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ABSTRACT

This independent study aimed at studying consumer behavior towards ready-made
chili paste in Mueang Chiang Mai District. The data was collected by questionnaires from 400
consumers who bought ready-made chili paste from stores in Mueang Chiang Mai District such as
fresh markets, traditional retail stores and modern trade. The convenience sampling method was
used to collect the data. The data then were analyzed by applying descriptive statistics; frequency,
percentage and mean as well as inferential statistics; t-test and one-way ANOVA test.

The study found that the majority of respondents were female, with age between 31-40
years old, and with bachelor degree. Their occupation was government or state enterprise officer with
the average monthly income of around 10,000-15,000 Baht.

According to the results on consumer behavior, the study found that the reason of buying
ready-made chili paste was the convenience in buying and consuming. The most favorite product was
medium spicy Tadang chili paste in plastic box. The majority of respondents bought Mae Pranom
brand. They consumed ready-made chili paste once or twice a week with fresh or boiled vegetable
and pork rind or chip for dinner. Most of respondents bought 1 unit for their own consumption and
spent less than 50 Baht per buying. The price was 10-20 Baht/unit. Buying frequency was once to
three times a month. The popular size bought was 50 grams/unit. The majority of respondents usually

bought the same brand from fresh markets which located in the community and convenient location.



Buying decision was made by buyers themselves and secondly by friends and family members. The
respondents acquired product information directly through stores and advertisement signs. The
promotion that the respondents preferred the most was discounts.

From the study of marketing mix factors influencing buying decision of ready-made chili
paste in Mueang Chiang Mai District, the result showed that all marketing mix factors were ranked at
high level which were place, product, price and promotion, respectively.

For product, the first three sub-factors ranked at high level were taste, no preservatives/
MSG added and cleanness, respectively.

For price, the first three sub-factors ranked at high level were reasonable price relative to
quality and quantity, clearly seen price label and stable price, respectively.

For place, the first three sub-factors ranked at high level were convenience in buying,
adequate parking space and the availability of product at any time, respectively.

For promotion, the first three sub-factors ranked at high level were discounts, free tasting

and free product samples, respectively.



