher to interpret the results to
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reach the research objectives. This program can be used to analyze both descriptive
analysis and inferential statisticd. The statistical methods used in this research are:

;>< Descriptive Statistics
This method presents quantitative descriptions in a manageable form. It
summarizes properties of data using numerical measures or graphs. In general,
descriptive statistics try to summarize the variability in the data about

a: population

or

sample such as the spread of the numbers and the center of the data such as the mean,
average, or median (Zikmund, 2003). Furthermore, it is useful for the researcher to
characterize and describe data that is actually collected.

'><

The researcher uses descriptive statistic to describe demographic variables,

income level and occupation of non-drinking teenagers as well as their attitude level
rated towards each sub-element of marketing mix that they believe can influence their
attitude towards energy drinks in order to process the data in the form of frequencies and
percentage.

Inferential Statistics

The statistical measures used for making inferences from findings based on
sample observations to a large population (Babbie, 2001). The analysis of data is direct
towards generalizing, summarizing, and making valid conclusions about a larger set of
measurement from which a given data was collected and of which a given data forms just
a part. Zikmund (2003) also mentioned that this type of statistics is used to make
inferences or judgments about a population on the basis of a sample. It can be said that
inferential statistics allow us to take information from a smaller group and make
inferences about a larger group from which the smaller group was taken.
~· In this research, inferential statistics is used for testing the statistical

significant of the model as well as the predictive power of each independent variables
towards dependent variables.
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~4.5.1 Multiple Regression

Multiple Regression is a statistical technique that simultaneously develops a
mathematical relationship between two or more independent variables and an interval
scaled dependent variable (Malhotra, 2000). This method is used to predict the variance
in interval dependent variable based on a linear combinations of interval, dichotomous or
dummy independent variable. Multiple Regression can establish a set of independent
variables that explain proportion of the variance in a dependent variable at a significant
level (significant test of R2), and can establish the relative predictive importance of the
independent variables as well.

Multiple Regression model that used to explain the results of multiple
regression analysis is

y

Which is estimated by the following equation:

Then, the multiple regression model of this research is

C + b1 PRO+ b2 PRI + b3 PLA + b4PROM

TA

Where

TA

Teenagers' attitude

c

Constant (Estimate value of Y when X is zero)

b

Regression Coefficient or B Coefficient. It determines the
value that represents the expected change in Y when X is
changed by one unit.

PRO

(XI)

Product Factor
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PR

(X2)

Price Factor

PLA

(X3)

Place Factor

PROM (X4)

Promotion factor

Table 4.2: Hypotheses tested by Multiple Regression

Hypothesis

Ho1:

Product factor has no influence on non-drinking
teenagers' attitude towards energy drinks.

Ha1:

Product factor has influence on non-drinking
teenagers' attitude towards energy drinks

Ho2:

Price factor has no influence on non-drinking
teenagers' attitude towards energy drinks

Ha2:

Price factor has influence on non-drinking
teenagers' attitude towards energy drinks

Ho3:

Place factor has no influence on non-drinking
teenagers' attitude towards energy drinks

Ha3:

Place factor has influence on non-drinking
teenagers' attitude towards energy drinks

Ho4:

Promotion factor has no influence on non-drinking
teenagers' attitude towards energy drinks

H~:

Promotion factor has influence on non-drinking
teenagers' attitude towards energy drinks

Hos:

Marketing mix have no influence on non-drinking
teenagers' attitude towards energy drinks.

Has:

Marketing mix have influence on non-drinking
teenagers' attitude towards energy drinks.
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CHAPTERS

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULT

This chapter examines the findings of the data based on the sample size of
385 respondents. The results are interpreted by using SPSS Program. The findings are
derived from the respondents and the researcher has used the data to generate both
descriptive and inferential statistics. It is useful to provide the optimal research results
that fulfill the research objective.

In this research, the analyses includes non-drinking teenagers' attitude
towards energy drink in aspect of the influence of marketing mix on their attitude. For
the first part, descriptive statistics is used to describe demographic characteristics of
the respondents consists of their income level and occupation in form of frequencies
and percentages. The second part composes of descriptive statistics regarding to the
influence of marketing stimuli (product, price, place and promotion) towards nondrinking teenagers' attitude. Result of descriptive statistics for each marketing mix's
component presented in form of percentage table classified by each variable and its
attribute. Marketing mix (4 Ps) is presenting as independent variable and nondrinking teenagers' attitude is presenting as dependent variable in this research. The
last part composes of the inferential analysis for hypothesis testing. In order to test the
statistical significant, the researcher used Multiple Regression Analysis as research
methodology to test the hypothesis one to five in order to see how much variation in
dependent variable that contributed by each independent variable and what marketing
mix component (independent variables) is the strongest predictor in the model.
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5.1

Demographic characteristics of respondents

Demographic characteristics of non-drinking teenagers participated in this
research can be classified by their income level and occupation. The percentage and
number of respondents toward each income level and occupation are shown in the
following tables.

Table 5.l:frequencies table of respondent classified by income level
Occupation of respondents
Income per month

Student

Private company

Self-employed

Employee

Total I
Percentage

Less than 5,000 Baht

120

1

5,001-10,000 Baht

165

4

10,001-15,000 Baht

55

9

64 (16.6%)

15,001-20,000 Baht

13

10

23 (6%)

More than 20,000 Baht

4

1

5 (1%)

357

25

Total

121 (31.4%)
3

3

172 (44.7%)

385 (100%)

n = Male 385 respondents

Teenagers who participated in this research are males aged between 16-21
years from three different fields. Table 5.1 shows that the majority of non-drinking
teenagers who participated in this research were students represented by 357
teenagers. Most of them received monthly income from their parents in the range
5,001-10,000 Baht represented by 172 teenagers (44.7%) followed by income level
less than 5,000 Baht per month represented by 121 teenagers (31.4%), income level
between 10,001-15,000 Baht per month represented by 64 teenagers (16.6%), income
level between 15,001-20,000 Baht per month represented by 23 teenagers (6%) and
income level that the least respondents receive per month is more than 20,000 Baht
represented by 5 teenagers (1 %) respectively.
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5.2

Non-drinking teenagers' attitude towards each element of marketing mix

Marketing mix components used to test in this research can be classified
in four main independent variables. There are product, price, place and promotion
factor which comprises attributes within each independent variable. Non-drinking
teenagers' attitude towards each attribute can be categorized into five levels as
Strongly Disagree (SD), Disagree (D), Neutral (N), Agree (A) and Strongly Agree
(SA) coded by Five-Point Likert Scale.

5. 2.1

Product factor

The percentage of product factor rated by respondents is shown in Table
5.2.

Table 5.2: Product/actor ranking by percentage
A

SA

SD

D

N

- The aroma of energy drink

4.7%

9.9%

23.4% 37.9% 24.2%

- The taste of energy drink

1.0%

5.7%

19%

- Vitamins and nutrition contain in

2.3%

11.4% 22.1% 33.0% 31.2%

- Freshness and energy obtain after drink

0.8%

9.6%

- Caffeine contain in energy drink

7.0%

13.0% 19.7% 29.6% 30.6%

-The packaging design of energy drink

4.2%

11.7% 32.7% 36.9% 14.5%

- Brand name of energy drink

3.9%

4.7%

43.9% 30.4%

energy drink
17.1% 37.4% 35.1%

28.8% 44.9% 17.7%

n=385

Table 5.2 shows the level of non-drinking teenagers' attitudes toward each
attribute of product factor classified by percentage. The highest percentage of first
attribute is 37.9% and can be explained that majority of non-drinking teenagers agree
that the aroma of energy drinks can influence their attitude towards energy drink.
While 24.2% of respondents strongly agree, 23.4% are neutral, 9.9% disagree and
4.7% strongly disagree respectively to this statement.
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For the second product attribute, a majority of non-drinking teenagers
agree that the taste of energy drink can influence their attitude towards energy drink.

It is represented by 43.9% of the total respondents. Where 30.4% of the respondents

strongly agree, 19% are neutral, 5.7% disagree and 1% strongly disagree to this
statement.

For the third product attribute, a majority of non-drinking teenagers agree
that the vitamins and nutrition contained in energy drinks can influence their attitude
towards energy drinks. It is represented by 33% of the total respondents. Whereas
31.2% of respondents strongly agree, 22.1% are neutral, 11.4% disagree and 2.3%
strongly disagree to this statement.

For the fourth product attribute, a majority of non-drinking teenagers
agree that freshness and energy obtained from energy drinks can influence their

attitude towards energy drinks. It is represented by 37.4% of the total respondents.
While 35.1 % of the respondents strongly agree, 17.1 % are neutral, 9.6% disagree and
0.8% strongly disagree to this statement.

