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Abstract

The objectives of this research study were to: 1.) Study personal factors affecting beverage
consumption behavior from vending machines in Bangkok. 2.) Study the marketing mix affecting on
beverage consumption behavior from vending machines in Bangkok. The sample group used in this
research was a part of the population in Bangkok who used to drink beverages from vending machine 400
samples and using a multi-stage random sampling method. The device used for data collection was an
online questionnaire. For data analysis, SPSS statistical was used to analyze the data in the form of
frequency, percentage, mean, and standard deviation. For hypothesis testing, Chi-square test statistics are
used.

The result of the study that most of the samples were female, aged 21-37 years old, with a
bachelor's degree or equivalent, a career as an employee of a private company, and an income of 10,001-
20,000 baht. Product marketing mix factors focus on easy and modern methods of ordering. The price
marketing mix factor will focus on a price that is suitable for the quality and quantity. Place marketing mix
factors focus on 24-hour service and Promotion marketing mix factors focus on special promotions during
festivals such as buy 1 get 1 free or 50% off. Behaviors of beverage consumption from vending machines
were self-consumption of beverages. Most of them drink (iced) tea beverages, choosing to consume them
because it is convenient, fast, and easy to buy. Decide to consume by myself, consume beverages
between 12.01 and 3.00 p.m., buy in the office area, and perceived information from reviews on social
media. From the hypothesis, it was found that beverage consumption behavior depended on age,
occupation and income significantly at the 0.01 level and product marketing mix had the most significant

relation to beverage consumption behavior at the 0.05 level.
Keywords: Vending Machine; Marketing Mix; Consumer Behavior
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