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At present, more people are interested in taking care of their health. A number of
them learn of the nutritional value of cereal especially those ready to drink products and so
drink it more. The purpose of this study was to investigate consumers’ behavior and factors
affecting their decision to buy instant cereal drink products. The informants of the study
were 400 Bangkok people with the age of 15 years upward. All of them used to buy or
drink the products. Questionnaire and interview were used to collect the data. Percentage,
arithmetic mean, standard deviation, Chi-square, t-test, ANOVA, and Scheffe were
employed to analyze the data via SPSS software.

It was found that most informants were female, with the age range between 25-40
years, Bachelor’s Degree background, and monthly income of 10,000-20,000 baht.

The study showed that most consumers still took the cereal as morning drink 2-6
days per week, and had drunk for 1-2 years. The reason for drinking it was its nutritional
value. They knew the products from the advertisements in the television. The most popular
brand was Nesvita original/natural flavor. A bag of 20 packets was bought each time. The
manufacturing and expiry dates were taken into consideration before buying the products.
Besides buying for self-drink, they bought it for sick relatives/acquaintances. They liked
to buy them from discount stores (like Tesco Lotus, Big C, etc.) because they were near
their residences. The investigation of the relationship between the consumers’ buying
behavior and personal status revealed that 7 items were related to sex, 8 to age, 1 to
educational background, and 3 to monthly income. A

The examination of the level of importance of buying factors indicated as a whole,
by-aspects, and by-items that the informants rated them at a high level. Only the buying
factor related to the lucky draw was rated at a moderate level of importance.

The comparison of the level of importance of buying factors and consumers with
different personal status related to age, educational background, monthly income, except for
sex indicated no differences as a whole. However, the detail investigation showed that the
consumers with different sex and age rated the importance of buying factor related to
distribution channel differently. The consumers with different income rated the importance
of factor related to price differently. The consumers with different sex, age, educational
background and monthly income rated the level of importance of 3, 9, 4 and 6 buying

factors differently.





