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ABSTRACT

The purpose of this study was to study marketing mix factors affecting consumers in
selection of ready to drink canned coffee. The data was collected by questionnaires in three levels of
decision ranked that were low level, middle level and high level. The data was collected by quota
sampling and chosen by purposive sampling from 400 canned coffee purchasers at Big — C Lotus
Macro and convenience stores. The data was analyzed by descriptive statistics such as frequency,
percentage, mean and standard deviation . The result was found as follow.

All marketing mix factors that overall affected consumers in selection of ready to drink
canned coffee were found that ranked in middle level.

Product factors that overall affected in selection of ready to drink canned coffee in middle
level. Sub-factors affected in high level were quality, safety, taste, guarantee of product from Thai
FDA and expired date. Sub-factors affected in middle level were coffee concentration , ingredient of
coffee, famous of brand, packaging design and variety of product.

All price factors that overall affected in selection of ready to drink canned coffee in middle
level were price per canned , sell goods cheaper price compared with other stores.

All place factors that overall affected in selection of ready to drink canned coffee in middle

level were convenience of buying goods, goods were out of stock , convenience in parking.



All promotion factors that overall affected in selection of ready to drink canned coffee in
middle level were increase quantity , lucky draw , extra product , activities for social , advertising via

mass media , discount of goods , free product for test, well — known presenter.





