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This independent study was designed to study the consumers’ decision making process
in purchasing processed seafood in Bangkok. The study was conducted by questionnaires using
quota sampling. The study involved 400 respondents who shopping processed seafood in
superstores located in Bangkok. The collected data was statistically analyzed using frequency,
percentage and mean.

The majority of respondents were female, single, aged between 21-30 years old, and
working for private companies. Moreover, most of the respondents graduated bachelor’s degree,
earned salary more than 20,000 baht, and lived with family more than 5 members.

In a stage of problem recognition, the findings revealed that the most influential factors
to motivate on consuming processed seafood were convenience to purchase. In addition, the most
influential factors that motivated consumers to purchase were desire to try new brand product and
advertisement, respectively.

In a stage of information search, the results showed that most of the respondents got
the information about processed seafood from television. Prantalay was the most popular brand
that the respondents knew. The majority of respondents wanted to know the additional
information about quality, taste and price respectively.

In a stage of alternatives evaluation, the results indicated that the major factors that
respondents concerned on seafood evaluation were a certificate from department of Food and
Drugs, convenience to cook and long preservation respectively. The quality of raw materials and
hygiene were the most important factors that consumers realized to consider on brand.

In a stage of purchasing decision, the results revealed that nutrition was a major
concern to compare when they purchased the product. The majority of respondents favored
processed seafood packed in a plastic box, containing 100-300 grams per package. For the
frequency of purchase, most of them bought processed seafood approximately twice a month. In
addition, they spent between 101-500 baht per time on purchasing processed seafood. Shopping
malls or supermarkets were the most popular places that the customers went to shop the products.
The respondents mainly made decision to buy the product themselves.

In a stage of post purchase behavior, the majority of respondents were satisfied with
the convenience to cook and preserve. On the other hand, in case of dissatisfaction, most of
respondents would not buy the brand that they felt dissatisfied anymore. However, the repeat
buying would be occurred for the brand that they favored. The major reasons of repeat buying the
brand of processed seafood were convenience to cook, good taste, hygiene, high nutrition, long
preservation and convenience to buy respectively. In contrast, a thought of fresh seafood had
higher nutrition, fresh and better taste were the main reasons for not buying processed seafood

consumers respectively.





