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ABSTRACT

The objective of this independent study was to study marketing mix factors affecting
consumers in Mueang Chiang Mai District towards purchasing three-in-one instant coffee. The
data was collected by using questionnaires from a sample of 300 participants. The samples were
selected by non-probability sampling and the convenience sampling method. The data was then
analyzed by descriptive statistics in terms of frequency, percentage and mean.

It was found from this study that most respondents were female, 21-30 years old, with an
undergraduate education. Most worked as government officials and earned 5,001-10,000 bath per
month. They liked to buy Nescafe Three-in-One. They bought 5-10 pack of Three-in-One Instant
Coffee and frequency of buying 1-3 times per month. They like to buy original Three-in-one
Instant Coffee. Most bought for their own consumption from hypermarkets.

In terms of product, the respondents ranked the following factors at the high level :
guarantee of product from Thai FDA, expiration date, taste, aroma of coffee, concentration of
coffee, famous brand, products labeled with the ingredients for consumers, ingredient of coffee,
packaging design and variety of product.

In terms of price, the respondents ranked the following factors at the high level :

reasonable price with concentration or mixture of coffee, and a clear price tag on the package.



In terms of place, the respondents ranked the following factors at the high level :
The availability, location and ease of purchase, product is prominently placed and clearly visible.
In terms of promotion, the respondents ranked the following factors at the high level :
Product is regularly promoted through television advertising, and has a good image within
society, courteous sales staff, with good personalities, product discount, free product for taste and

well — known presenter.



