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The purpose of this research was to study factors related to Oyster brand real
fish sauce consuming behaviors of consumers in the Bangkok metropolitan area. The
research population was people who used to consume Oyster brand real fish sauce in
the Bangkok metropolitan area. The research sample consisted of 400 consumers of
Oyster real fish sauce in the Bangkok metropolitan area. A guestionnaire was employed
as the data collecting instrument. Statistics employed for data analysis were the
percentage, mean, standard deviation, t-test, one-way analysis of variance, pair-wise
multiple comparison, and Pearson simple correlation. The SPSS for Windows, Version
11.0 Program was employed for data processing and analysis.

Research findings revealed that the majority of consumers were females, aged
15 — 22 years, with single status, with bachelor's degree educational level, with
occupation as private company/store employees, and with monthly income of 5,000
baht or lower. The knowledge and understanding on Oyster brand real fish sauce of
customers was at the high level; their needs for the product factor were at the “needed”
level; their likes for the quality factor were at the “like very much” level; their needs for
other marketing factors were at the “much needed” level; their perception on marketing
promotion was at the highest level; and their consuming motivation was at the highest
level. As for consuming behaviors, customers' averaged buying amount was 1.45

bottles per purchase; their averaged buying value was 25.59 baht per time; they had a
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using behavior tendency on the aspect of advising or persuading others to use the
products at the “may persuade” level; their future buying tendency for new products
was at the “may con{ihue to buy” level; their tendency for using the products in the
future was at the *may continue to use” level; the majority of consumers bought the
products because of friends (acquaintances); and the buying reason was the belief that
the products were beneficial for the body. Furthermore, additional findings were the
foliowing:

1. Consumers with different genders differed significantly in their Oyster brand
real fish sauce consuming behavior aspect of buying quantity (bottles/time), and buying
value (baht/time) at the .05 level.

2. Consumers with different educational levels differed significantly in their
buying value (baht/time) at the .05 level.

3. Knowledge and understanding of the products, the product factor, quality
factor, other marketing factors, and motivation factor correlated significantly at the .05
level with the consuming behavior aspect of buying value (baht/time).

4. The Oyster brand real fish sauce quality factor aspect of Grade A quality, and
the marketing factor of marketing promotion correlated significantly at the .05 level with
the consuming behavior aspect of buying quantity (bottles/time).

| 5. Consuming behavior aspects of buying quantity (bottles/time), and buying
value (baht/time) correlated significantly with buying behavior tendency, and using

behavior tendency at the .05 level.