For the fifth product attribute, a majority of non-drinking teenagers
strongly agree that caffeine contained in energy drink can influence their attitude

towards energy drinks. It is represented by 30.6% of the total respondents. Where
29.6% of the respondents agree, 19.7% are neutral, 13% disagree and 7% strongly
disagree to this statement.

For the sixth product attribute, a majority of non-drinking teenagers agree
that packaging design of energy drinks can influence their attitude towards ·energy
drinks represented by 36.9% of the total respondents. Whereas 32.7% of the total
respondents are neutral, 14.5% strongly agree, 11.7% disagree and 4.2% strongly
disagree to this statement.

For the seventh product attribute, a majority of non-drinking teenagers
agree that brand names of energy drinks can influence their attitude towards energy

drinks as represented by 44.9% of the total respondents. Whereas 28.8% of the
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respondents are neutral, 17.7% strongly agree, 4.7% disagree and 3.9% strongly
disagree to this statement.

5. 2. 2 Price factor

The percentage of price factor rated by respondents is shown in Table 5.3.

Table 5.3: Price/actor ranking by percentage

- Selling price of energy drinks

SD

D

N

A

SA

4.4%

9.4%

25.5%

35.1 %

25.7%

9.1%

19.7%

23.1%

28.8%

19.2%

- lncreasmg selling pnce of energy dnrik
to obtain more nutrition and net contents
n= 385

Table 5.3 shows the level of non-drinking teenagers' attitude towards each
attribute of price factors classified by percentage. The highest percentage of first
attribute is 35.1 % and can be explained that a majority of non-drinking teenagers

agree that selling price of energy drink can influence their attitude toward energy
drink. While 25.7% of respondents strongly agree, 25.5% are neutral, 9.4% disagree
and 4.4% strongly disagree respectively to this statement

For the second price attribute, 28.8% of non-drinking teenagers agree that
increasing selling price of energy drinks in order to obtain more nutrition and net
contents can influence their attitude towards energy drinks. Whereas 23 .1 % of the
respondents are neutral, 19. 7% disagree, 19.2% strongly agree and 9 .1 % strongly
disagree to this statement.

5.2.3

Place (Distribution) factor

The percentage of place factor rated by respondents is shown in Table 5.4.
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Table 5.4: Place/actor ranking by percentage

SD

D

N

A

SA

- Product availability

3.9%

7.3%

15.1%

35.3%

38.4%

- Convenience to buy energy drink

2.1%

4.7%

14.3%

35.3%

43.6%

- Shelf space of energy drink

4.7%

8.6%

32.5%

35.1% 19.2%

- Type of retail store selling energy drink

2.1%

6.0%

13.2%

35.1%

43.6%

n =385

Table 5.4 shows the level of non-drinking teenagers' attitude towards each
attribute of place factor classified by percentage. The highest percentage of first
attribute is 38.4% and can be explained that a majority of non-drinking teenagers
strongly agree that product availability can influence their attitude toward energy

drinks. While 35.3% of the respondents agree, 15.1 % are neutral, 7.3% disagree and
3.9% strongly disagree to this statement.
For the second place attribute, a majority of non-drinking teenagers
strongly agree that the convenience to buy energy drinks can influence their attitude

towards energy drinks. It can be explained by 43.6% of total respondents. Whereas
35.3% of respondents agree, 14.3% are neutral, 4.7% disagree and 2.1% strongly
disagree to this statement.
For the third place attribute, a majority of non-drinking teenagers agree
that shelf space of energy drinks for position of product display in the freezer such as
in the first row, middle row or the last row of the freezer as well as the number of
rows displayed products can influence their attitude towards energy drinks is
represented by 35.1% of the total respondents. Where 32.5% of respondents are
neutral, 19.2% strongly agree, 8.6% disagree and 4.7% strongly disagree to this
statement.
For the fourth place attribute, a majority of non-drinking teenagers
strongly agree that type of retail stores selling energy drinks such as groceries store,
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convenient stores, supermarkets or hypermarkets can influence their attitude towards
energy drinks as represented by 43.6% of total respondents. While 35.l % of
respondents agree, 13.2% are neutral, 6% disagree and 2.1 % strongly disagree
respectively to this statement.

5. 2. 4 Promotion factor

The percentage of promotion factor rated by respondents is shown in
Table 5.5.

Table 5.5: Promotional/actor ranking by percentage
SD

D

N

A

SA

- Buy one get one free promotion

3.9%

16.1%

15.3%

34.5% 30.1%

- Cap collection promotion to exchange

4.7%

9.6%

22.6%

35.6% 27.5%

- Lucky draw promotion

3.6%

17.7%

26.8%

29.4% 22.6%

- Instant win promotion

4.4%

12.5%

23.1%

33.5% 26.5%

- Co-promotion with other product

7.3%

14.8% 28.6% 26.2%

- Coupon discount to buy energy drink

9.1%

9.6%

30.1%

31.9% 19.2%

- Television advertising of energy drink

2.1%

13.8%

30.9%

31.2% 22.1%

- Presenter in television advertising

2.6%

14.0% 32.5% 31.7%

- Outdoor advertising

5.5%

16.4%

- Radio spot of energy drink

5.5%

14.5% 32.5% 29.6%

- Newspaper and magazine advertising of

2.1%

19.2%

29.4%

14.3%

17.7%

29.4% 18.2% 20.5%

2.6%

4.2%

10.9%

24.7%

57.7%

2.6%

6.2%

8.6%

24.7%

57.9%

the prize

23.1%

categories

25.7%

19.2%

28.1% 24.4%
17.9%

31.4% 17.9%

energy drink
- Direct selling of energy drink through
company sale force
- Social responsibility of the energy drink
manufacturer
- Attending in sport sponsorship program
of the energy drink manufacturer
n= 385
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Table 5.5 shows the level of non-drinking teenagers' attitude towards each
attribute of promotion factor classified by percentage. It shows that the highest
percentage of the first attribute in promotion factor is explained by 34.5% of the total
respondents. It shows that majority of non-drinking teenagers agree that buy one get
one free promotion can influence their attitude towards energy drinks. Where 30.l %
of respondents strongly agree, 16.1 % disagree, 15.3% are neutral and 3.9% strongly
disagree to this statement.

For the second promotion attribute, a majority of non-drinking teenagers
agree that cap collection promotion for exchanging the prize can influence their

attitude towards energy drinks. It is shown by 35.6% of total respondents. Whereas
27.5% of respondents strongly agree, 22.6% are neutral, 9.6% disagree and 4.7%
strongly disagree to this statement.

For the third promotion attribute, 29.4% of non-drinking teenagers agree
that lucky draw promotions can influence their attitude towards energy drinks. While
26.8% of the respondents are neutral, 22.6% strongly agree, 17.7% disagree and 3.6%
strongly disagree to this statement.

For the fourth promotion attribute, 33.5% of non-drinking teenagers agree
that instant win promotion can influence their attitude towards energy drinks. Where
26.5% of respondents strongly agree, 23.1% are neutral, 12.5% disagree and 4.4%
strongly disagree respectively to this statement.

For the fifth promotion attribute, 28.6% of non-drinking teenagers are
neutral that co-promotion with other product categories such as buy one Wrangyer

Energy Drink get one Fisho free can influence their attitude towards energy drinks.
Whereas 26.2% of respondents agree, 23.l % strongly agree, 14.8% disagree and
7.3% strongly disagree to this statement.

For the sixth promotion attribute, 31.9% of non-drinking teenagers agree
that coupon discount to buy energy drink can influence their attitudes toward energy
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drinks. While 30.1% of respondents are neutral, 19.2% strongly agree, 9.6% disagree
and 9.1 % strongly disagree to this statement.

For the seventh promotion attribute, 31.2% of non-drinking teenagers
agree that television advertising of energy drink can influence their attitude tpwards

energy drinks. Where 30. 9% of respondents are neutral, 22.1 % strongly agree, 13 .8%
disagree and 2.1 % strongly disagree to this statement.

For the eighth promotion attribute, 32.5% of non-drinking teenagers are
neutral that presenter in TV Advertising can influence their attitude towards energy

drinks. Whereas 31.7% of respondents agree, 19.2% strongly agree, 14% disagree
and 2.6% strongly disagree to this statement.

For the ninth promotion attribute, 28.1 % of non-drinking teenagers agree
that outdoor advertising such as billboard, banner and moving advertising such as taxi
advertising can influence their attitude towards energy drinks. While 25.7% of
respondents are neutral, 24.4% strongly agree, 16.4% disagree and 5.5% strongly
disagree to this statement.

For the tenth promotion attribute, 32.5% of non-drinking teenagers are
neutral that radio spot promote of energy drink can influence their attitude towards

energy drinks. Where 29.6% of respondents agree, 17.9% strongly agree, 14.5%
disagree and 5.5% strongly disagree to this eleventh statement.

