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ABSTRACT

The purpose of this independent study was to study the Bangkok consumers’
behavior in buying processed seafood. The samples were 360 females who bought processed
seafood; 60 samples were selected by quota sampling from 6 districts out of 50 districts. The data
were collected by questionnaires and then apalyzed using descriptive statistics including
frequency, percentage and mean.

The result showed that most respondents were single, aged between 30-39,
working for private companies. Most respondents had bachelor degree, and more than 20,000
baht salary with more than 5 family members.

Most respondents bought processed seafood once a month at a price of 100-500
baht each time from shopping malls or supermarkets. The most processed seafood respondents
bought product was processed fish with mixed taste (sweet, salt and spicy). Most respondents
favored ready-to-eat in 100-gram package. In case of the processed seafood for cooking, they
favored 500-gram package with natural seasoning. Consumers practice two kinds of buying
behavior : buying only the same brand and always for changing a new brand. Most consumers

studied the nutrition information before consuming. Most consumers thought that the price was



moderate and they buy for themselves, They make decision on their own to buy the product,
Most consumers choose to consume the processed seafood in the future.

Regarding the marketing mix factors, it was found that the product factors, the
price factors, the distribute channel factors and the promotion factors had high important level on
consumers’ decision making to buy the processed seafood.

The most influential product factors were cleanliness, safety, taste, visible label
showing manufacture and expiry dates and the certification from That FDA.

| The most influential price factors were clear price tags, criteria for setting price
and low price. |

Regarding distribute channel factors, the most influential factors were
convenient area, easy-to-find location, the number of distributors, and reliable shops/distributors.

For the promotion factors, the most influential factors were the opportunity to
taste the product, buying, the friendliness of the sellers and the information about the product
given by the sellers.

Other factors were low influential on consumers’ buying behavior. The most
important was the product was easier to find than other food. The less important sub factors were
the high cost of other food and the country’s economic condition.

Personal factors, determining the buying decision were curiosity to try the
product, need for health, and income respectively.

Regarding the social factors, the factors that affect consumers’ buying decision

_ were family, relatives, and close friends/neighbors/acquaintances.



