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ABSTRACT

The purpose of this study was to study buying behavior towards instant green tea of
consumer in mueang district, Samut Sakhon province .The data was collected by 300
questionaires analyzed by descriptive statistics as frequency, percentage and mean.

The results of this study was found that buying behaviors towards instant green tea of
sampling consumers had bought unif brand, original taste, pet bottle 500 ml. from convenience
store. Bought regularly in every day less than one year period. Average buying was not more
than 2 times per week. Quantity was 1-3 bottles per time in amount of 12-60 Baht. The sample
consumers knew green tea beverage from television. Sale promotion which consumers like was
discount coupon . The motivation of buying was health concern and they will tell other people to
buy green tea later.

Marketing Mix Factors affected to decision making to buy instant green tea of the
sample consumers in the large view was in a high level. For product factors and price factors was

in average at high level . Place factor and promotion factors was in average at low level .



The first priority of the problems of buying were taste not good and next was expensive ,
similar packaging, not clearly price label, sales promotion was not interesting, short period of
sales promotion, color of tea, no brand recognition, stock out of shelve, price often changed, no

customer service, difficult to buy, unreachable distribution and obsolete packaging respectively.



