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Abstract

This research aims to analyze consumer behavior, marketing mix factors, and propose
marketing strategies for pre-packaged durian sold in modern retail stores through a
mixed-methods approach. The sample consisted of 385 consumers who purchased durian
from modern retailers, selected through simple random sampling. Data were collected using
both online and offline questionnaires, with an instrument reliability coefficient of 0.85.
Quantitative data were analyzed using descriptive and inferential statistics. The results showed
that consumers purchased durian primarily for convenience, sought product information via
Facebook, preferred the Monthong cultivar, consumed durian within households, and spent
over 1,000 baht per purchase. The most influential marketing mix factors on purchasing
decisions were, in descending order: price, distribution channels, marketing promotion, and
product quality. Consumers reported high satisfaction and strong repurchase intentions. In
the qualitative part, in-depth interviews were conducted with three durian vendors and
analyzed using content analysis. The strategic suggestions included selecting high-quality,
flavorful durians, improving packaging, developing brand identity, and expanding distribution
channels—especially through online platforms. Most vendors agreed with the proposed

strategies, emphasizing the need to tailor implementation to specific contexts.
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Table 1 Display the average values and interpretation of the marketing mix factors influencing

consumers’ purchasing decisions for peeled durian in department stores.

Marketing Mix Factors Average Importance on Decision Making Rank
Price 4.40 Most Importance 1
Distribution Channels 4.27 Most Importance 2
Marketing Promotion 4.26 Most Importance 3
Product 4.18 Importance 4

Source: Research Findings
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Table 2 Test Results for Differences in Average Influence Levels on Decision Making for

Marketing Mix Components, Classified by Expense on Peeled Durian per Purchase

Expense on Peeled Durian
per Purchase

Marketing Mix Less than More than
Factors 1000 THB 1000 THB TSt Pvale
(n=213) (n=172)
Mean Mean
Product Factors 4.2 4.2 0.56 0.61 No difference
Price a4 a4 0.62 0.56 No difference
Distribution Channels 4.2 43 1.18 0.30 No difference
Marketing Promotion 4.2 4.3 1.20 0.28 No difference

Marketing Mix Sub-factors with Significant Statistical Differences

Distribution Channels
Easily accessible near

4.16 4.35 2152 0.032* Difference
home/work
Marketing Promotion
Free gifts with purchase 3.86 4.08 2225 0.027* Difference
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General Behavioral Data of Consumers Who Have Purchased Peeled Durian from Modern retail Stores
Based on the 6W1H Framework for Consumer Behavior Analysis

Who is in the target market? ))a Gender: Female Age: Between 21 30 years old Marital Status: Single Occupation: Private company

The majority of respondents are: employees Education Level: Bachelor's degree Income: 40,00150,000 Baht per month

What does the consumer buy? ))) Durian Variety:PrimarilyMonthong(Golden Pillow) variety Texture:Medium firmness ColorLight yellow flesh Taste:

The preferences include: Sweet Smell:Moderate aroma

Why does the consumer buy? )) ’Purpose:Mostly for personal consumption Reasons for purchasing peeled duriar€onvenience in selection/

N\

Avoiding the hassle of peeling whole durians/ Ability to purchase specific portions they prefer

Who participates in the buying ))) The individual making the decision is usually themselveSocial Media Influence : Facebook is the most influential
platform

decision?

When does the consumer buy? ) Time:Primarily between 4:01 PM and 8:00 PMDay: Purchase timing is flexible and occasiobased, with Saturdays
and Sundays also popular

Where does the consumer buy? )}}Most purchases are made at Modern retail stores, particularly at Central

How does the consumer buy? \ Frequency:Five times per year SpendingMore than 1,000 Baht per purchase QuantityOver 1,000 grams per
)I purchase Reason for choosing modernetail stores: Reliability and quality of durian.
The importantof market mix factors

affect the purchase decision . The market mix factors affect the purchase decision Including price / distribution channélmarketing

promotion /product quality.

ARsory marmix % ',"
ce {% ~ r\)
o] wy» 2 » &

The Marketing recommendations The qualitative analysis Durian vendors agreed

was conducted through on the feasibility of

in-depth interviews these recommendations

Figure 2 General Behavioral Data of Consumers Who Have Purchased Peeled Durian from
Modern retail Stores Based on the 6W1H Framework for Consumer Behavior Analysis

Source: Research Findings
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General Behavioral Data of Consumers Who Have Purchased Peeled Durian from Modern retail Stores

Based on the 6W1H Framework for Consumer Behavior Analysis (see Figure 2)

_ -

oo » » » B » @

The Marketing recommendations '.‘

e N Durian vendors agreed
The qualitative analysis

Target Market was conducted through on the feasibility of

these recommendations

Men and women in-depth interviews

21-30years old Vendors agreed on the feasibility

Single status, of these recommendations,
noting that implementation
companyemployee should be tailored to specific
bachelor's degree circumstances and budget

constraints.

income of 40,000 bahfmonth or more

involved participantsin the purchase
purchases5 timesperyear
each purchaseis more than 1,000 baht
Strategy developmentrelies on Ansoff's Matrix tool
Product Development
Packaging Development
Production and storage process
Clear branding
Market Development

Comprehensive distribution of products in modern

retail channels
Online food ordering app lication

Distribution is in modern retail stores.

Figure 3 Qualitative Research Results

Source: Research Findings
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General Behavioral Data of Consumers Who Have Purchased Peeled Durian from Modern retail Stores

Based on the 6W1H Framework for Consumer Behavior Analysis (see Figure 2)
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The Marketing recommendations '&‘ Durian vendors'agreed

The qualitative analysis
Target Market was conducted through on the feasibility of

) . . these recommendations
Men and women in-depth interviews

21-30years old Vendors agreed on the feasibility

Single status, of these recommendations,
noting that implementation
companyemployee should be tailored to specific

bachelor's degree circumstances and budget

constraints.

income of 40,000 bahfmonth or more
involved participantsin the purchase
purchases5 timesperyear
each purchaseis more than 1,000 baht
Strategy develop mentrelies on Ansoff's Matrix tool
Product Development
Packaging Development
Production and storage process
Clear branding
Market Development

Comprehensive distribution of products in modern

retail channels
Online food ordering application

Distribution is in modern retail stores.

Figure 3 Qualitative Research Results

Source: Research Findings
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