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NAPATSAPORN NIYAWANONT : FACTORS AFFECTING BAKERY PURCHASE
BEHAVIOR OF CONSUMER IN MUEANG DISTRICT, NAKHON PATHOM. THESIS ADVISOR :
ASST. PROF. PHITAK SIRIWONG, Ph.D. 139 pp.

The objectives for this research were (1)to study purchase behavior of consumer
in Mueang District, Nakhon Pathom; (2)to study population factors of consumer in Mueang
District, Nakhon Pathom; (3)to study marketing mix and complementary businesses in bakery
shop that consumer in Mueang District, Nakhon Pathom played the important role. Population
and sample were 400 consumers who had purchased bakery. Data was collected by
guestionnaires. Statistical analyze with SPSS used the Frequencies, Percentage, Means,
Standard deviations, crosstab and Descriptive analyze.

The study found marketing mix and complementary businesses in bakery shop
were important to bakery purchase behavior. The majority of samples were male in the age
between 15-25 years with bachelor degree and single. They were students and earned
average income under 10,000 baht/month. The most important factor of marketing mix was
products in part of quality and freshness, as for the complementary businesses are soft drinks
along with bakery. The most of samples bough the bread from bakery shop to eat at home
and they preferred to sit the bakery shop for the rest. The most popular time was between
12.01-15.00 hr. with once to twice a week. The average expense per visit was 10 to 100
baht. They make their own decisions to buy bakery. The results from this study can apply
to bakery business development approach for the consumers needs.
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