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ABSTRACT

. Project on the study of marketing mix factors (4P's) that affect purchasing
decisions Ready-to-drink beauty beverage products of consumers: a case study of a
7-Eleven convenience store, Ban Mi Branch, Lop Buri Province The objectives are as
follows: 1) to study personal information that affects consumers' decision to purchase
ready-to-drink beauty beverage products 3) To study the factors affecting consumers'
decision to purchase ready-to-drink beauty beverages. The data were collected by using
a questionnaire of 50 sets and data were analyzed with a software program used in the
research. The researcher analyzed the data using descriptive statistics, including mean,
percentage (Percentage), and standard deviation (Standard Deviation).

1. Results of a study of personal factors affecting consumers' decision to
purchase ready-to-drink beauty beverages at 7-Eleven Dinso Phong Community Branch
Lopburi Province It was found that most of them were female, under 20 years old, single
status, diploma/bachelor degree. Student occupation Student average monthly income
5,000 - 10,000 baht.

2. Results of the study of marketing mix factors affecting consumers' purchase
of ready-to-drink beauty beverages at 7-Eleven, Ban Mi branch, Lopburi province. Found
that most consumers pay attention to product factors (mean 4.21).

3. Results of the study of factors affecting product purchase decisions water
beauty drink ready-to-drink ready-to-drink products for consumers at 7-Eleven, Ban Mee
branch, Lopburi province Most of them evaluated Choose from standard marked
products. (mean equal to 4.40) and decided to buy by themselves because
benefits of drink (mean equal to 4.42).
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