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Abstract 2 0 1 3 5 8

The purposes of this study were to investigate the consumers’ behavior and factors affecting
decision to buy cereal products. The informants of this study were 400 people with the age of
15 years upward, living in Bangkok Metropolis. Questionnaires were used to collect the data.
Frequency, percentage, arithmetic mean, standard deviation, Chi-square, t-test, ANOVA, and
Scheffe analysis were used to analyze the data via SPSS software.

It was found that most informants were female with the age range from 20 to 30 years,
having lower than bachelor’s degree background, and earning lower than 10,000 baht/month.

It was found that most informants thought of breakfast when talking about cereal.
Most bought it for self-consuming as a snack. Chocolate flavor was the most popular.
Medium size box (100-250 gram) was preferable. They bought one box at a timé. The reason for
buying it was its nutritional value. The respondents said that they ate it with milk for breakfast at
home almost everyday (2-6 days/week) or at any convenience. The cereal of each purchase was
finished within a week. Apart from discount, sale promotion affecting consumers’ decision to buy
was gifts. Television media affected their decision to buy the products. Tasting the products in
supermarket booths best attracted the consumers. The most popular brand was Nestle’.
Most informants bought the products from discount stores such as Tesco Lotus and Big C.

With respect to the analysis of relationship between the consumers’ personal status with
their behavior in buying cereal products, 5 items were found related to sex, 12 to age, 10 to

education background, and 12 items to average monthly income.

Regarding the significance level of factors affecting decision to buy cereal products, it was
found as a whole and by aspects at a high level. However, the detailed investigation revealed that
the items related to weight control and lucky draw were rated as moderately important.

The comparison of the significance level of factors affecting consumers’ decision to buy
cereal products with regard to their personal status revealed differences in 3 items related to sex,
2 to age, 10 to educational background, and 7 items to average monthly income. The statistic

significance level of this study was set at .05.





