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Factors Affecting on Purchasing Decision Behavior of
Snakehead Fish Cake Product
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Abstract

The purpose of this research was to study the personal and marketing mix’s factors that influenced
on the purchasing decision of Snakehead fish cake. The questionnaires were distributed to the sample
group of 400 consumers. Data were analyzed by using descriptive statistics and the statistical hypothesis
was tested by multiple regression analysis. The results of the study showed that most of the respondents
were 1) female 2) in the age range of 15-25 years old 3) graduated with a bachelor's degree 4) civil
servants or employees of state enterprises and 5) having the average monthly income lesser than 10,000
— 19,999 baht. For personal factors, the difference of age and occupation had an influence on repeat
purchase and product suggestion. Therefore, the personal factors on education and monthly income had
an influence on product suggestion at significant level p<0.05. For marketing mix factors, the product
factor (cake characteristics) had an influence on repeat purchase and product suggestion at significant

level p<0.05

Keywords : snakehead fish cake product, purchasing decision behavior, marketing mix.
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(Table 1)

Table 1 Demographic and background characteristics of sample group (n=400).

Personal data Amount(person) Percentage(%)
Gender Man 119 29.8
Female 281 70.2
Age Less then 15 years old 5 1.2
More then15 — 25 years old 125 31.2
More then 25 — 35 years old 75 18.8
More then 35- 45 years old 76 19.0
More then 45 years old 119 29.8
Education Lower Primary 2 0.5
Primary 7 1.8
Secondary 12 3.0
High school education 78 19.5
Diploma D7 4.2
Bachelor 239 59.8
Master 44 11.0
Doctorate 1 0.2
Occupation Student 121 30.2
Civil servant 160 40.0
Business Employee 75 18.8
Business Owner 42 10.5
Other 2 0.5
Monthly income  Less than 10,000 — 19,999 Baths 183 457
20,000 - 39,999 Baths 122 30.6
More than 40,000 Baths 95 30.6
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Table 2 Personal factors influencing food purchasing behavior (n=400).

Parameters t ‘ Sig
Sex
repeat purchase -0.228 0.820
product suggestion -0.215 0.830
Age
repeat purchase 2.434 0.047*
product suggestion 4.558 0.001***
Education
repeat purchase 1.977 0.057
product suggestion 2.435 0.019*
Career
repeat purchase 4.843 0.001***
product suggestion 5.467 0.000***
Income
repeat purchase 1.936 0.087
product suggestion 3.108 0.009***

*significant at level 0.05

K,k

significant at level 0.01
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Table 3 Level of marketing mix factors influencing food purchasing behavior (n=400).

ltem X S.D. Level
Product
Product’s characteristics 4.04 0.62 High
Package 412 0.70 High
Price 3.66 0.83 High
Place 3.66 0.68 High
Promotion 3.97 0.67 High
Mean 4.00 0.67 High
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Table 4 Multiple regression analysis estimated marketing mix factors affecting repeat purchase.

Variable B Std. error Beta t p-value
Constant 2.144 0.263 8.166 0.000
Product 0.398 0.064 0.297 6.204 0.000***
Multiple R = 0.297 F =38.492 Adjust R square = 0.086

Multiple R2=0.088  Sig. F = 0.000 Durbin Watson = 1.763

*kk,

significant at level 0.01
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Table 5 Multiple regression analysis estimated marketing mix factors affecting product suggestion.

Variable B Std. error Beta t p-value
Constant 2132 0.243 8.763 0.000
Product 0.179 0.068 0.158 2.642 0.009***
Promotion 0.146 0.057 0.139 2.540 0.011*
Price 0.107 0.048 0.127 2.217 0.027*
Multiple R=0.118 F=17.604 Adjust R square = 0.111
Multiple R*=0.343 Sig.F = 0.000 Durbin Watson = 1.668

*significant at level 0.05

kK

significant at level 0.01
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