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ABSTRACT

The purpose of this independent study was to study the behavior and profile of target
customers for canned tuna products in Bangkok. The questionnaire was used to collect data from
400 consumers who bought canned tuna during the past 6 months and lived in Bangkok by using
convenience sampling. The study used Multi-Stage Sampling to obtain a representative sample of
the population. The collected data was statistically analyzed using frequency, percentage, factor
analysis and cluster analysis.

The demographic characteristics of respondents was found that the majority of
respondents were female, aged 26-35 years and the highest level of education was bachelor’s
degree. The majority of respondents worked for private companies and earned income average
10,001-20,000 baht per month. Although they were single but lived with husband / wife / children
more than 3-4 members. Their families earned income average less than 30,000 baht per month
and lived in single house suburb and Town House / Condominium suburb. They traveled by
private cars and their life stage was single, young and started working.

The behavior of canned tuna buyer showed that the majority of respondents bought Tuna
sandwich in oil and the most frequently purchased products was also Tuna sandwich in vegetable
oil too. Sealect Tuna was the majority of ever bought brand and the most popular brand. Most of
them bought two small cans at a time while bought one big can at a time. The main objective of

buying was cooked for main dish and the reason of buying was the delicious taste of canned tuna.



The respondents mainly made decision to buy the product by themselves. The occasion of buying
was cooked as normal meal and most of them bought canned tuna less than one time per month.
Hypermarket was the most popular shopping place for canned tuna. Deciding to buy canned tuna

the next time will choose to buy the same brand that was purchased.



