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ABSTRACT

The objectives of this research were 1) the consumer buying decision process on multi-
purpose sauce in Bangkok, and 2) the marketing mix factors affecting the consumer buying decision
process on multi-purpose sauce in Bangkok. The sample population consisted of 400 consumers
who used the product and never used the product. The data were analyzed using descriptive statistics
of frequency, percentage, mean, and standard deviation and Multiplier Regression Analysis.

The results of this research found that most of the respondents were female, 245 people
aged 25-34 years, 192 people were single, 262 people had a bachelor's degree, 259 people were
professional employees of private companies, 193 people had income levels. 25,001-35,000 baht
140 people have a place to live Flat/dormitory/apartment 117 people Number of family members 2-
3 people 123 people. Marketing mix factors influencing the decision-making process of buying multi-
purpose sauce of consumers in Bangkok. Overall, it was in a very agreeable level. When considering
each aspect, it was found that the respondents gave their opinions. The marketing mix factor is the
product factor the most, where the products are of good quality, have standards that have been
legally certified, followed by the price factor. The price is suitable for the quality and found that the
factor of marketing promotion least on topic Use famous people as product ambassadors.

The hypothesis test found the following. 1.) The marketing mix factors in the aspect of product
did not affect of the consumer buying decision process on multi-purpose sauce in Bangkok. However,
price, place, and promotion exhibited an influence on the consumer decision process on multi-

purpose sauce in Bangkok.
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