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The survey was conducted for two purposes : 1) to examine Bangkok people s
decision on buying CPIF sausages, and 2) to identify the factors affecting their decision
on buying CPIF sausages.

People in Bangkok were purposively selected to be the samples of the study.
Then two hundred Bangkok people who shopped at The Mall Department Store,
Bangkapi Branch, were accidentally selected to distribute a questionnaire to fill out
frequency, percentage, mean and standard deviation were used to describe the data

and Chi — Square Test was used to determine the relationship between variables.

The findings were summarized below.

1. General charaéteristics of the samples. The number of females and that of
males was close (51.5% and 48.5% respectively). They were 20 — 30 years of age.
They were single and were studying for a Bachelor ‘s degree. Most were school and
university students, and had a monthly income / allowance of 5,000 — 10,000 Bath.

2. Overall, the samples had information about the CPIF sausages at a low level.
They learned about the product from the advertising sign at the point of promotion (POP)
most. Influence of reference groups — peers and family — affected their decision on

buying CPIF sausages. They had a moderately positive attitude toward the product.
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3. About 69.0% decided to buy CPIF sausages and the other 31.0% decided
not to do so. The primary reason for buying the product was the taste, followed by the
standard quality while the primary reason for not buying the product was preference of
other brands, followed by not knowing the CPIF brand.

4. The factor significantly influencing their decision on buying the processed
food like CPIF sausages were the environmental factor (i.e., having information about
the product); the influence of the reference group, i.e., peers and family members;
the attitude toward the product (i.e., the attitude toward the product, the price,
the distribution channel and marketing promotion). On the contrary, gender, age,
marital status, education, occupation and monthly income / allowance had no impact on

their decision to buy the product.