For the eleventh promotion attribute, 31.4% of non-drinking teenagers
agree that newspaper and magazine advertising of energy drink can influence their

attitude towards energy drinks. Whereas 29.4% of respondents are neutral, 19.2%
disagree, 17.9% strongly agree and 2.1 % strongly disagree to this statement.

For the twelfth promotion attribute, 29.4% of non-drinking teenagers are
neutral that direct selling of energy drink through company sale force can influence

their attitude towards energy drinks. While 20.5% of respondents strongly agree,
18.2% agree, 17.7% disagree and 14.3% strongly disagree to this statement.
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For the thirteenth promotion attribute, 57.7% of non-drinking teenagers
strongly agree that social responsibility of the energy drink manufacturer such as
giving scholarship to students or donation of fund and things to people who face the
flood disaster can influence their attitude towards energy drinks. Where 24. 7% of
respondents agree, 10.9% are neutral, 4.2% disagree and 2.6% strongly disagree to
this statement.

For the fourteenth promotion attribute, 57.9% of non-drinking teenagers
strongly agree that energy drinks manufacturers that attend sport sponsorship
programs can influence their attitude towards energy drinks. Whereas 24.7% agree,
8.6% are neutral, 6.2% disagree and 2.6% strongly disagree to this statement.·

5.3

The hypothesis testing

In this research, there are five hypotheses that can be tested by Multiple
Regression analysis. Multiple Regression is the statistical method used to identify a
set of independent variables and its contribution which provides a useful estimate of
dependent variables. This methodology is also applied to predict the variance in
dependent variable which account for independent variable. In this research, Multiple
Regression was conducted to evaluate the predictive power of marketing mix on the
variance of non-drinking teenagers' attitude towards energy drinks.
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5.3.1 Multiple Regression

Hypothesis 1:
Ho1:

Product factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

Ha1:

Product factor has influence on non-drinking teenagers' attitude
towards energy drinks.

Hypothesis 2:
Ho2:

Price factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

Ha2:

Price factor has influence on non-drinking teenagers' attitude towards
energy drinks.

Hypothesis 3:
Ho3:

Place factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

Ha3:

Place factor has influence on non-drinking teenagers' attitude towards
energy drinks.

Hypothesis 4:
Ho4 :

Promotion factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

H~:

Promotion factor has influence on non-drinking teenagers' attitude
towards energy drinks.

Hypothesis 5:
Hos:

Marketing mix has no influence on non-drinking teenagers' attitude
towards energy drinks.

Has:

Marketing mix has influence on non-drinking teenagers' attitude
towards energy drinks.
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Table 5.6: ANOVA Table

Model
1

Regression
Residual
Total

Sum of
Squares
34.682
28.253
62.935

Mean Square
8.671
7.435E-02

df
4
380
384

F
116.619

Siq,
.oooa

a. Predictors: (Constant), PROMO, PRICE, PRODUCT, PLACE
b. Dependent Variable: ATTITUDE

The ANOVA Table 5.6 reports the overall significance of model comprise
of the entire set of predictor variables which constitute the product, price, place and
promotion factor. The observed p value is less than 0.05 significant level (.000<0.05).
Therefore, it can be concluded that the findings are statistically significant. The null
hypothesis in hypothesis 5 is rejected. The result shows that marketing mix (product
factor, price factor, place factor and promotion factor) have an influence on nondrinking teenagers' attitude towards energy drinks. In addition, the researcher
attempts to examine how the attitude of non-drinking teenagers varies by all the
elements of marketing mix. The results are shown in Table 5.11:
Table 5.7: Model summary of coefficient of determination (R 2)

Model Summary

Model
1

R
.742a

Adjusted
R Square
.546

R Square
.551

Std. Error of
the Estimate
.2727

a. Predictors: (Constant), PROMO, PRICE, PRODUCT,
PLACE

Table 5.7 shows the coefficient of determination (R2) between the entire
set of marketing mix (product, price, place and promotion factors) and non-drinking
teenagers' attitude towards energy drinks is equal to 55.1 %. It means that the
variation of attitude could be accounted by the entire set of marketing mix which is
around 55.1%.
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Furthermore, the researcher has applied Stepwise Method of Multiple
Regression Analysis in this study. In Stepwise Method, each variable is entered in a
sequence and its value assessed. If adding the variable contributes to the model then it
is retained, but all other variables are then re-tested to see if they are still contributing
to the success of the model. If they no longer contribute significantly they are
removed. Then, the researcher applied this method in other to see how the elements
of marketing mix contribute to each model. Elements of marketing mix with the
largest associate with attitude enters to the equation first. Results also show the
variation of non-drinking teenagers' attitude are explained by each model.

Table 5.8: ANO VA Table of Stepwise Method

Model
1

2

3

4

Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

Sum of
Squares
21.273
41.662
62.935
29.227
33.708
62.935
32.629
30.306
62.935
34.682
28.253
62.935

df
1
383
384
2
382
384
3
381
384
4
380
384

Siq.

Mean Square
21.273
.109

F
195.563

14.614
8.824E-02

165.614

.ooob

10.876
7.954E-02

136.736

.oooc

8.671
7.435E-02

116.619

.000~

.oooa

a. Predictors: (Constant), PRODUCT
b. Predictors: (Constant), PRODUCT, PLACE
c. Predictors: (Constant), PRODUCT, PLACE, PROMO
d. Predictors: (Constant), PRODUCT, PLACE, PROMO, PRICE
e. Dependent Variable: ATTITUDE

Table 5.8, ANOVA table of Stepwise Method reports the significance of
each model that can be divided by four models.

1st

Model:

This model contributed by product factors only. Because product
factors have the largest associate with non-drinking teenagers' attitude,
then it is entered to the model first. From the model, the observed p
value is less than 0.05 significant level (.000<0.05). Therefore, it can
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be said that there is a significant linear relationship between product
factors and non-drinking teenagers' attitude towards energy drinks.

2°d Model:

This model contributed by product factors and place factors. From the
model, the observed p value is less than 0.05 significant level
(.000<0.05). Therefore, it can be said that product factors and place
factors have a significant linear relationship with non-drinking
teenagers' attitude towards energy drinks.

3rd

Model:

This model contributed by product factors, place factors and
promotion factors. From the model, the observed p value is less than
0.05 significant level (.000<0.05). Therefore, it can be said that
product factors, place factors and promotion factors have a significant
linear relationship with non-drinking teenagers' attitude towards
energy drinks.

4th Model:

This model contributed by product factors, place factors, promotion
factors and price factors. From the model, the observed p value is less
than 0.05 significant level (.000<0.05). Therefore, it can be said that
product factors, place factors, promotion factors and price factors have
a significant linear relationship with non-drinking teenagers' attitude
towards energy drinks.

Additionally, the researcher also attempts to examine the proportion of the
variation of non-drinking teenagers' attitude explained by each model examined by
the coefficient of determination or R2 . The results are shown in Table 5.9:
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Table 5.9: Model summary of coefficient of determination (R 2) by Stepwise Method

Model Summary

Model
1
2
3
4

R
.581a
.681b

.noc
.742d

R Square
.338
.464
.518
.551

Adjusted
R Square
.336
.462
.515
.546

Std. Error of
the Estimate
.3298
.2971
.2820
.2727

a. Predictors: (Constant), PRODUCT
b. Predictors: (Constant), PRODUCT, PLACE
c. Predictors: (Constant), PRODUCT, PLACE, PROMO
d. Predictors: (Constant), PRODUCT, PLACE, PROMO,
PRICE

Table 5.9 explained that

1st

model, which includes only product factor

accounting for 33.8% (R2 equal to .338) of the variance being explained. It can be
said that about 33.8% of the variance in non-drinking teenagers' attitude can be
accounted by place factor.

The inclusion of place factor into 2nd model results in an additional 12.6%
of the variance being explained (R2 equal to .464). It can be said that about 46.4% of
the variance in non-drinking teenagers' attitude can be accounted for by product and
place factors.

The 3rd model, which includes promotion variable can contribute 51.8% of
the variance in the model (R2 equal to .518) with additional 5.4% of the variance
being explained. It can be said that about 51.8% of variance in non-drinking
teenagers' attitude can be accounted by product factor, place factor and promotion
factors.
2

The final model is also includes price factors which account for 55.1 % (R

equal to 0.551) of the variance in the model which results in an additional 3.3% of the
variance being explained. It can be said that about 55.1 % of the variance in attitude
can be accounted by product factor, place factor, promotion factor and price factor.

71

In order to have a better understanding of the interpretation of each model,
the comparison between each independent variable in the model and the statistical
significant of each marketing mix component towards non-drinking teenagers'
attitude, the researcher uses the data from coefficients table to interpret the results in
the following way:

Table 5.10: Coefficients table by Stepwise method
Coefficients"

Unstandardized
Coefficients
Model
1
2

3

4

Standardi
zed
Coefficien
ts
Siq.

