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ABSTRACT

The purpose of this independent study was to study consumers attitudes towards low
calorie sweeteners in Bangkok Metropolitan. Questionnaires were used for data collection of
400 samples. 200 samples were consumers and another 200 samples were non-consumers. The
collected data were statistically analyzed using descriptive statistics : frequency, percentage, and
mean and using inferential statistics : t-test of mean differences and one way ANOVA of mean
difference comparison by Fisher’s LSD at 0.05 confidence level.

The study found that most low calorie sweetener consumers were female, single, 21-
30 years of age and had bachelor degree of education. Most respondents worked for private
companies and earned monthly salary of 10,001-20,000 baht. Low calorie sweetener non-
consumers were mostly female, single, 21-30 years of age and had bachelor degree of education.
Most respondents worked for private companies and earned monthly salary of 20,001-30,000
baht.

The cognitive component of attitudes : the average score of knowledge level regarding
low calorie sweetener was lower for consumers than for non-consumers, however both groups of
respondents knew the most in that low calorie sweetener can substitute sugar.

The affective components (feelings and opinion) of attitudes : both consumers and

non-consumers groups agreed on all marketing mix factors. Low calorie sweetener consumers



agreed most in place factor and the most agreed sub-factor was the distribution of low calorie
sweetener via discount stores such as Lotus, BigC, Makro, while low calorie sweetener non-
consumers agreed most in price factor and the most agreed sub-factor was that the price of low
calorie sweetener was much higher than sugar.

Regarding the behavioral components of attitudes : both consumers and non-consumers
knew the “Equal” brand. Most consumers knew the product via magazine whereas non-
consumers knew the product via television. The reason of consumer buying the Equal brand was
brand reputation and quality assurance. The frequency of consumption was 1-2 times per week
and put together with drink such as tea and coffee. Low calorie sweetener powder was the most
preferred and most of ten bought from department stores. The respondents consumed low calorie
sweetener for weight reduction and health concern. The most influencial person for low calorie
sweeteners consumption was oneself. All marketing mix factors of low calorie sweeteners were
highly important.

The affective components of attitudes concerning buying factors of low calorie
sweeteners were that the product factor was not significantly different across gender, education
level and income. The price factor was significantly different across gender. The place factor
was significantly different across gender, education level and income. In addition, the promotion

factor was significantly different across income.
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