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Perception of UHT Ready-to-Drink Coconut Water in Bangkok via Online Media
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Abstract

The objective of this research was to study the awareness of UHT coconut water in Bangkok via an
online channel. Survey responses were collected from 404 participants (age range of 18 to 40 years old) who
were exposed to online media and consumed UHT ready-to-drink coconut water. The data collected were then
analyzed by descriptive statistical analysis for frequency, relative frequency, and standard deviation. The results
showed that the group that has the highest awareness of online media is female (62.10%) at the age between
24 to 29 years old (48.00%), having bachelor's degrees (76.00%), and being employed in private companies
(49.80%) with a salary range of 20,001-30,000 baht per month (30.90%). For the overall perception of UHT ready-
to-drink coconut water, there is a high awareness from online media exposure of (X = 3.84) and factors rank
from high to low, i.e. Convenience x = 4.01), Communication x = 3.92), and worthiness (X = 3.75), and
consumers (Cost of Consumer) (X = 3.69). respectively. It can be concluded that consumers order UHT ready-
to-drink coconut water online due to its convenience.
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Table 1 The mean and the standard deviation of the perception of UHT ready-to-drink coconut water data via

online media in various fields.

Statistical value

Ranking [tems — Meaning
X S.D.
1 Convenient 4.01 0.67 Aware
2 Communication 3.92 0.56 Aware
3 Consumer’s Want 3.75 0.56 Aware
4 Cost of Consumer 3.69 0.54 Aware
Total Average 3.84 0.58 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 = not
aware.
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Table 2 The mean and the standard deviation of the perception of UHT ready-to-drink coconut water

information via online media in terms of consumer demand.

Statistical value

Ranking Consumer’s Want — Meaning
X S.D.
1 Format and manner of presenting 3.83 0.79 Aware
information.
2 The information presented explains exactly 3.77 0.69 Aware

what needs to be done.
3 The information presented is up-to-date 3.75 0.70 Aware

and responds to new trends.

4 The information presented has a shopping 3.70 0.68 Aware
facility.

5 There is a wide variety of product access 3.69 0.72 Aware
channels.
Total Average 3.714 0.71 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 = not

aware.
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Table 3 The mean and the standard deviation of the perception of UHT ready-to-drink coconut water

information via online media in terms of consumer's feelings of worthiness.

Statistical value

Ranking Cost of Consumer — Meaning
X S.D.
1 The price of the product is reasonable. 3.76 0.68 Aware
2 The price of the product is clearly stated. 3.72 0.68 Aware
3 The price of the product is appropriate for 3.70 0.72 Aware

other expenses to be taken into account.
4 There are several levels of product prices 3.58 0.75 Aware

to choose from according to their value.

Total Average 3.69 0.70 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 = not

aware.
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Table 4 The mean and the standard deviation of UHT ready-to-drink coconut water data perception through

online media in terms of purchasing convenience.

Statistical value
Ranking Convenient — Meaning
X S.D.

1 Accessing information is convenient and 4.11 0.80 Aware
hassle-free.

2 The way to order products via online is 4.04 0.78 Aware
convenient and uncomplicated.

3 Able to explain product distribution clearly. 3.96 0.75 Aware

4 delivery service available Clearly track 3.93 0.82 Aware

delivery status.

Total Average 4.01 0.78 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 = not

aware.
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Table 5 The mean and the standard deviation of the perception of UHT ready-to-drink coconut water data via

online media in communication.

Statistical value
Ranking Communication — Meaning
X S.D.

1 The presentation of the product looks 3.98 0.74 Aware

attractive. encourage purchase.

2 Presentation using celebrity to make it look 3.94 0.74 Aware
interesting.

3 Marketing promotion activities on online 3.94 0.70 Aware
media.

4 Advertising media is suitable attract 3.92 0.67 Aware
attention.

5 The advertising format is modern and easy 3.90 0.72 Aware
to access.

6 Presenting the product manufacturing 3.90 0.72 Aware
process.

7 presenting an imaginary model novelty 3.90 0.78 Aware
creativity.
Total Average 3.92 0.72 Aware

Note: 4.21-5.00 = strongly aware; 3.41-4.20 = aware; 2.61-3.40 = moderately aware; 1.81-2.60 = slightly aware; 1.00-1.80 = not

aware.
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iielvigunanla Anssudaasunmsnaauudessulay delavaniaumnzan fsganrwala suuuunislawand
Anuuale Wil dnaueliiuinszuiunisniswdndusn wavinauebiiuguuuun1sinuinis auan
afassAuUanlval 3) Auanuden1svesiuilaa (Consumer’s Want) Usenausie jULUULAzaNwMznISULAUD
foya deyaiiiiausedunglinssiuaudeanis Teyaiitiaueriuaowaznoulandnszudlng feyaiiiiaueiias
Srennuaranlunstedud wastoyatomemadhdduideruvanuas was 4) fusuuvesiuilana (Cost
of Consumer) UsgNaunig 51ANUBIAUANIAMNANMIARLNG SIA1VBIEUATILIITIEaEDenRE1NTRLIU S1ANYDEUANT
AnusngaNfualdanedug fidesiid uagsamaudiinaesedulidonauauduel ds91nuanis@inuisiums
$usluniinu fumnuaznanluniste (Convenient) fuslanfuideyaiioatusomsmsddoaudminmenirimion

A UHT rudesmesulaiiiniuasainiian

nnAnssuUsENA
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