(Constant)

B
1.560

Std. Error
.105

PRODUCT

.389

.028

(Constant)

1.179

.103

PRODUCT

.272

.028

.406

9.740

.000

PLACE

.207

.022

.396

9.495

.000

(Constant)

.926

.105

8.806

.000

PRODUCT

.230

.027

.343

8.418

.000

PLACE

.158

.022

.302

7.154

.000

PROMO

.168

.026

.269

(Constant)

.916

.102

Beta
.581

t
14.819

.000

13.984

.000

11.455

.000

6.540

.000

9.014

.000

PRODUCT

.190

.027

.284

6.927

.000

PLACE

.142

.022

.271

6.571

.000

.147

.025

.235

5.835

.000

8.541E-02

.016

.206

5.255

.000

PROMO
PRICE

a. Dependent Variable: ATTITUDE

Table 5.10 shows the standardized regression coefficient which gives a
measure of the contribution of each variable to the model. The beta weights are the
regression coefficients for standardized data which help assess the relative importance
of the independent variables relative to the given model embodied in the regression
equation. It is a measure of how strongly each independent variable influences the
dependent variable. It is useful to compare the relative importance of each
independent variable or relative explanatory power of different independent variables.
Thus, the higher the beta value, the greater the impact of independent variable (X) on
dependent variable (Y). The beta is measured in units of standard deviation and it is
explained in the following section:
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1st

model:

The beta weights .581 on product factor indicates that a change in one
standard deviation of product factor will result in a change of .581
standard deviation of non-drinking teenagers' attitudes.

2"d model:

This model is contributed by product factor that has the beta weights
.406 and place factor that has the beta weights .396. The beta weights
.406 of product factor indicates that a change in one standard deviation
of product factor will result in a change of .406 standard deviation of
non-drinking teenagers' attitude. Whereas the beta weights .396 of
place factor indicates that a change in one standard deviation of place
factor will result in a change of .396 standard deviation of nondrinking teenagers' attitude. When compared to the predictive power
between each variable in the model, product factor has the highest
predictive power or influence on non-drinking teenagers' attitude than
place factor.

3rd

model:

This model is contributed by product factor that has the beta weights
.343, place factor that has the beta weights .302 and promotion factor
that has the beta weights of .269. The beta weights .343 of product
factor indicates that a change in one standard deviation of product
factor will result in a change of .343 standard deviation of nondrinking teenagers' attitude. Whereas the beta weights .302 of place
factor indicates that a change in one standard deviation of place factor
will result in a change of .302 standard deviation of non-drinking
teenagers' attitude. While the beta weights .269 of promotion factor
indicates that a change in one standard deviation of promotion factor
will result in a change of .269 standard deviation of non-drinking
teenagers' attitude. When compared to the predictive power among
three variables in the model, product factor has the highest predictive
power or influence on non-drinking teenagers' attitude than place and
promotion factor.
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4th model: This model is contributed by product factor that has the beta weights .284,

place factor that has the beta weights .271, promotion factor that has
the beta weights .235 and price factor that has the beta weights .206.
The beta weights .284 on product factor indicates that a change in one
standard deviation in product factor will result in a change of .284
standard deviation in non-drinking teenagers' attitude. Whereas the
beta weights .271 on place factor indicates that a change in one
standard deviation of place factor will result in a change of .271
standard deviation of non-drinking teenagers' attitude. While the beta
weights .235 of promotion factor indicates that a change in one
standard deviation of promotion factor will result in a change of .235
standard deviation of non-drinking teenagers' attitude. Where the beta
weight .206 of price factor indicates that a change in one standard
deviation of price factor will result in a change of .206 standard
deviation of non-drinking teenagers' attitude. When compared to the
predictive power among four variables in the model, product factor has
the highest predictive power or influence on non-drinking teenagers'
attitude then other variables. This model can be explained the
statistically significant of each marketing mix component in order to
accept or reject the null hypothesis of hypothesis 1 to 4 as Table 5.11
below:-

Table 5.11: Coefficients table

Coefficients"'

Unstandardized
Coefficients
Model
1

(Constant)
PRODUCT

B
.916

Std. Error
.102

Standardi
zed
Coefficien
ts
Beta

t
9.014

Siq.
.000

.190

.027

.284

6.927

.000

PRICE

8.541E-02

.016

5.255

.000

PLACE

.142

.022

.206
.271

6.571

.000

PROMO

.147

.025

.235

5.835

.000

a. Dependent Variable: ATTITUDE
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Table 5.11 shows the statistically significant of each marketing mix
component towards non-drinking teenagers' attitude. The interpretation of results are
shown as follow:-

Hypothesis 1:
Ho1:

Product factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

Ha 1:

Product factor has influence on non-drinking teenagers' attitude
towards energy drinks.

The observed p value is less than 0.05 significant level (.000<0.05).
Therefore, it can be concluded that the findings are statistically significant. The null
hypothesis is rejected. The result shows that product factor has influence on nondrinking teenagers' attitude toward energy drink.

Hypothesis 2:
Ho2 :

Price factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

Ha2 :

Price factor has influence on non-drinking teenagers' attitude towards
energy drinks.

The observed p value is less than 0.05 significant level (.000<0.05).
Therefore, it can be concluded that the findings are statistically significant. The null
hypothesis is rejected. The result shows that price factor has influence on nondrinking teenagers' attitude toward energy drink.

Hypothesis 3:
Ho 3 :

Place factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

Ha3 :

Place factor has influence on non-drinking teenagers' attitude towards
energy drinks.

75

The observed p value is less than 0.05 significant level (.000<0.05).
Therefore, it can be concluded that the findings are statistically significant. The null
hypothesis is rejected. The result shows that place factor has influence on nondrinking teenagers' attitude toward energy drink.

Hypothesis 4:
Ho4:

Promotion factor has no influence on non-drinking teenagers' attitude
towards energy drinks.

H~:

Promotion factor has influence on non-drinking teenagers' attitude
towards energy drinks.

The observed p value is less than 0.05 significant level (.000<0.05).
Therefore, it can be concluded that the findings is statistically significant. The null
hypothesis is rejected. The result shows that promotion factor has influence on nondrinking teenagers' attitude toward energy drink.

Conclusion of the results:

R square= .551 (55.1 %), F 4,3so = 116.619, P < 0.005
Significant variables are shown below

Predictor Variable

Beta

p

Product factor

.284

p < 0.005

Place factor

.271

p < 0.005

Promotion factor

.235

p < 0.005

Price factor

.206

p < 0.005

The results show that marketing mix component, product, price, place and
promotion were significant predictors in the model and product factor was the
strongest predictor among four marketing mix component.
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CHAPTER6

SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

This

chapter

presents

the

research

summary,

conclusions

and

recommendations regarding to non-drinking teenagers' attitude towards energy drinks
that influence by four elements of marketing mix. Results are analyzed from the data
collected based on 385 respondents participated in this research. This chapter is
divided into five sections. First section is summary of the findings towards
demographic characteristics of the respondents and their attitude towards each subelement of marketing mix. The second section is the summary of the results of all
hypotheses testing. The third section includes of conclusion and the fourth section a
list of recommendations. The final section consists of suggestions for future research.

6.1

Summary of findings

This research was conducted in order to study the influence of marketing
mix on non-drinking teenagers' attitude towards energy drinks. Results were derived
from data gathered by self-administered questionnaire during August-September
2004. For this section, the researcher summarizes the interpretation of demographic
characteristics of non-drinking teenagers first followed by their attitude towards each
sub-element of marketing mix regarding energy drinks.

Based on the data collected from 385 non-drinking teenagers, only male
teenagers who have never drunk any brand of energy drinks before have participated
in this research. The results show that the highest percentage of income level that
majority of non-drinking teenagers received from their parents is the level between
5,001-10,000 Baht per month represented by 172 teenagers (44.7%) whereas the least
income level that teenagers receive is more than 20,000 Baht per month represented
by 5 teenagers (1 %). The teenagers who participated in this research are classified
according to their occupations. 357 respondents were students, 25 private company
employees and 3 self-employed teenagers. From the researchers' point of view,
results of demographic characteristics of target respondents participated in this
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research are consistent with the characteristics of target population of both their
income level and their occupation.

For the attitude of non-drinking teenagers' toward each sub-element of
marketing mix can be classified under product, price, place and promotion factor. The
findings from descriptive statistics shows the highest percentage of the degree of
teenagers' attitudes influenced by each sub-element of marketing mix as below:

Product factor:

Majority of non-drinking teenagers agree that the aroma of energy drink can
influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that taste of energy drink can
influence their attitude towards energy drinks.
Majority of non-drinking teenagers strongly agree that the vitamins and
nutrients contained in energy drinks can influence their attitude towards
energy drinks.
Majority of non-drinking teenagers agree that the freshness and energy
obtained from energy drinks can influence their attitude towards energy
drinks.
Majority of non-drinking teenagers strongly agree that the caffeine contained
in energy drinks can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that packaging design of energy
drinks can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that brand name of energy drinks
can influence their attitude towards energy drinks.

