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The main Idea of this thesis was to study the factors affecting the
behavior of Thai consumers’ decision making on buying fried potato products
in Bangkok.

The purposes of the research were three-fold: (1) to investigate Thai
consumers’ behavior in making decisions on buying fried potato: (2) to
examine the relationship between the background and behavior of the Thai
consumers; and (3) to find out the effects of marketing mix factors on the
behavior of the Thai consumers’ decision making on buying the fried potato

products in the urban area.
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The subjects of this study were 400 participants who were chosen by
accidental sampling from different residences in Bangkok. The subjects were
divided into 5 groups, and each group contained 80 people according to the
ranges of their ages.

Descriptive statistics and inferential statistics are used to analyze the
data. Chi — square and t — test are used to analyze the data for finding the
relationship of variables and compare the difference of the variables
respectively.

The research findings can be summarized as follows :

Most subjects in this research are pupils and students who are
unemployed or do not have their own permanent incomes. Most of the
subjects’ behavior is to buy the chip potato products respectively. Most of
them often buy the real chip potato rather than any other forms of the
products, such as the refonﬁed potatoes mixed with flour and prefer to buy the
large chip potato pack as well as the other different packs of the chip potatoes
by usually buying only one pack per one time of the purchase according to
their satisfaction. Most consumers do not particularly buy a specific brand of
the products and strongly influenced by the groups of their friends and often
buy the products from the new modern market distribution or channel through
the shopping malls or department stores.

The results of testing the research hypothesis in the correlation between
the background and the behavior of the consumers in making their decisions

on buying the fried potato products have show that the consumers’
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background characteristics are related to the proportions of the frequency in
buying the products, the sizes of the product packages, and the specifics of
buying the products with the statistical significance level at 0.05, but the sexes
of the consumers are not correlated with the proportions of frequency and the
specifics in buying the products.

The results of testing the research hypothesis, that is whether the
marketing mixes can effect the different behavior of the consumers’ decision
making on buying the fried potato products, has revealed that the marketing
mixes in every section of the main factors, such as products, prices,
distribution, and promotions, have no different effect on the behavior of the
two groups of the consumers’ decision making on buying the fried potato
products, except some minor factors concerning marketing promotions with
free goods allotment affecting the behavior of the consumers’ decision

making on buying the products with the statistical significance level at 0.05



