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Abstract

This independent study aimed to investigate the influence of marketing mix factors on
consumers' decision to purchase ready-to-eat food in convenience stores in Bangkok and its vicinity,
and to examine the demographic characteristics affecting their purchasing decisions. This quantitative
research collected data from a sample of 400 consumers in Bangkok and its vicinity who had
experience purchasing ready-to-eat food from convenience stores. The research used an online
questionnaire as the data collection instrument and analyzing the data with descriptive and inferential
statistics.

The findings revealed that the majority of respondents were female, aged between 20-29
years, held a Bachelor's degree, had an average monthly income of 20,001-30,000 Baht, and were
employed as private company employees. Overall, consumers' opinions regarding the marketing mix
factors influencing their decision to purchase ready-to-eat food in convenience stores were at the
"highest" level. Place, product, and price factors were highly significant, while promotion also
influenced purchasing decisions. Furthermore, gender influenced product factors, and age influenced
promotion factors. However, no statistically significant differences were found in opinions regarding
marketing mix factors when categorized by education level, occupation, and income.

The research suggests that convenience store operators and ready-to-eat food manufacturers
should prioritize developing distribution channels, improving product quality, and formulating
marketing strategies tailored to target demographics, particularly by gender and age, to enhance the

effectiveness of meeting consumer demands sustainably.

Keywords: Ready-to-Eat Food, Convenience Store, Marketing Mix, Purchase Decision, Bangkok
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