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Table 1 Consumer behavior of bamboo shoot-processed product (n = 400)
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Table 1

Items Frequency Percentages
(Person)
Source of bamboo shoot-processed products purchase regularly
Flea markets or village markets 355 88.80
Direct purchase from farmers or sellers 20 5
Convenience stores (e.g., 7-11, Mini Big C, Lotus Express) 11 2.80
Department stores (e.g., Big C Extra, Lotus) 7 1.80
Grocery stores 3 0.80
Others 3 0.80
Online platforms (e.g., Facebook, Shopee, Lazada) 1 0.30
Types of bamboo shoot-processed products most frequently purchased
Fresh bamboo shoots 228 57
Boiled bamboo shoots 90 22.50
Pickled bamboo shoots 48 12
Others (e.g., dishes with bamboo shoots as an ingredient) 20 5
Canned bamboo shoots 11 2.80
Dried bamboo shoots 3 0.80
Frequency of purchasing bamboo shoot-processed products
Occasionally 221 55.30
1-2 times per month 133 33.30
3-4 times per month 32 8
More than 4 times per month 14 3.50
Main aims of purchasing bamboo shoot-processed products
To prepare main meals for personal family consumption 386 96.5
To prepare food for sale or resale 11 238
Others (e.g., as gifts) 3 0.8
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Table 1 Consumer behavior of bamboo shoot-processed product (n = 400) (Continue)

Iltems Frequency Percentages
(Person)
Number of bamboo shoot-processed products in the household
Consumed by 2-3 people 227 56.80
Consumed by more than 3 people 126 31.50
Consumed by one person a7 11.8
Influencers motivating the purchase of bamboo shoot-processed products
Oneself 192 a8
Family members 190 47.50
Friends 10 2.50
Vendors 7 1.80
Advertising through various media 1 0.30
Quantity purchased per transaction
Less than 1 kilogram 291 72.80
1-2 kilograms 102 25.50
3-5 kilograms 5 1.30
More than 5 kilograms 2 0.50
Types of packaging for bamboo shoot-processed products regularly
Plastic bag tied with a rubber band 322 80.50
Vacuum-sealed plastic bag 28 7
Non-vacuum-sealed plastic bag 28 7
Plastic jar 11 2.80
Canned 9 2.30
Others 2 0.50
Average spending on bamboo shoot-processed products per purchase
Less than 50 baht 220 55
51 - 100 baht 157 39.30
101 - 150 baht 19 4.30
More than 150 baht 4 1
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Table 2 The level of importance given to marketing mix factors affecting the overall consumption of ready to-eat bamboo shoot products

Marketing Mix X S.D. Level of Opinion

Product

1. Good taste, fresh, and retains its natural ingredients. 4.37 0.72 Strongly Agree

2. High-quality, safe, and meets standards. 4.12 0.91 Agree

3. The product provides nutritional value. 4.01 0.89 Agree

4. Durable packaging that is not easily torn. 3.90 0.95 Agree

5. A wide variety of product options available. 3.84 0.90 Agree

6. The brand is easily recognizable. 3.72 1.03 Agree
3.99 0.9 Agree

Price

1. The price is reasonable for the quantity of the product. 4.16 0.80 Agree

2. The price matches the quality of the product. 4.14 0.82 Agree

3. The price is reasonable compared to other brands. 3.93 0.90 Agree

4. A variety of price ranges are available. 3.89 0.92 Agree
4.03 0.86 Agree

Place

1. Easily accessible and convenient to purchase. 4.23 0.76 Strongly Agree

2. Products are available in general retail stores, such as convenience stores and supermarkets. 3.84 0.84 Agree

3. Home delivery service is provided. 3.70 1.09 Agree

4. Products are available for online purchase. 3.67 1.08 Agree
3.86 0.94 Agree

Promotion

1. Communicating information about the process of cultivation, processing, and distribution. 3.74 1.10 Agree

2. Providing knowledge by food or bamboo shoot experts. 3.68 1.09 Agree

3. Communication and advertising through online media. 3.65 1.08 Agree

4. Marketing promotions, such as discounts, freebies, and loyalty points. 3.63 1.11 Agree

3.68 1.10 Agree

2. tfodeiiamanionszuaunsinduledondnsausiuysyyan
nialiveswuslnaluiiningiva)