Price factor:

Majority of non-drinking teenagers agree that the selling price of energy
drinks can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that increasing selling price of
energy drinks to obtain more nutrition and net contents can influence their
attitude towards energy drinks.
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Place factor:

Majority of non-drinking teenagers strongly agree that product availability
can influence their attitude towards energy drinks.
Majority of non-drinking teenagers strongly agree that the convenience to buy
energy drink can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that shelf space of energy drink for
position of product display in the first row, middle row or the last row of the
freezer as well as number of row display product can influence their attitude
towards energy drinks.
Majority of non-drinking teenagers strongly agree that the types of retail
stores selling energy drink such as grocery store, convenient stores such as 7elevent. Supermarket such as Tops or hypermarkets such as Tesco Lotus, Big
C, Carrefour can influence their attitude towards energy drinks.

Promotion factor:

Majority of non-drinking teenagers agree that buy one get one free promotion
can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that cap collection for exchange
premium items can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that lucky draw promotion can
influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that instant win promotion can
influence their attitude towards energy drinks.
Majority of non-drinking teenagers neutral that co-promotion with other
product categories such as buy one Wrangyer get one Fisho free can influence
their attitude towards energy drinks.
Majority of non-drinking teenagers agree that the coupon discount to buy
energy drinks can influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that television advertising of energy
drinks can influence their attitude towards energy drinks.
Majority of non-drinking teenagers neutral that presenter m television
advertising of energy drinks can influence their attitude towards energy
drinks.
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Majority of non-drinking teenagers agree that outdoor advertising such as
billboard, banner and moving advertising can influence their attitude towards
energy drinks.
Majority of non-drinking teenagers neutral that advertising via radio spot can
influence their attitude towards energy drinks.
Majority of non-drinking teenagers agree that newspaper and magazme
advertising of energy drinks can influence their attitude towards ·energy
drinks.
Majority of non-drinking teenagers neutral that direct sales of energy drinks
through company sale force can influence their attitude towards energy drinks.
Majority of non-drinking teenagers strongly agree that social responsibility of
energy drink manufacturers such as giving scholarships to students or
donation to people who face the flood disaster can influence their attitude
towards energy drinks.
Majority of non-drinking teenagers strongly agree that energy drinks
manufacturers who attend in sport sponsorship programs can influence their
attitude towards energy drinks.

6.2

Summary of hypothesis testing

In order to conduct hypothesis testing, 385 non-drinking teenagers are
participated in this research. Results of hypothesis testing are listed below in Table
6.1 that aim to investigate the influence of four elements of marketing mix toward
non-drinking teenagers' attitude. The dependent variable is non-drinking teenagers'
attitude and four elements of marketing mix (product, price, place and promotion) are
independent variables in this study.
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Table 6.1: Summary hypothesis testing results

Hypothesis

Ho1

Statistical test

Significant value

Multiple Regression

0.000

Results

Reject Ho1

Interpretation of results: Product factor has influence on non-drinking
teenagers' attitude towards energy drinks.

Ho2

Multiple Regression

0.000

Reject Ho2

Interpretation of results: Price factor has influence on non-drinking
teenagers' attitude towards energy drinks.

Ho3

Multiple Regression

0.000

Reject Ho3

Interpretation of results: Place factor has influence on non-drinking
teenagers' attitude towards energy drinks.

Ho4

Multiple Regression

0.000

Reject Ho4

Interpretation of results: Promotion factor has influence on non-drinking
teenagers' attitude towards energy drinks.

Hos

Multiple regression

0.000

Reject Hos

Interpretation of results: Marketing mix have influence on non-drinking
teenagers' attitude towards energy drinks.
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Table 6.1 shows that each element and the whole elements of marketing
mix can influence non-drinking teenagers' attitude towards energy drinks. Results are
concluded that all independent variables have an association with dependent variables
and can predict the variance in dependent variable as well.

6.3

Conclusion

According to the summary of hypothesis testing regarding the relationship
between each marketing mix component and the influence of marketing mix on nondrinking teenagers' attitude towards energy drinks, results of research can be
concluded that marketing mix (product, price, place and promotion) has the important
in order to influence or predict non-drinking teenagers ' attitude towards energy
drinks.

For product factor, it can be supported by the theory of Solomon (2002)
regarding the attitude towards products that people develop on the basics of whether
these products provide pleasure or pain. The research result shows that a majority of
non-drinking teenagers are concerned on each product factor attribute such as aroma,
taste, vitamin, nutrition and packaging design because they believe that it can
influence their attitude. Then, it can be concluded that product factors have influence
non-drinking teenagers' attitude. If non-drinking teenagers like the taste and aroma of
energy drink, they will develop a positive attitude towards energy drinks.

For price factor, result shows that price factors have influence on nondrinking teenagers' attitude towards energy drinks. It can be supported by the theory
of Hawkin et al., (1998) which states that price is set to capture the product's
perceived value in buyers' perception that eventually it can lead to create buyer's
attitude toward the product. The research result shows that a majority of non-drinking
teenagers are concerned on price factor attributes such as selling price of energy
drinks or increasing selling price of energy drinks in order to obtain more nutrition
and net content. They believe that it can influence their attitude towards energy
drinks.
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For place (distribution) factors, the research results shows that place
factors have influence on non-drinking teenagers' attitude towards energy drinks such
as product availability, convenience to buy, shelf space or types of retail store. It can
be supported by Irene (2001) mentioned that product availability is the key for
consumer's purchase decision and lead to develop consumer attitude towards
products.

For promotion factors, research results can be concluded promotion
factors have influence on non-drinking teenagers' attitude towards energy 'drinks.
Kotler (2000) stated that because attitudes are learned, promotional activities can
offer new information to the customer that can effect to the changing of their attitude.

Finally, results from Multiple Regression Analysis indicate that the
strongest predictor variable towards non-drinking teenagers' attitude is product factor
followed by place factor, promotion factor and price factor respectively. It's
contribution together can provide more explanation toward the variance of nondrinking teenagers' attitude than using it alone. Therefore, the researcher concludes
that all elements of marketing mix are the influence factor in order to determine nondrinking teenagers' attitude and can use the results to predict their purchase decision.

6.4

Recommendations

Nowadays, with the high competition in energy drink industry,
manufacturers try to seek a new target segment in order to go beyond the current
customers. They try to develop marketing strategies to compete with one another. So,
marketing mix which composes of product, price, place and promotion are the major
tools that marketers should combine them together to develop appropriate marketing
plan to reach their new target market. To apply marketing mix to sell their product, it
is very important for marketers to know the attitude of their customers towards each
element of marketing mix that influence their attitude. It can also make manufacturers
move ahead of their competitors.
As research results show that all elements of marketing mix which
comprises product, price, place and promotion factors have influence on non-drinking
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As research results show that all elements of marketing mix which
comprises product, price, place and promotion factors have influence on non-drinking
teenagers' attitude towards energy drinks. All factors combine together can provide
the most useful explanation towards their attitudes. Therefore, the researcher decides
to use the results to give additional recommendations for the marketing team of
Wrangyer Beverage Company Limited to develop marketing strategies to serve the
new target customer.

6. 4.1

1.

Product factor recommendation

Since non-drinking teenagers are the persons who have never drunk any
energy drinks brand before, they may be unfamiliar with this kind of
product and may lack of information about what type of ingredients used
to produce energy drink as well as what is the benefit of energy drinks if
consume in proper quantity. Then, the most important thing is marketers
should educate non-drinking teenagers first about the benefit of energy
drink via any marketing communication tools such as print advertising or
public relation programs as well as benefit of vitamin and nutrition use to
produce energy drink such as benefit of Vitamin BS helps to convert
nutritive substances into energy, Vitamin B6 is important for protein
metabolism and caffeine serves as a stimulant, increases metabolism,
raises blood pressure and heart rate,

and accelerates breathing

(www.sleepfoundation.org, retrieved on July 5, 2003). The researcher
believes that to educate non-drinking teenagers about the benefits of all
ingredients contained in energy drinks may change their perception and
attitude towards energy drinks in a positive way.

2.

Continuing to provide product value added such as adding more vitamins
into energy drinks is another way that can make product differentiation by
giving more product benefits to teenagers. It may lead to their favorable
attitude towards the product.
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3.

Marketers should focus on research and development in order to develop
energy drinks that have a good taste and good aroma in order to attract
them to drink. Focus group research with product test may be needed to
find out their most appropriate taste and aroma in their mind.

4.

