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ABSTRACT

The objective of this independent study was to study the marketing mix factors affecting
consumers decision to purchase curry paste in Bangkok metropolitan. The study was conducted
with 350 respondents. Collected data were analyzed by descriptive statistics and presented in the
form of frequency table, percentage and mean.

The study found that most of respondents were married females at ages of 41 and over.
Their education was primary school. They were merchants or business owners with the average
income between 3,000 — 10,000 baht per month. They bought less than 100 grams or 2 bags of
curry paste once a week.

Results of the study indicated that respondents rated highly important on product, place
and price and moderately important on promotion.

Subject to the product factor, respondents rated a high level of importance on whether
curry paste was approved by The Thai Food and Drug Administration, cleanliness, taste,
presentation of production and expiry dates, freshness, aroma, no preservative added, labels of
ingredients and cooking directions, long shelf life, colors, packages, presentation of manufacturer

name and brand name, various packing sizes and quantity, and being a Thai brand.



According to the place factor, respondents rated a high level of importance on convenience

to buy and product availability.

Regarding the price factor, respondents rated a high level of importance on clearness of

price label, low price and variety of pricings.

For the promotion factor, respondents rated a high level of importance on services of

salespeople.



