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ABSTRACT
176274

This study has three objectives: 1) to understand consumers’ behavior
concerning bakery products, 2) to identify factors influencing consumers’ decision to buy bakery
products, and 3) to explore consumers’ satisfaction and opinion about bakery products.

Primary information and data for this study were obtained from questionnaire
interview of 400 sampled consumers selected by Accidental Sampling method to cover equal
sample size of 80 consumers for 5 occupational groups including student, government worker,
private sector employee, business person, and general wage labor. Analyses were performed on
the bases of descriptive statistics as well as chi-square test.

The majority of consumers under study can be characterized as female, 20-30
years old, single, bachelor degree graduate, with average monthly income of 5,001-10,000 baht,
buying bakery products for own consumption, with bread from premium bakery shop being the
most popularity purchased items, making 2-3 purchases each month and 1-2 pieces in each
purchase, spending about 50-100 baht for each purchase, and making the purchase most often in

late afternoon or in the evening.



176274

The results from chi-square test for internal factors determining indicated that
the purpose to buy bakery products was related to occupation and average monthly income; the
frequency of purchase had relationship with gender, age, marital status, occupation, and average
monthly income; the number of pieces of bakery products purchased each time was associated
with age, occupation, and average monthly income; the expense for each purchase was related to
age, occupation, education, and average monthly income; the most preferred choice for bakery
products had relationship with gender, age, and education; the popular time for making purchase
of bakery products was associated with age, occupation, education, and average monthly income;
and the type of bakery shops had relationship with gender, occupation, education and average
monthly income of the consumer.

The study on factors influencing the decision to buy bakery products among
consumers in various occupational groups found that consumers in all groups had product factor
as the primary determinant. Within the product factor, consumers in all groups except student
placed the importance on the element of taste4 and flavor of bakery products while the students
paid most attention to the reputation and brand name of the products.

The findings concerning consumers’ satisfaction revealed that the consumers in
all occupational groups expressed their most satisfaction on the product and the price factors, and

moderate satisfaction on the aspects of distribution channels, packaging, and service quality.





