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ABSTRACT

The aim of this independent study is to study behavior of consumers in Mueang Chiang
Mai District toward consuming instant seasonings by using the questionnaires in collecting the
data from 300 sampling group: convenience sampling and descriptive statistics such as frequency,
percentage, average and inferential statistics such as F-test statistic.

The results of the study were found that the sampling group was females whose age
were lower than or equivalent to 30 years old — they were 31 — 40 years old and graduated from
bachelor degrees. They are working in a private company and gaining lower than or equivalent to
10,000 Baht each month. They were married.

In an aspect of behavior, most of the sampling group frequently cooked their own meal.
They were the cook, used instant seasoning sometimes and bought the instant seasoning for their
houses. The same brand of packaged powder instant seasonings were commonly picked up which
specifically was Knorr. The sampling group usually uses the instant seasoning for boiling food,
curry and soup. The main objective of its usage was to enhance deliciousness. The buying
decision came out from themselves who would buy it when needed and buy it from a modern
retail stores or supermarket. The instant seasonings were mostly used for the dinner with an
average expense of 20 — 40 Baht each time. They bought it once a month and couple units a time.
They had a brand in mind before buying. The channel receiving the information about the instant

seasonings was from Television.



From the study of the marketing mix technique that affects decision to buy an instant
seasoning, it found that; the factors of minor marketing mix affects making decision of choosing
an instant seasoning of the average from maximum to minimum are 1.The standard guarantee
from Food and Drug Administration 2.Taste of the instant seasoning 3.Identify the manufactured
date and best before date 4.Convenience of buying 5.Convenience of cooking 6.How to cook
instruction 7.The optimal of price and quality 8.Long holding time 9.Be in long supply 10. Brand

The sampling group with different age had different behaviors consuming instant
seasonings regardless of the cooks for the family, brand, monthly buying frequency, and buying
amount each time. The age of sampling group was different shared different marketing mix that

affects the decision of buying instant seasonings at statistical significance of 0.05