Marketers should be concerned on packaging design because it can
influence non-drinking teenagers' attitude and can lead to their purchase
decision. For energy drinks, packaging design mostly concerned on
packaging label. Color, design and style of labels are the three main
features that marketers should be concerned with. In addition, marketers
should focus on the possibility for re-designing packaging such as create
new label designs, adding more label colors or changing the packaging for
the teenagers market by using innovative/creative packaging concepts. If
possible, marketers may develop new product line for teenagers with the
changing of packaging from glass bottle to colorful PET bottle that look
modem in order capture the teenagers segment.

5.

Product brand name should be concise, easy to remember and not confuse
with competitors. One important thing for choosing product brand name,
the brand name should be culturally and linguistically suitable for the
market, may be a trendy Thai or English name.

6. 4. 2 Price factor recommendation

1.

Marketers should maintain product price as the same level as competitors'
pricing, not to be much more than or much less than competitors.
Increasing or decreasing the selling price of the products far from the
competitor is not recommended because it can affect the perception of the
main target customers as well as may reduce their daily consumption. In
addition, non-drinking teenagers may think that low price energy drinks
have poor quality, on the other hand, high price energy drinks may be less
attractive for them to buy when they compare with other kinds of drinks
such as ready to drink fruit juice or ready to drink coffee cans. Non-
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drinking teenagers may decide to buy such drinks that they usually drink
in their daily lives instead of buying energy drinks.

6.4.3

1.

Place factor recommendation

Marketers should try to plan a strong distribution channel to get more
geographical expansion in order to make products available at the right
place and the right time whenever teenagers want to buy energy drinks.
Distribution coverage should not be less than 80% of total Thailand in
order to compete with competitors. Distribution should cover all type of
retail stores such as grocery store, convenient store, supermarket and
hypermarket such as Tesco Lotus, Big C or Carrefour both within
Bangkok and up-country. Companies should set routing for sales persons
with number of cash van in order to sell the products to wholesale and
retail stores as much as possible.

2.

Marketers should co-operate with sales team in order to visit wholesale
and retail stores regularly and try to encourage them to carry the product.
It can create the strong relationship between the company and the owners
of the store. The store owner may have a willingness to hold the stock,
provide more product shelf space in the freezer and push up the sales
volume for the company. Trade promotion and annual dealer convention is
needed as an incentive in order to maintain the relationship between the
company and the owners of the store.

6. 4. 4 Promotion factor recommendation

1.

Promotion factor is one of the important marketing tools that most ·energy
drink manufacturers use to create brand awareness, persuade target
customer and drive sale. The researcher recommends that marketers
should develop effective promotion campaigns to attract non-drinking
teenagers such as buy one get one free, coupon discount, cap collection for
exchange premium items, lucky draw or instant win promotion. Attractive
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rewards according to teenagers' current interests are the important thing
that marketers should be concerned with. Then, group interview or
marketing survey can help marketers to find out their current interests and
reward them according! y.

2.

Co-promotion with other product categories should implement after nondrinking teenagers are familiar with energy drinks. Co-promoted products
should be suitable with teenagers interested in order to create the
attractiveness of the campaign.

3.

Marketers should coordinate with television advertising agencies in order
to create the concept and the theme of advertising appropriate to
teenagers' lifestyles.

4.

As beverage marketing strategy encompasses promotional concepts design
to promote any beverage products that the end goal is to create consumer
awareness and drive sale, then marketers should be concerned with
outdoor advertising such as billboard and moving advertising. It useful to
create public awareness of a specific brand in order to maximize its
recognition and can influence consumer attitudes.

5.

Marketers should be concerned with advertising products in newspapers
and magazines because most non-drinking teenagers agree that it can
influence their attitude. The attractive product picture and appropriate
advertising page in newspaper and magazine are two main concerns when
marketers decide to advertise in these media.

6.

Marketers should be concerned more on social contribution or social
responsibility as well as acting as sponsor in sports sponsorship programs
which of these two promotional attribute can influence non-drinking
teenagers' attitude. Good manufacturers should give something back to
society such as giving student scholarships, donation to persons who face
the flood disaster or support the fund to charity programs because it may
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create teenagers' favorable attitude towards company products. Example
of social responsibility of energy drink manufacturers as well as energy
drink manufacturers act as sponsor of sport sponsorship programs:

~

Carabao Tawandaeng Company Limited, the manufacturer of Carabao
Daeng acts as a main sponsor to support "Mao Mai Kub" campaign for
driving safety on the road. This campaign aims to remind drivers to be
careful while driving and prohibit driving while take any alcoholic
drinks (Daily News Newspaper, 2004). These can help social to_ reduce
mortality rate for car accident.

~

Red Bull Beverage Company Limited, manufacturer of Krating
Daeng, Red Bull Extra and Look Tung donates fund around two
millions baht for construction university building at Thammasat
University.

~

Osotspa Company Limited, manufacturer of M-150 act as main
sponsor in football games "Thai League" at Petchaburi Province in
order to promote football games among Thai people (Siamsport
newspaper, 2004).

~

Wrangyer Beverage Company Limited, manufacturer ofWrangyer and
Wrangyer X acts as sponsor of Thai Boxing program both in Bangkok
and other provinces as well as acts as sponsor of World Champion
Flyweight

Thai

Boxer,

"Pramualsak

Wrangyer

. Gym"

(www.wrangyer.com).
~

Red Bull Beverage Company Limited provides student scholarship to
poor students in suburban areas in order to give them a chance to have
a better education and becoming Thailand's future generation
(Thansejthakij supplement, 2004 ).

6.5 Further Study

Since this research is aimed to study the influence of marketing mix on
non-drinking teenagers' attitude towards energy drinks, and the scope of this research
is limited to male teenagers age between 16-21 years old who have never taste energy
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drinks before. Furthermore, the survey method use for collect data is limited only to
Bangkok. Then, further research should consider other provinces in Thailand such as
Chiangmai, Chiangrai, Hat Yai, Udomthani, Nakomsawan or Kanchanaburi in order
know the influence of marketing mix on non-drinking teenagers in other areas.

In addition, further study should focus on another sub-element of
marketing mix other than items specifies in this research in other to see the influence
of those additional items on non-drinking teenagers' attitude and which one have the
most affects on their attitude. Moreover, the researcher suggests that further studies
should focus on other countries in order to make a judgment between the influence of
marketing on attitude of Thai teenagers and foreign teenagers towards energy drinks.
The study should extend to study the influence of demographic factors such as gender
and occupation on non-drinking teenagers' attitude toward these kind of drinks.

Further researchers may extend the scope of the research to "Drinking
teenagers" in order to know the influence of marketing mix towards their attitude,
factors that affect their attitude as well as purchase decision. Further research may
add some open-questions to know their reasons to buy energy drinks.
Since this research is aimed to investigate the influence of marketing mix
on non-drinking teenagers' attitude towards energy drinks, then, results can explain
only each element of marketing mix can influence their attitude or not. Further
researchers may conduct relevant research to see whether marketing mix and its
attributes influence their attitude towards energy drinks in a positive or negative way
as well as how manufacturers can do towards each element of marketing mix in order
to change the perception and attitude of teenagers in a positive way.

Qu~itative

research such as in-dept interviews may be useful for further research in order to find
out their actual need towards company and products as well.

Moreover, relevant research should be done annually in order to make the
comparison and see how much the changing of teenagers' attitude that useful to
predict the trend of teenagers' segment towards energy drinks.
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APPENDIX A
Questionnaire in English and Thai Version

Questionnaire
1bis questionnaire was designed for use as part of a research study entitles
"The Influence of Marketing Mix on Attitude toward Energy Drink: Non-drinking
teenagers". This research is a part of the requirement for Master of Business
Administration, Assumption University. All data are use for research purpose .only and
will keep as confidential. Researcher wishes to thank you very much for your cooperation and time in answering this questionnaire.

Screening question
1.

How old are you?
Answer _ _ _ _ _ (If the respondent' s ages are not in the range of 16-21 years
old, terminate the interview. If so, continue to question no.2)

2.

Have you ever drink any brands of energy drink?

No

(Continue to question in Part 1)

Yes

(Terminate the interview)

Instruction: Please indicate your attitude level toward each element of marketing mix
you think that it has the most influence your attitude. For each statement, please circle
or mark only one answer to indicate whether you:

5 - Strongly Agree, 4 -Agree, 3 - Neutral, 2 - Disagree, 1 - Strongly Disagree

Strongly

Strongly

Disagree

Agree

Part 1: Product factor
1.1 Aroma of energy drink.

1

2

3

4

5

1.2 Taste of energy drink.

1

2

3

4

5

1.3 Vitamins and nutrient contain in energy drink.

1

2

3

4

5

1.4 Freshness and energy obtained after drink.

1

2

3

4

5

1.5 Caffeine contained in energy drink.

1

2

3

4

5

1.6 Packaging design of energy drink.

1

2

3

4

5

1.7 Brand name of energy drink.

1

2

3

4

5

4

Strongly

Strongly

Agree

Disagree

Part 2: Price factor
2.1 Selling price of energy drink.

