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ABSTRACT

This mdependent study has an objective to examine the Consumers’ Attitude Towards
Consuming Processed Sugar in Bangkok. Three hundred questionnaires were distributed to
collect data from a sample group of populﬁtion residing in Bangkok. The following statistical .
instrﬁrnents: frequency, peréentage and arithmetic mean were used in data analysis."

The resuits of study as following; .

The study has found that most of respondents were female aged between 26-35 ‘years,
completed education of bachelor’s degree, they were the office staff, monthly income were
10,001-20,000 Baht per monith,

The respondents’ knowledge and understanding agreed in high levél: Issue of the
knowledge of Thailand sugar made from cane, Issue of the sugar is energy nutrient, unless burn it
all, would have made fat. Issue of separated packing sugar from traditional retailers usually had
higher price than manufacturer packin 2.

The respondents’ knowledge and understanding agreed in medium level: Issue of most
sugar was not bleached.

The respondents” knowledge and understanding agreed in low level: Issue of most sugar

was not bleached. Issue of eating sweet taste made is irritated.



Issue of the government controlled some kinds of sugar pricing agreed in high level and issue of
the ability to do advertisement and publicity for sugar.
Most of respondents were satisfied of marketing mix factors in'medium level.
. The product sub-~factors, the respondents were satisfied in a medium level, the most
satisfied product sub-factors was the quality and cleanliness of sugar
The price sub-factors, they were satisfied in a medium level, the most satisfied price sub-
factors was the sugar pricing.
The place sub-factors, they were satisfied in a medium level, the most satisfied place sub-
factors was the selling stores were convenient and located nearby home or office.
The promotion sub-factors, they were satisfied in a mediwmn level, the most satisfied
promotion sub-factors was the advertising via media,
For consumer behavior it was found that most respondents consumed refined sugar,
packing in 1 kg., bought “Mitr Phol” brand, bought 1 time per month and bought most often and
in the largest quantity at hypermarkets, and purpose for cooking. Themselves were the buying

influence, the respondents felt well when consumed sugar because of the sweeten taste liking, In

-addition, most respondents wanted to reduce sugar consumption of each time



