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Abstract TE162649

The purposes of this study were to investigate consumers’ behaviors and factors affecting
their decision to buy instant tea, and to compare the effects of those factors on the market mixture
caused by people of different background including sex, age, educational background, and
income. The subjects of this study were 400 instant tea consumers, aged 15 upward and who
lived in Bangkok Metropolitan. The subjects were randoinly interviewed and selected when they‘
came to 12 District Offices of Bangkok Metropolitan. Questionnaires were used to collect the
data. Percentage, mean, standard deviation, t-test, ANOVA, and Scheffe’! were employed to
analyze the data via SPSS software.

-It was found that the main reason why most subjects drank instant tea was that it was new
and it tasted different from other kinds of drink. When to drink dependéd on occasions. Lipton
brand was popular among them because it was delicious. Tea in a small box was preferable. No
specific flavor but the same brand was requested. Most subjects said that they usually bought this
kind of tea from supermarkets because it was convenient and the price was lower. In addition,
they articulated that they made their own decision to buy. TV advertisement was the major media
they learned of this tea.

With respect to the significance of factors affecting consumers' decision making to buy
instant tea and 4 aspects of market mixture, as a whole was at a high level. The comparison of the
significance levels of those factors caused by consumers of different background revealed no
differences at a signiﬁcahce level of .05.
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