nsrwaun1siadulade (Consumer Decision Process)
\unszurunislunisifendiaznseyinddded wmilsannmaden
#eq Aiiteguoswesiuilan Tnsmsidelundaiifinuinszuauns
#ndulade 5 Tunou Usznoudae n1s3uddama (Problem
Recognition) ina1nduslnasdnisaiudesnisifiuiudym
msuaandaya (information Search) Wunsnisuarsmdoya
VLAY L ernunsudlad v n1sUseiduniaden
(Evaluation of Alternative) v un151 19t onu1v1n1s
Wisuiiisudeya mnuide Adeu vieuszaunisalluefin s
dindulade (Purchase Decision) lun1sinnswesfuslnaly

nsinduladoniolide uasngAnssuniendanisde (Post
Purchase Behavior) il e u3Tanazld sudszaunisallunis
u3lan Georeazldsumunelovielinelefly dmelaguslan
#suauimela agvilfiAanstedmiedinisuuzignée
Tny (Sereerat et al,, 2017) NANTITANYIAINUA ALY UA B
nszuIunsinduladondnfasiuusguanslivesiuilanlu
Jandnasvan nui Arunsiuidyviviseausdenis guslaa
TimnudAgluseavunn sunisrumdeyarnanseglusediv
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Table 3 The decision-making process for purchasing processed bamboo shoot products

Decision-making process X S.D. Level
of Opinion
Problem Recognition
1. Purchase bamboo shoot-processed products due to a desire for consumption. 4.11 0.91 Agree
2. Purchase bamboo shoot-processed products influenced by the persuasion of people around. 3.16 1.11 Neutral
3. Purchase bamboo shoot-processed products based on advertisements. 298 1.11 Neutral
4. Purchase bamboo shoot-processed products based on recommendations from famous individuals in society, 277 1.17 Neutral
such as celebrities, singers, or YouTubers.
3.26 1.08 Neutral
Information Search
1. Consider past purchasing experiences before buying bamboo shoot-processed products 3.58 1.08 Agree
2. Survey and inquire at stores selling the product before deciding to purchasing bamboo shoot-processed 3.46 1.07 Agree
products
3. Ask for information from people around you before deciding to purchasing bamboo shoot-processed 3.36 1.06 Neutral
products
4. Search for information from various sources before purchasing bamboo shoot-processed products 3.19 1.08 Neutral
3.40 1.07 Neutral
Evaluation of Alternative
1. Consider the price when purchasing bamboo shoot-processed products 3.84 0.93 Agree
2. Consider the packaging when purchasing bamboo shoot-processed products 3.70 0.98 Agree
3. Consider sales promotions when purchasing bamboo shoot-processed products 3.52 1.09 Agree
4. Consider the brand when purchasing bamboo shoot-processed products 3.50 1.08 Agree
3.64 1.02 Agree
Purchase Decision
1. Decide to purchase bamboo shoot-processed products based on product quality. 3.87 1.00 Agree
2. Decide to purchase bamboo shoot-processed products based on recommendations from previous 3.70 1.81 Agree
consumers.
3. Consider sales promotions when purchasing bamboo shoot-processed products. 3.49 1.08 Agree
4. Advertising and various promotional media influence the decision to purchase bamboo shoot-processed 3.45 1.08 Agree
products
3.63 1.24 Agree
Post Purchase Behavior
1. Repurchase if satisfied with the consumption of bamboo shoot-processed products. 3.71 1.08 Agree
2. Share feelings or feedback with others after consuming bamboo shoot-processed products. 3.36 1.12 Neutral
3. Recommend others to purchase bamboo shoot-processed products. 3.24 113 Neutral
3.44 1.11 Agree
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Table 4 The factors affecting consumers' purchase decisions for bamboo shoot-processed products in Songkhla Province

Factors B S.E. Beta t P-value
Consumer Behavior Variables
Constant 0.778 0.046 16.892 0.000%
Frequency of purchasing 0.343 0.008 0.958 61.988 0.000"
Types of products purchased 0.012 0.015 0.021 0.800 0.424
Good taste and freshness -0.023 0.009 -0.042 -2.676 0.008"
Number of consumers in household -0.043 0.013 -0.054 -3.388 0.001"
Type of packaging 0.022 0.008 0.042 2.651 0.008"
Purchase location -0.021 0.009 -0.040 -2.469 0.014"
Purchase amount per time 0.009 0.012 0.018 0.750 0.454
Marketing Mix Variables
Product factors 0.011 0.014 0.020 0.786 0.433
Price factors 0.008 0.013 0.016 0.615 0.539
Place factors 0.007 0.012 0.015 0.583 0.560
Promotion factors 0.005 0.011 0.012 0.455 0.650

