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This research aims to examine the consequences of product stock-outs, by studying
consumers' reaction following stock-outs, factors affecting consumers' reaction, and losses incurred by
manufacturers or distributors, and retailers. The selected product for the study is the pasteurized

yogurt sold through modern trade channel in the Bangkok Metropolitan Area.

The study applies the Multinomial Logistic Regression technique to analyze factors
influencing the consumers’ reaction to stock-outs. The analysis of data collected from the face-to-face
interviews of 200 samples in the Bangkok Metropolitan Area indicates that when encountering a
stock-out, about 37.5% of the respondents would switch yogurt flavor, 34.5% switch brand, and 22.5%
switch package size. The remaining 5.5% would not continue the purchase of the pastcurized yogurt;
2.5% would buy a different product, 2.0% would delay the purchase to the next shopping tx‘ip, and 1%
would go to a different retail store. The results also reveal that factors significantly influencing the
consumers’ reaction to stock-outs include consumers’ experience with strawberry yogurt, experience
with orange yogurt, and experience with Meiji brand. Product stock-outs would cause the
manufacturers or distributors a sale loss of 14.90 Baht per occurrence and the retailers a loss of 1.07

Baht per occurrence.





