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Marketing Factors Affecting Bakery Buying Behaviors
of Department Store Customers in Muang District,

Samutprakarn Province
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ABSTRACT

The objectives of this research are to study purchasing behavior, marketing
factors influencing on consumer behavior, in order to overview the relationship between
personal factors and purchasing behavior and to analyze marketing factors that would
influence on purchasing behavior product to Bakery in Shopping Malls in Samutprakam.
The information from this study would help marketing team in developing products and
planning on marketing strategy.

The sample groups of this study are populations who reside in Muang District,
Samutprakarn and purchase the product in 4 different Malls located in the location, which
are 1) Tesco Lotus Plus Mall and Major Cineplex Srinakarin 2) Imperial Word, Big C, and
Major Cineplex Samrong 3) Big C Samutprakarn 4) Big C Srinakarin.

The data collected will be analyzed by using 1) Frequency 2) Percentage 3) Mean
4) Standard Deviation 5) By means of One-way ANOVA and Chi-Square.

1) The study shows that 72.8% of the questionnaire respondents are female and
27.2% are male. 58.1% are in the age between 21-30 years old with 61.4% educated at
Bachelor degree lent and 52.0% of occupation are officers with salary from 20,000 Baht and
above at 37.4%. 2) Marketing factors influencing on purchasing behavior has shown a high
significant (X = 3.94) and it was found that the factors regarding marketing factors aspects
are overall high, which are product price place and promotion, which shows a statistically
significant level of 4.07, 4.00, 3.94 and 3.80 respectively. 3) The study shows that 46.4% of
the sample group influenced mostly by buying behaviors, and 50.4% is influenced by
media marketing such as radio, television, and Internet etc. Most respondents, 58.6%, buy
the product for himself. The frequency of buying the product is mostly 3 to 4 times per
week at about 100 — 200 Baht.

Keywords: Marketing Factors, Bakery, Department store.
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