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Abstract
220818

The survey of 100 Thai consumers by using face to face interviewing showed the
responded data of their preferences on 30 beverages available in Thai market. The
demographics data showed that almost of them are single and there were 60 % females and 40%
males, single, and had been graduated. They liked to drink beverages after noon and after
dinner. Drinking water, mineral water, milk and drinking yogurt were popular drinks. They liked to
buy drinks at convenience stofes and brought to drink at home. However, Taste, refreshing, and

nutrition were major effects of consumer decision to buy beverages.

When using principal component analysis to analyze consumer preference data, it was
found that there were 11 PCs or 11 preference dimensions and 10 clusters of beverages by using
clus{er analysis. Consumer preference maps could be cogstructéd -and showed some gapg,on

each map from which product developers can gehérate new produét ideas.