R = 0.953 R? = 0.908 adj.R* = 0.907 df = 5 F =

776.779 S.E . = 0.15196 P — value = .000°

*indicates statistical significance at the .05 level.
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Table 5 SWOT analysis
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S (Strengths)

W (Weaknesses)

1. Bamboo shoot-processed product are long-lasting products that can
be distributed nationwide.

2. Bamboo shoot-processed product are organic products aligning with
the needs of health-conscious consumers.

3. The enterprise group has been established for a long time, possesses
operational potential, and is open to learning new things.

q, The raw materials have a verified source, undergo nutritional value
analysis, and ensure product credibility.

1. The product has not yet been certified by the FDA or produced
according to Good Manufacturing Practices (GMP) standards.

2. The Bamboo shoot-processed has not yet been certified under the
Good Agricultural Practices (GAP) standard.

3. The enterprise group consists of new-generation farmers who lack
knowledge in business planning, marketing, and food processing for
distribution.

4. There is no large-scale bamboo plantation, resulting in low
production volume that does not meet demand.

5. Farmers have not yet formed a cooperative for production,
processing, and distribution.

6. There is a lack of funding, equipment, facilities, and machinery for
production and processing.

7. The product type lack of diversity.

O (Opportunities)

T (Threats)

1. Digital technology, especially social media, can serve as an effective
marketing tool and channel.

2. Processed bamboo shoots are high consumption potential.

3. The overall demand for bamboo shoots nationwide is increasing, and
they can be used in a variety of dishes.

4. Educational institutions provide support, promotion, and knowledge
transfer, covering the entire supply chain from upstream to

downstream.

1. The industry is highly competitive due to the large number of
producers and distributors of processed bamboo shoots.

2. Fresh bamboo shoot production is seasonal, leading to supply
shortages during certain periods.

3. Government support for bamboo cultivation, processing, and
product distribution among farmers and enterprise groups is still
lacking.
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This research aims to study consumer behavior and the marketing mix in the
consumption of bamboo shoot-processed products. It also seeks to examine the factors
influencing consumers' decision-making processes regarding bamboo shoot-processed
products in Songkhla Province and to explore appropriate marketing strategies for
developing these products to achieve commercial viability. The study sample consisted
of two groups. The first group comprised 400 consumers who purchase bamboo shoot-
processed products in Songkhla Province, selected through accidental sampling. The
research utilized questionnaires as the primary tool for data collection. The second group
included five participants—bamboo farmers and agricultural marketing experts—who
were selected through purposive sampling. Data from this group were gathered using
focus group discussions and in-depth interviews. Statistical methods used for data
analysis included descriptive statistics such as percentages, means, and standard
deviations. Factors influencing the decision-making process for purchasing bamboo
shoot-processed products were analyzed using Stepwise Multiple Regression Analysis.
Additionally, a SWOT Analysis was conducted through focus group discussions, and
strategies were formulated using the TOWS Matrix Analysis.

The study results revealed that: Most consumers purchase bamboo shoot-
processed products from flea markets or village markets. The main problems
encountered include product unavailability in certain seasons and inconsistent quality.
Consumers prioritize good taste, freshness, and the retention of natural ingredients.
Additionally, they consider the price to be a crucial factor. Factors influencing the
decision to consume bamboo shoot-processed products include: the frequency of
purchasing bamboo shoot-processed products, the type of packaging of regularly
purchased bamboo shoot-processed products, good taste, freshness, and the preservation
of natural raw materials, the number of consumers of bamboo shoot-processed products
in the household, the location of purchase, which has a significant inverse relationship
with the purchase decision at the 0.05 level of statistical significance. Farmers primarily
sell fresh bamboo shoots through community market distribution channels. There is
currently no advanced processing, branding, or availability of modern products for sale
on online platforms. An appropriate marketing strategy should focus on producing
products that meet quality standards, with prices at or above market rates. Additionally,
distribution should be tailored to ensure adequate quantity and quality through
convenience store channels. Sales promotion strategies should include public relations
efforts involving food experts, price reductions, free gifts, and loyalty programs such as
point collection systems.
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