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The Consumer's decision to purchase plant-based meat products in

Bangkok
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ABSTRACT

These research study objectives: 1. to study the demand for purchasing
vegetable meat products from consumers in Bangkok 2. to study the purchasing
behavior of vegetable-based meat products of consumers in Bangkok and 3. to study
the factors of marketing mix that affect consumers' decision to purchase plant-based
meat products in Bangkok. The sample group used in this research was 400 consumers
in Bangkok. Data collection. The statistics used in the analysis were frequency,
percentage, mean and standard deviation. The hypothesis was tested using t-test
statistics and One-Way ANOVA statistics. Couple using LSD method and using multiple
regression statistics.

The results of the research revealed that consumers in Bangkok with different
occupations make the decision to buy plant-based meat differently, and consumers in
Bangkok with gender, age, education level and different monthly income. This makes the
decision to buy meat from plants no different. And marketing mix factors. It was found
that the marketing mix of factors influencing the purchasing decision of plant-based
meat products of consumers in Bangkok is the product and distribution channels. As for
the factors of marketing mix, price and marketing promotion, it was found that it did not
affect consumers' decision to buy meat from plants in Bangkok.

Keyword : Purchase Decision , Plant-based meat
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