1

2

3

4

5

2.2 Increasing selling price of energy drink to obtain more

1

2

3

4

5

nutrition and net content.

Part 3: Place (Distribution) factor
3.1

Product availability.

1

2

3

4

5

3.2

Convenience to buy energy drink.

1

2

3

4

5

3.3

Shelf space of energy drink for position of product

1

2

3

4

5

1

2

3

4

5

display such as in the first row, middle row or the
last row of the freezer as well as number of row for
product display.
3.4

Type of retail store such as grocery store, convenient

store such as 7-elevent, supermarket such as Tops supermarket
or hypermarket such as Tesco Lotus, Big C, Carrefure.

Part 4: Promotion factor
4.1 Buy one get one free promotion.

1

2

3

4

5

4.2 Cap collection for exchange premium items.

1

2

3

4

5

4.3 Lucky draw promotion.

1

2

3

·4

5

4.4 Instant win promotion.

1

2

3

4

5

4.5 Co-promotion with other product categories such as

1

2

3

4

5

4.6 Coupon discount to buy energy drink.

1

2

3

4

5

4.7 Television advertising.

1

2

3

4

5

4.8 Presenter in television advertising

1

2

3

4

5

1

2

3

4

5

4.10 Advertising via radio spot.

1

2

3

4

5

4.11 Newspaper and magazine advertising.

1

2

3

4

5

buy one Wrangyer get one Fisho free.

4.9 Outdoor media such as billboard, banner and moving
advertising such as taxi advertising.

5

Strongly

Strongly

Disagree

Agree

1

2

3

4

5

4.13 Social responsibility of energy drink manufacturers such 1

2

3

4

5

2

3

4

5

4.12 Direct selling of energy drink through company sale
force

as giving scholarships to students or donation of funds and
things to people who face the floods disaster.
4.14 Attending in sport sponsorship program by energy drink 1
manufacturers

**********************************************************************
Personal Data:

1.

Average income per month
.......... .1) Less than or equal to 5,000 Baht

........... 2) 5,001-10,000 Baht
...........3) 10,001-15,000 Baht
.......... .4) 15,001-20,000 Baht

........... 5) More than 20,000 Baht

2.

Occupation
........... 1) Student
.......... .2) Private company employee

........... 3) State enterprise employee
.......... .4) Self-employed

........... 5) Others .................. (Please specify)

Thank you for your cooperation
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APPENDIXB
Reliability of Questionnaire

Marketing Mix

Product factor
R E L I A B I L I TY A N A LY S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha=

30.0

N of Items= 7

.7464

Price factor
R E L I A B I L I TY A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

30.0

N of Items= 2

.8149

Place factor
R E L I A B I L I T Y A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

30.0

N of Items= 4

.8542

Promotion factor
R E L I A B I L I TY A N A L Y S I S - S C A L E (A L P H A)

Reliability Coefficients
N of Cases =
Alpha =

.9085

30.0

N of Items= 14

APPENDIXC
Descriptive Statistics

Crosstabs

Case Processing Summary
cases
Missinq

Valid

N
Income per month
of respondents *
Occupation of
respondents

N

Percent
385

100.0%

Income per month of respondents

Total

N

Percent

385

.0%

0

Percent
100.0%

* Occupation of respondents Crosstabulation
Occupation of respondents

Income per
month of
respondents

less than or equal to
5,000 Baht
5,000-10,000 Baht

Count

10,001-15,000 Baht

% of Total
Count

15,001-20,000 Baht
More than 20,000 Baht
Total

Count
% of Total

% of Total
Count
% of Total
Count
% of Total
Count
% of Total

Student
120
31.2%
165
42.9%
55
14.3%

13

Private
company
employee
1
.3%

Self-employed

Total
121
31.4%

4
1.0%

3
.8%

172

9
2.3%

3.4%
4
1.0%

10
2.6%
1
.3%

357
92.7%

25
6.5%

3
.8%

44.7%
64
16.6%
23
6.0%
5
1.3%
385
100.0%

Product Factor Frequency Table
Table 1.
Aroma of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Freauency
18
38
90
146
93
385

Percent
4.7
9.9
23.4
37.9
24.2
100.0

Valid Percent
4.7
9.9
23.4
37.9
24.2
100.0

Cumulative
Percent
4.7
14.5
37.9
75.8
100.0

Table 2.
Taste of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Freauency
4
22
73
169
117
385

Percent
1.0
5.7
19.0
43.9
30.4
100.0

Valid Percent
1.0
5.7
19.0
43.9
30.4
100.0

Cumulative
Percent
1.0
6.8
25.7
69.6
100.0

Table 3.
Vitamin and Nutrition contain in energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
9
44
85
127
120
385

Percent
2.3
11.4
22.1
33.0
31.2
100.0

Valid Percent
2.3
11.4
22.1
33.0
31.2
100.0

Cumulative
Percent
2.3
13.8
35.8
68.8
100.0

Table 4.
Freshness and energy obtain after drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
3
37
66
144
135
385

Percent
.8
9.6
17.1
37.4
35.1
100.0

Valid Percent
.8
9.6
17.1
37.4
35.1
100.0

Cumulative
Percent
.8
10.4
27.5
64.9
100.0

Table 5.

caffeine contain in energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
27
50
76
114
118
385

Percent
7.0
13.0
19.7
29.6
30.6
100.0

Valid Percent
7.0
13.0
19.7
29.6
30.6
100.0

Cumulative
Percent
7.0
20.0
39.7
69.4
100.0

Table 6.

Packaging design of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Freouencv
16
45
126
142
56
385

Percent
4.2
11.7
32.7
36.9
14.5
100.0

Valid Percent
4.2
11.7
32.7
36.9
14.5
100.0

Cumulative
Percent
4.2
15.8
48.6
85.5
100.0

Table 7.

Brand name of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
15
18
111
173
68
385

Percent
3.9
4.7
28.8
44.9
17.7
100.0

Valid Percent
3.9
4.7
28.8
44.9
17.7
100.0

Cumulative
Percent
3.9
8.6
37.4
82.3
100.0

Price Factor Frequencies Table
Table 1.

Selling price of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
17
36
98
135
99
385

Percent
4.4
9.4
25.5
35.1
25.7
100.0

Valid Percent
4.4
9.4
25.5
35.1
25.7
100.0

Cumulative
Percent
4.4
13.8
39.2
74.3
100.0

Table2.
Increasing selling price of energy drink in order to obtain more nutrition
and net content

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
35
76
89
111
74
385

Percent
9.1
19.7
23.1
28.8
19.2
100.0

Valid Percent
9.1
19.7
23.1
28.8
19.2
100.0

Cumulative
Percent
9.1
28.8
51.9
80.8
100.0

Place Factor Frequencies Table
Table 1.
Product availability

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

15
28
58
136
148
385

Percent

Valid Percent

3.9
7.3
15.1
35.3
38.4
100.0

3.9
7.3
15.1
35.3
38.4
100.0

Cumulative
Percent

3.9
11.2
26.2
61.6
100.0

Table2.
Convenience to buy energy drink

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

8
18
55
136
168
385

Percent

Valid Percent

2.1
4.7
14.3
35.3
43.6
100.0

2.1
4.7
14.3
35.3
43.6
100.0

Cumulative
Percent

2.1
6.8
21.0
56.4
100.0

Table3.
Shelf space of energy drink

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

18
33
125
135
74
385

Percent

4.7
8.6
32.5
35.1
19.2
100.0

Valid Percent

4.7
8.6
32.5
35.1
19.2
100.0

Cumulative
Percent

4.7
13.2
45.7
80.8
100.0

Table 4.

Type of retail store selling energy drink

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

8
23
51
135
168
385

Percent

2.1
6.0
13.2
35.1
43.6
100.0

Valid Percent

2.1
6.0
13.2
35.1
43.6
100.0

Cumulative
Percent

2.1
8.1
21.3
56.4
100.0

St. Gabriel's Library_ Au

Promotion Factor Frequencies Table
Table 1.

Buy one get one free promotion

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

15
62
59
133
116
385

Percent

3.9
16.1
15.3
34.5
30.1
100.0

Valid Percent

3.9
16.1
15.3
34.5
30.1
100.0

Cumulative
Percent

3.9
20.0
35.3
69.9
100.0

Table 2.
Cap collection promotion to exchange the prize

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

18
37
87
137
106
385

Percent

4.7
9.6
22.6
35.6
27.5
100.0

Valid Percent

4.7
9.6
22.6
35.6
27.5
100.0

Cumulative
Percent

4.7
14.3
36.9
72.5
100.0

Table3.
Lucky draw promotion

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

14
68
103
113
87
385

Percent

3.6
17.7
26.8
29.4
22.6
100.0

Valid Percent

3.6
17.7
26.8
29.4
22.6
100.0

Cumulative
Percent

3.6
21.3
48.1
77.4
100.0

Table 4.

