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Abstract

This research has the objective to study the factors affecting products that influence
consumers' decision to buy a vitamin drink (Vit a day). The sample group used in the study
was the decision-maker of vitamin-infused beverages. The research instrument was a
questionnaire that was developed by the researcher. Data were analyzed by descriptive

statistics such as mean, standard deviation. And logistic regression analysis.
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There are 6 factors to make purchasing decisions: brand recognition, recall of brand,
product, price, place and promotion, all 6 factors affect the decision to buy a vitamin drink

Vit a day brand.

Keywords: objective, decision to buy, brand recognition, Recall of brand, product, price, place,

promotion, vitamin drink (Vit a day), logistic regression analysis.
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