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ABSTRACT

.14861°

The objectives of this research are to study customer behavior and factors influencing
customer's decision on purchasing confectionery products from Association of South Fast Asian
Nations (ASEAN) of people in Bangkok and suburb. The methodology in this rescarch was a
quantitative research. A survey was used to collect the data from a person who bought ASEAN’s
confectionery products from modern trade and convenience stores in Bangkok and suburb. A total
of 400 usable questionnaires were obtained.

Descriptive statistics, including percentage (%), mean (X ), and standard deviation
(S.D.), were used to describe demographic characteristics of the respondents and the respondents
opinion towards confectionery products from ASEAN. Chi-square technique was used to test
hypotheses of the study.

The findings illustrated that
1. Most of the respondents were female, age between 20-29 years old, single, have no child,

graduated bachelor degree, and have income between 5,001-10,000 baht/month.

2. The respondents bought chocolate the most. Tango, from Malaysia, is the most popular brand
follow by Crispy 18 Bryl's chocolate. Most of the respondents aware that confectionery
products they bought were produced from ASEAN and they will continue to buy thosc
products. Most of the respondents reported to buy ASEAN’s confectionery products from 7-
cleven in an average of 1-2 times per month and 100 baht per time.

3. Most of the respondents put an important on product variety follow by good packaging and
cheap price. The most popular information source for ASEAN’s confectionery products arc
television and friend.

4. Most of the respondents satisfied with quality of ASEAN’s confectionery products. The

satisfied reasons arc product variety, good packaging, have certified marks and produce from
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standard factory. The unsatisfied reasons include confectionery products from other countries
have better quality than ASEAN’ confectionery products and only want to try ASEAN’
confectionery products.

5. The study found age, marital status, number of children, occupation, and monthly income to
have positive relationship with frequency of buying ASEAN’ confectionery products in a
month. Moreover, the study also found age. marital status, number of children, level of
education, occupation, and monthly income to have positive relationship with amount of
money spending on ASEEAN’ confectionery products per time.

6. In terms of marketing factors, the study found good packaging. cheap price, and good value
for money to have positive relationship with amount of money spending on ASEAN’
confectionery products per time. Besides the study also found advertising on television to
have a positive relationship with frequency of buying ASEAN’ confectionery products in a
month. On the other hand, advertising on television, family, friend, leaflet, salesperson, and
other influenced people were found to have no relationship with amount of money spending

on ASEAN’ confectionery products per time.

Keywords: Confectionery, Consumer behavior, Marketing mix, ASEAN



