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THEORY OF REASONED ACTION AND MARKETING MIX AFFECTING KOMBUCHA
PURCHASE INTENTION OF THAI GENERATION Y
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Abstract

This research aimed to examine: 1) the Theory of Reasoned Action affecting Thai
Generation Y consumers' purchase intention toward kombucha beverages, and 2) the marketing
mix (4P's) affecting Thai Generation Y consumers' purchase intention toward kombucha beverages.
The sample consisted of 385 Thai Generation Y consumers born between 1981 and 1996 (B.E.
2524-2539) who had consumed kombucha beverages within the past six months. A questionnaire
was employed as the research instrument. Data were analyzed using descriptive statistics,
including frequency distribution, percentage, mean, and standard deviation, as well as inferential

statistics through multiple regression analysis with the Enter method for variable selection.



The findings revealed that the Theory of Reasoned Action and the marketing mix (4P's)
positively influenced Generation Y consumers' purchase intention toward kombucha beverages.
Conversely, the price component of the marketing mix did not significantly affect Generation Y
consumers' purchase intention toward kombucha beverages. The researchers hope that the
findings of this study will prove beneficial and serve as guidelines for entrepreneurs or interested

parties to apply and further develop in business operations or consumer behavior studies related

to kombucha beverages.
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