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ABSTRACT TE145212

This study was aimed to investigate the factors affecting consumers behavior in
purchasing vegetable oil in Mueang District, Samut Sakhon Province. The study focused only on
a sample who bought vegetable oils for their family consumption. The data were collected from
questionnaires of 400 people in 18 Tambon in Mueang District, Samut Sakhon Province, and
analyzed by descriptive statistics and presented in the form of frequency table, percentages, and
means.

The study found that most of the respondents were female and aging between 31-40
years. They worked for private companies or a free lance and had an education background lower
than high school. Their monthly income were less than 10,000 Baht.

Regarding to the consumer behaviors, the study found that most of the consumers used
soybean oil. The most popular brand was “A-ngoon” because of its good quality. The consumers
responded that they had “a moderate level of understanding”  the difference between the types of
oils by reading the nutritional details from the label. Most of them bought the one-liter plastic
bottle due to the convenience. The frequency of buying was once a week and most bought one
bottle at a time. In terms of quality, most of them said that soybean oil was the best.

The factors that affected the consumers behavior the most was the quality. Most
consumers realized that each vegetable oil had different quality but could be used interchangeable.
They bought the same brand regularly but could change the brand if the same brand was not
available. Most consumers would buy a new brand for a try. The advertisements were useful
data for their buying decision, and TV advertisements were the most frequently seen and
memorized.

Regarding to the marketing mix factors, It was found that the consumers gave a high
level of importance to the marketing mix factors of vegetable oil. The average value was shown
from the greatest to the least a follows: product, place, and price; respectively while the promotion
was rated at a moderate level of importance.

When referring to the product, the sub-factor that affected the consumers’ behavior in
buying vegetable oil the most was the information detail on the label; such as a raw material used,
manufacturing and expiration date, and the nutritional values.

When referring to the price, the sub-factor that affected the consumers’ behavior in
buying vegetable oil the most was a proper price.

When referring to the place, the sub-factor that affected the consumers’ behavior in
buying vegetable oil the most was from a supermarket or superstore.

When referring to the promotion, the sub-factor that affected the consumers’ behavior in
buying vegetable oil the most was the advertisements in different kind of media; such as flyers,

newspapers, radio, and television.





