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Abstract

This research aimed to study the elements of purchasing decision of coconut water
among consumers who exercised in the Central Stadium of Rayong Province. The demographic
factors studied upon includes gender, age, education level, monthly income, occupation as well
as marketing mix factors. Of which is consists of Product factors, Price factors, Distribution
channel factors, Marketing promotion factors, Personal factors, Process factors and Physical
factors. This is a study of information to know the elements of decision in buying coconut water
among consumers who exercise in the Central Stadium, Rayong Province. Information derived
from the study would help individuals who are interested in running a business of the same
sort. Bringing the results of research studies in the area in terms of population factors and the
marketing mix can be applied to truly meet the needs of consumers and be useful as guidelines
for improving and developing products in accordance with the needs and creating competitive
advantages in the business by conducting online surveys as well as traditional information
gathering through questionnaires. The results on the survey gathered showed that the
demographic samples of different genders influenced the decision to buy coconut water were
different. As for the aging consumer education level, monthly income and occupation were
factors affecting the decision to buy coconut water are also of different. And research on
ingredient marketing factors such as product, price, distribution channel, Marketing promotion,
personnel, service processes and the packaging presentation of the physical appearance of the
products affects the purchasing decision of coconut water among the consumers who exercised

in the Rayong Central Stadium.

Keywords: purchase decision, elements, coconut water
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