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Abstract

The objectives of this study were (1) to study the
consumers’ information perception, (2) information satisfaction,
and (3) purchase intention towards marketing public relations
of functional drink brands. The representative sample was
Generation Y Consumers and the whole number was 400
persons which studied or worked in Bangkok area and
had the age between 18-35 years old. This research was
conducted with quantitative method using questionnaire to
collect the data. The results of this research revealed that
(1) Generation Y consumers always paid attention to maintain

their shape and health. They perceived marketing public
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relations information from mass media channel
such as advertisement on television and radio spot
the most. The most important objective was to
obtain the knowledge of brands’ qualification and
nutrition. Consumers were satisfied with infor-
mation perception to keep up with the trend and
to obtain brand benefits the most. The price of
functional drink brands was the most important
factor towards their purchase intention (2)
Consumers’ information perception towards
marketing public relations of functional drink
brands were positively correlated with consumers’
information satisfaction (3) Consumers’ information
perception towards marketing public relations of
functional drink brands were positively correlated
with consumers’ purchase intention (4) Consumers’
information satisfaction towards marketing public
relations of functional drink brands were positively
correlated with consumers’ purchase and (5) The
difference in gender, age, education, occupation
and income factors of consumers had an impact
on the difference towards purchase intention of

functional drink brands.
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