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FACTORS AFFECTING DECISION OF GENERATION Y WOMEN ON PURCHASING INFANT MILK
POWDER FOR CHILDREN AGED 0-1 YEARS
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Abstract

The purpose of this research was to conduct an analysis on the factors affecting decision of
generation Y women on purchasing infant milk powder for children aged 0-1 years. The sample
group comprised of 400 women aged 19-36 years and aimed to purchase infant milk powder. The
tool used in this research was questionnaire. The frequency, percentage, mean, standard deviation,

and data relationship were employed for data analysis.
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The findings revealed that 1) the majority of respondents aged 25-30 years, their children
aged lower than one year, their educational level was Bachelor’s Degree, residing in Bangkok
Metropolitan, worked in private companies, earned monthly income between 20,001 and 30,000
Baht, and status was married; 2) the significance levels of behavior on purchasing infant milk
powder for children aged 0-1 years ranked from the highest to the lowest were: behavior on option
evaluation for purchasing infant milk powder for children aged 0-1 years, followed by behavior after
purchasing infant milk powder for children aged 0-1 years, behavior on needs of purchasing infant
milk powder for children aged 0-1 years, and behavior on decision of purchasing infant milk powder
for children aged 0-1 years, respectively; 3) the significance levels of marketing mix factors ranging
from the highest to the lowest were: promotion, followed by place, price, and product,
respectively; 4) the significance level of psychological factors ranked from the highest to the lowest
were:, motivation followed by confidence and attitude, learning and perception, respectively; 5) the
study on relationship between marketing mix factors and psychological factors and behaviors on
purchasing infant milk powder for children aged between 0-1 years, there was statistical significance

relationship at the 0.05 level.

Keywords: Consumer Behaviors / Marketing Mix Factors / Psychological Factors
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