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Factors affecting of retailers decision to buy Vitamin C drink (C-vitt)

: A Case study in Phitsanulok Province.
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ABSTRACT

This research aims to study service marketing mix business (7Ps) and psychological factors
affecting purchasing decision to buy Vitamin C drink (C-vitt) of retailers in Phitsanulok Province.
The study used a qualitative research method through In-depth Interview from 20 retailers.
Data was collected and the results were analyzed by content analysis. The interview occurred during

the period between January 2022 and April 2022

The results of the study revealed that the factors of marketing mix (7P's) are the factor that
affect the purchase decision of entrepreneurs at a high level, followed by promotion, which affects
the purchasing decision of entrepreneurs at a low level. Psychological Factors Motivation,
perceptions, beliefs and attitudes are the factors that affect the purchasing decisions of entrepreneurs

at a high level as well.

Keywords : Marketing mix business (7Ps), Psychological factors
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