Instant win promotion
Freauencv
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

17
48
89
129
102
385

Percent

Valid Percent

4.4
12.5
23.1
33.5
26.5
100.0

4.4
12.5
23.1
33.5
26.5
100.0

Cumulative
Percent

4.4
16.9
40.0
73.5
100.0

Table 5.
Co-promotion with other product categories
Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

28
57
110
101
89
385

Percent

Valid Percent

7.3
14.8
28.6
26.2
23.1
100.0

7.3
14.8
28.6
26.2
23.1
100.0

Cumulative
Percent

7.3
22.1
50.6
76.9
100.0

Table 6.
Coupon discount to buy energy drink
Frequeney
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

35
37
116
123
74
385

Percent

9.1
9.6
30.1
31.9
19.2
100.0

Valid Percent

9.1
9.6
30.1
31.9
19.2
100.0

Cumulative
Percent

9.1
18.7
48.8
80.8
100.0

Table 7:

TV advertising of energy drink

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

8
53
119
120
85
385

Percent

Valid Percent

2.1
13.8
30.9
31.2
22.1
100.0

2.1
13.8
30.9
31.2
22.1
100.0

Cumulative
Percent

2.1
15.8
46.8
77.9
100.0

Table 8.
Presenter in TV Advertising

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

10
54

125
122
74
385

Percent

2.6
14.0
32.5
31.7
19.2
100.0

Valid Percent

2.6
14.0
32.5
31.7
19.2
100.0

Cumulative
Percent

2.6
16.6
49.1
80.8
100.0

Table 9.
Outdoor advertising

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

21
63
99
108
94
385

Percent

5.5
16.4
25.7
28.1
24.4
100.0

Valid Percent

5.5
16.4
25.7
28.1
24.4
100.0

Cumulative
Percent

5.5
21.8
47.5
75.6
100.0

Table 10.

Radio spot of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Freauencv
21
56
125
114
69
385

Percent
5.5
14.5
32.5
29.6
17.9
100.0

Valid Percent
5.5
14.5
32.5
29.6
17.9
100.0

Cumulative
Percent
5.5
20.0
52.5
82.1
100.0

Table 11.
Newspaper and magazine advertising of energy drink

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Freauencv
8
74
113
121
69
385

Percent
2.1
19.2
29.4
31.4
17.9
100.0

Valid Percent
2.1
19.2
29.4
31.4
17.9
100.0

Cumulative
Percent
2.1
21.3
50.6
82.1
100.0

Table 12.
Direct sell of energy drink through company sale force

Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

Frequency
55
68
113
70
79
385

Percent
14.3
17.7
29.4
18.2
20.5
100.0

Valid Percent
14.3
17.7
29.4
18.2
20.5
100.0

Cumulative
Percent
14.3
31.9
61.3
79.5
100.0

Table 13.

Social responsibility of the energy drink manufacturer

Freauency
Valid

Strongly disagree
Disagree
. Neutral
Agree
Strongly agree
Total

10
16
42
95
222
385

Percent

2.6
4.2
10.9
24.7
57.7
100.0

Valid Percent

2.6
4.2
10.9
24.7
57.7
100.0

Cumulative
Percent

2.6
6.8
17.7
42.3
100.0

Table 14.
Attending in sport sponsorship program of the energy drink manufacturer

Frequency
Valid

Strongly disagree
Disagree
Neutral
Agree
Strongly agree
Total

10
24
33
95
223
385

Percent

2.6
6.2
8.6
24.7
57.9
100.0

Valid Percent

2.6
6.2
8.6
24.7
57.9
100.0

Cumulative
Percent

2.6
8.8
17.4
42.l
100.0

APPENDIXD
Inferential Statistics

Regression

Variables Entered/Removed>

Model
1

Variables
Entered
PROMO,
PRICE,
PRO DI.JCT,
PLACE

Variables
Removed

Method
Enter

a. All requested variables entered.
b. Dependent Variable: ATITTUDE
Model Summary

Model
1

R
.742a

R Sauare
.551

Adjusted
R Square
.546

Std. Error of
the Estimate
.2727

a. Predictors: (Constant), PROMO, PRICE, PRODUCT,
PLACE

Model
1

Regression
Residual
Total

Sum of
Sauares
34.682
28.253
62.935

df
4
380
384

Mean Sauare
8.671
7.435E-02

F

116.619

Siq.
.oooa

a. Predictors: (Constant), PROMO, PRICE, PRODUCT, PLACE
b. Dependent Variable: ATITTUDE
Coefficients8

Model
1

(Constant)
PRODUCT
PRICE
PLACE
PROMO

Unstandardized
Coefficients
B
Std. Error
.102
.916
.190
.027
8.541E-02
.016
.142
.022
.147
.025

a. Dependent Variable: ATITTUDE

Standardi
zed
Coefficien
ts
Beta
.284
.206
.271
.235

t
9.014
6.927
5.255
6.571
5.835

Siq.
.000
.000
.000
.000
.000

Regression

Variables Entered/ RemovecP
Model

Variables
Entered

1

PRODUCT

Variables
Removed

Method
Stepwise
(Criteria:
Probability
-of-F-to-e
nter <=

.050,
Probability
-of-F-to-r
emove

>=
.100).
2

Stepwise
(Criteria:
Probability
-of-F-to-e
nter <=
PLACE

.050,
Probability
-of-F-to-r
emove

>=
.100).

3

Stepwise
(Criteria:
Probability
-of-F-to-e
nter <=
PROMO

.050,
Probability
-of-F-to-r
emove

>=
.100).

4

Stepwise
(Criteria:
Probability
-of-F-to-e
nter <=
PRICE

.050,
Probability
-of-F-to-r
emove

>=
.100).
a. Dependent Variable: ATIITUDE

Model Summary

Model
1
2
3
4

R
.581a
.681b

.noc
.742d

R Square
.338
.464
.518
.551

Adjusted
R Square
.336
.462
.515
.546

Std. Error of
the Estimate
.3298
.2971
.2820
.2727

a. Predictors: (Constant), PRODUCT
b. Predictors: (Constant), PRODUCT, PLACE

c. Predictors: (Constant), PRODUCT, PLACE, PROMO
d. Predictors: (Constant), PRODUCT, PLACE, PROMO,
PRICE

Model
1

2

3

4

Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

Sum of
Sauares
21.273
41.662
62.935
29.227
33.708
62.935
32.629
30.306
62.935
34.682
28.253
62.935

df
1
383
384
2
382
384
3
381
384
4
380
384

Mean Sauare
21.273
.109

F
195.563

Sig.
.oooa

14.614
8.824E-02

165.614

.ooob

10.876
7.954E-02

136.736

.oooc

8.671
7.435E-02

116.619

.oooct

a. Predictors: (Constant), PRODUCT
b. Predictors: (Constant), PRODUCT, PLACE

c. Predictors: (Constant), PRODUCT, PLACE, PROMO
d. Predictors: (Constant), PRODUCT, PLACE, PROMO, PRICE
e. Dependent Variable: ATTITUDE

Coefficients<1

Model
1
2

3

4

(Constant)
PRODUCT
(Constant)
PRODUCT
PLACE
(Constant)
PRODUCT
PLACE
PROMO
(Constant)
PRODUCT
PLACE
PROMO
PRICE

Unstandardized
Coefficients
B
Std. Error
1.560
.105
.389
.028
1.179
.103
.272
.028
.207
.022
.926
.105
.230
.027
.158
.022
.168
.026
.916
.102
.190
.027
.142
.022
.147
.025
8.541E-02
.016

Standardi
zed
Coefficien
ts
Beta

t
14.819
13.984
11.455
9.740
9.495
8.806
8.418
7.154
6.540
9.014
6.927
6.571
5.835
5.255

.581
.406
.396
.343
.302
.269
.284
.271
.235
.206

Sig.
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000
.000

a. Dependent Variable: ATITTUDE

Excluded Variablef
Collinearit

y
Model
1

2
3

PRICE
PLACE
PROMO
PRICE
PROMO
PRICE

Beta In
,313a
.396a
.370a
.243b
.269b
.206c

Siq.
.000
.000
.000
.000
.000
.000

t
7.284
9.495
8.997
6.015
6.540
5.255

Partial
Correlation
.349
.437
.418
.295
.318
.260

a. Predictors in the Model: (Constant), PRODUCT
b. Predictors in the Model: (Constant), PRODUCT, PLACE
c. Predictors in the Model: (Constant), PRODUCT, PLACE, PROMO
d. Dependent Variable: ATIITUDE

...

,

...

ary •

Statistics
Tolerance
.825
.805
.848
.790
.748
.770

