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ABSTRACT

This study has two objectives: 1) to understand consumers’ behavior concerning
purchase of instant noodles, and 2) to identify factors influencing consumers’ decision to buy
instant noodles.

Primary information and data for this study were obtained from questionnaire
interview of 200 sampled consumers selected by Accidental Sampling method. Analyses
were performed on the basis of descriptive statistics.

The study on consumers’ behavior concerning purchase of instant noodles found that
consumers buy instant noodles for convenient cooking, making 1-2 purchases each month,
upon convenient occasion, more than 6 pieces in each purchase, spending more than 41 baht
for each purchase, by own decision. The most often purchased brand is Mama with Tom Yum
Kong flavor in 55 grammes pack, and purchase at hypermarket.

The results for factors influencing the decision to buy instant noodles found that
consumers had product factor as the primary determinant. Next were place factor, promotion

factor, and price factor, respectively.
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For the product factor, consumers paid primary attention to the element of taste and
secondary brandname of the product.

For the price factor, consumers paid most attention to the matching between price
and qualities, the matching between price and quantities, and cheapness, respectively.

For the place factor, consumers by age group paid most attention to the convenient
parking around the store. By the marital status, single consumers choicé was the store that
had various kinds of products but married consumers determined by the convenient parking at
the store. By income group, consumers usually buy at the store that located near their
residence/office.

For the promotion factor, consumers were most influenced by the element of

advertisement followed by sales promotion and point of purchase communications.



