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ABSTRACT

This independent study was aimed to study the marketing mix factors affecting
consumer purchasing decision of instant coffee mix in Bangkok. The data were collected by
questionnaires from 250 consumers who are more than 15 years old and have bought instant
coffee mix. The data were analyzed by descriptive statistics, i.e. frequency, percentage and mean.
The results of this study were as follow

Most respondents were female and aged between 20-29 years old. They graduated a
bachelor degree, worked in private sectors and earning 10,001 — 20,000 Baht per month.

For the consumer behavior, most of them drank coffee one cup per day for every day.
Instant coffee was the most popular coffee. The frequency of instant coffee mix drinking is one
cup per day for every day. The most popular of instant coffee mix is normal type, original or
classic taste, less than 10 sachets per bag for packing size and bought one time per month. The
convenience is the most popular reason for buying. The purchasing decision was made by
themselves at the modern trade and supercenter.

The marketing mix factors affecting consumers purchasing decision of Instant Coffee
Mix in Bangkok at the high important level were product, place which had the same average
score, and price factor, respectively. As the promotion factor was the moderate important level.

Product sub-factor affected in very high important level was cleanness and safety of

product. Whereas, guarantee of product from Thai FDA, taste, quality of coffee, expiry date,



flavor of coffee, concentration of coffee, ratio of ingredients, famous brand, nutrition facts on
label and variety of packing size were affected in high important level.

Place sub-factors affected in high important level were easy to purchase, convenience
of the store location, cleanness of product shelf, goods were not out of stock, goods be on
attractive position and complete of category.

Price sub-factors affected in high important level were the appropriate price with
quality, price per sachet and allowance.

Promotion sub-factors affected in high important level were the discount price, the

television advertisement, free sample and extra products.



