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Consumer Behavior Regarding Instant Curry Paste in Chiang Mai Province
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This research was a study of the consumer behavior regarding instant curry paste in Chiang Mai
province. The sample group size was 400 people. The statistical analysis of these questionnaires
revealed that most consumers are female, between aged of 41-50 years old, and possessed a
bachelor's degree. The average income was between 20,001-30,000 Baht per month. Most consumers
chose to buy instant curry paste containing spicy curry paste. The frequency of purchase was 1-2 times
a week or less. The typical purchase quantity was 100-300 grams per purchase. The shelf life was 1
month. Individuals typically chose to buy from community markets or fresh markets. The brand of
instant curry paste that consumers preferred was the Mae Yai Chit brand because of its delicious
taste. Because it was clean and full of herbs, it was considered delicious. The most important factors
that affected the decision to buy ready-made curry paste were the product being certified according
to various standards from the FDA and community product standards. More distribution locations
were suggested so that consumers could have the convenience of purchasing and easy access.

Channels for promoting marketing both offline and online should be enhanced.

Keywords: consumption habits, instant curry paste, marketing mix
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Table 1 Consumption behavior of ready-made curry paste products in Chiang Mai province

Consumer behavior Number (400 people)

%

1) Type of instant curry paste to buy

Curry paste 118 29.50
Curry paste with sauce 91 22.75
Green curry pepper 73 18.25
Hang Lay curry a8 12.00
Panang curry paste 29 7.25
Massaman curry paste 23 575
Orange curry 18 4.50
2) Range of purchase of ready-made curry paste products
Frequency 1-2 times/week or less 148 37.00
Frequency 3-4 times/week 113 28.25
Frequency 5-6 times/week 98 24.50
Frequency: more than 6 times/week 41 10.25
3) Reasons for making a decision to buy instant curry paste products
For self-consumption 189 47.25
For resale (This product can generate income for entrepreneurs) 123 30.75
To be processed (selling curry rice) 88 22.00
4) The amount of purchases of ready-made curry paste products per time
Less than 100 grams 106 26.50
100-300 grams 123 30.75
301-500 grams 98 24.50
More than 500 grams 73 18.25

200



Journal of Agri. Research & Extension 42(1): 197-207

Table 1 (Continued)

Consumer behavior Number (400 people) %
5) Shelf life of instant curry paste products
1 month 267 66.75
2 month 87 21.75
3 month 32 8.00
More than 3 months 14 3.50
6) Where to buy ready-made curry paste products
Community Market/Fresh Market 213 53.25
General grocery store 104 26.00
Convenience store 21 5.25
Department Store/Supermarket 38 9.50
Souvenir / Local Products Shop 16 4.00
Others include community enterprises, housewives, etc 8 2.00
7) Which brand of instant curry paste product do you buy?
Mae Yai Chit 81 20.25
Mae Amporn 64 16.00
Deep Lee 57 14.25
Trajan Horom a7 11.75
Nam Jai 41 10.25
Trakanokwan 37 9.25
Lobo 27 6.75
Mae Lex Subin 21 5.25
Mae Porn 17 4.25
Others include the Subin Small Mother Seal. Little 8 2.00
Mother Mekhala Seal etc.
8) Reasons for choosing instant curry paste
Delicious tasty 127 31.75
Nutritious benefits 87 21.75
Contains medicinal properties herbs 34 8.50
Convenient to cook to eat 65 16.25
Others, such as easy to cook, like spicy food 16 17.75
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Table 1 (Continued)

Consumer behavior Number (400 people) %
9) Influential individuals buying ready-made curry paste
Individual 123 30.75
Recommended by friends 94 23.50
Advertising media from shops such as pamphlets, 73 18.25
vinyl signs, etc.

Social media 65 16.25
TV advertising 45 11.25

Total 400 100.00
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Table 2 Effect of marketing mix on purchasing decisions of instant curry paste products.

Marketing Mix Mean S.D. Level

1) Product 4.38 0.552 High
Product taste 4.68 0.72 High
Brand of products 4.23 0.81 High
Famous and well-known products 4.26 0.75 High
Label packaging quality 4.48 0.73 High
Product standard and quality 4.70 0.70 High

2) Price 4.19 0.531 High
Reasonable price affects the purchase decision 4.45 0.71 High
Reasonable price for the quantity of the product 4.21 0.79 High
Variety of price levels to choose from 4.02 0.93 High
Clear price tag 4.09 0.91 High

3) Distribution channel 4.12 0.571 High
Convenient location of the store 4.32 0.76 High
Multi-channel distribution 4.13 0.75 High
Proper allocation of product placement area 4.19 0.81 High
Organized product placement, easy to find 4.21 0.77 High
Can be order products online 391 1.11 High
Buy products near home or office 4.54 0.70 High

4) Marketing Promotion 3.93 0.702 High
Advertising via various media such as online media, Brander etc. 3.98 0.93 High
Advertising media prepared to provide clear information 3.95 0.91 High
Special items, giveaways and freebies 3.86 0.94 High
Product display and tasting at point of sale 3.82 0.89 High
Available home delivery service 3.89 0.88 High
Quality guarantee branded certified products 4.25 0.87 High
Total 4.15 0.459 High
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