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The objectives of the consumer behavior of bakery products in Bangkok are
1) to study consumer behavior of the bakery product , 2) to compare consumer behavior of
the bakery products which is the different characteristics and 3) to study The essential
factors that could possibly effect the consumer behavior.

This research is a survey research. Population are buyer’s bakery products in
Bangkok . The sample size is 400. The research use convenience sampling method and
using questionnaires as the tool to collect data. The data analysis will be done by using
the frequency ,percentage , standard deviation and testing the hypotheses by using chi-
square, F-test by using ANOVA at 0.05 level of significant .

According to this research , we found that most of them are more females
than males. The age level is between 20-30 years old and education level is bachelor
degree. Most of them in the sample are also employees in private companies. The income
per month is lower than 10,000 baht.

The research found that the consumer behavior of the sample are that most of
them bought and have the tasteless bread ( loaf, sandwich ). They bought it for
themselves. They decided by themselves . They had it in the morning at their home. The
kind of bakery shop to buy is mostly from department stores. The bought it 2-3 times
per week. The cost of buying is mostly lower than 50 bath per time. Their popular
beverage to drink with the bakery products was coffee. They exposed the bakery

products promotion from news. It was found that all marketing mix was very important.

For hypotheses testing, the research found that the demographic of consumers
reflects the different consumer behavior and also the marketing mix factors effected

consumer behaviors.





