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Abstract
This research Objective (1) to study the pathway of purchasing milk beverage products among

Generation Z consumers (2) to study factors affecting the purchasing decision of milk beverage products
of Generation Z consumers. The qualitative research method was used to collect data by an in-depth
interview with nine Generation Z consumers. The data was saturated. The results of the research can be
summarized as follows:

From the personal interviews of the 9 interviewees, it was found that the average age of the
interviewee was 21 years, male. 55.56 percent were female, 44.44 percent were allergic to milk

compounds, 11.11 percent, 11.11 percent had the congenital disease, 66.67 percent of pasteurized milk



was chosen and 33.33 percent consumed UHT milk. Think The price range of less than 20 baht is the
most reasonable price per 1 unit of milk beverage either in cartons, plastic bottles, or bags, with average
daily consumption. The purchase rate is at a minimum 1 time per week. Generation Z consumers have
the most tastes, their preferences, their consumption and decide to buy plain flavored milk. Followed by
the chocolate flavor. There is a very important reason for consuming milk drinks because the health
benefits are the main ones.

From the results of the study on Awareness (awareness) towards the purchasing decision of the
dairy beverage of Generation Z consumers, it can be concluded that Generation Z consumers perceive
different types of milk drinks through social channels. media mainly by recognizing the brand of milk
beverage products through the encounter at the store. Convenience store directly But when a new
product is released, the Generation Z consumer segment will also be perceived through the store.

From studies on Consideration: One of the key factors influencing Generation Z consumer milk
beverage purchase decisions, the first is the flavor of the milk, the next is the design of the packaging,
the appearance, and the aesthetics of the product packaging. Drinking is another important thing. What
marketers have to plan to reach the consumer group in Generation Z and lastly is the price, with the
price that Generation Z consumers deem appropriate in the price range of fewer than 2 0 baht per
serving.

In the study of Purchase, the purchase decision of the Generation Z consumer group found that

the type of milk influenced the purchasing decision of the Generation Z consumers. With the same type
of milk that was previously purchased and consumed In terms of packaging design That, of course,
affects the purchase decision. But the material used in the production of packaging Will not affect
decisions Purchase and distribution channels are another factor that influences purchasing and decision-
making. Consumers tend to buy on-site products, not online.
According to the study on Retention (customer retention), the purchase decision of the Generation Z
consumer group, it was found that Generation Z consumers have the Brand royalty with the milk
beverage brand purchased. Most of them will get the impression of taste, price, quantity, so that makes
Generation Z consumers come back to buy again.

According to a study on Advocacy (advocacy), Generation Z consumer dairy product
purchasing decisions found that social media channels do not support the purchasing decision of most
Generation Z consumers, but rather support purchasing decisions. Of Generation Z consumer groups,
only some via the Facebook fan page platform the most. The Internet and social media, greatly support
Generation Z consumer purchasing decisions. The Presenter Presenter of the product supports the

purchasing decision of Generation Z consumers. Word of mouth (Mouth-to-mouth) will help support the



purchasing decision of the growing Generation Z consumer segment, but the company's Corporate

Social Responsibility (CSR) on society does not support purchasing decisions. Increasing
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