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TRUST AFFECTING THE CONSUMERS DECISION TO PURCHASE SAPPE

BEAUTI DRINK IN BANGKOK AND VICINITIES
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Abstract

The objective of this study is to: (1) study the difference of personal factors consisting
gender, age, marital status, education, occupation and income that affect the trust of
consumers towards Sappe Beauty Drink products in Bangkok and its vicinity. (2) study the
relationship between  the marketing mix factor consisting price, place of distribution

promotional products with the trust of consumers towards Sappe Beauty Drink products in



Bangkok and its vicinity. (3) study the relationship of other factors which include image

competition, brand image and loyalty to products that affect the trust Sappe Beauty Drink

products.

Test results showed that assumptions. (1) Different in personal factors include gender

and occupation, had influenced the trust of consumers towards the products in Bangkok and

its vicinity with statistically significant different at the 0.05 level. (2) The marketing mix factors

had Influenced the trust of the consumers towards the product in Bangkok and its vicinity with

are statistically significant different at the 0.05 level. (3) The other factors which include

image competition brand image and loyalty to products differences are statistically significant

at the 0.05 level.

Keyword :Trust, Product
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