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The purpose of this study was to investigate Bangkok consumers’ buying behavior

Abstract

and factors encouraging their decision to buy canned seasoned fish products. The informants
of this study were 400 people living in Bangkok who used to buy canned seasoned fish
products. Questionnaires and interview were used to collect the data. Percentage, arithmetic
mean, standard deviation, t-test, ANOVA, and Scheffe Analysis were used to analyze the
data via SPSS software. The statistical significance level of this study was set at .05.

It was found that most informants were female, aged 25-35, with bachelor’s degree
background, and monthly income of 20,000 baht. Most worked as an employee in private
enterprises. With respect to buying behavior, it was found that most consumers bought fish
topped with chili sauce, of three - female cook brand. Before buying they took into
consideration the manufacture and expiry dates. Standard size of 150-165 gram and the
can cover with a pull to open latch was most preferable. They always bought the same
brand or a new brand for trial. The frequency of consumption was 2-3 times per month.
No more seésoning was added. The preferable price was 20-39 baht/can. They bought the
products from grocery stores.

The investigation about the relationship between the buying. behavior and the
informants’ personal status revealed that their decision was affected by 2 conditions related
to sex, another 6 to age, 6 to educational background, 7 to occupation, and 9 to monthly
income.

The examination of the importance level of factors encouraging their decision to buy
indicated, as a whole, by-aspect, and by-item, that it was at a high level. Only the items
about the flavor and the manufacture and expiry date were stated as most important. A
moderate level of importance was placed on varieties of size and shape of the package.

The comparison of the significance level of factors encouraging consumers with
different personal status to buy the products indicated that thosé with different sex, age,
educational background, occupation, and income, placed the importance on 4, 7, 10, 12,
and 9 factors differently respectively.

The investigation of the consumers’ additional needs revealed that the top two kinds
of fish most of them wanted to be canned were tuna and sardine. The preferable shape of
the can was short and cylindrical. The cover needed was of a pull to open type. The needed
information on the can was that about nutrition. The preferred standard sign was Food
Safety. Moderate quality, reasonable price, cash payment, and discount of the canned fish
were also preferred. The place most consumers wanted to buy the products was convenient

stores and the media suggested to advertise the products was television.





