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ABSTRACT

This research aimed to examine market expansion strategies for chili paste products from
Central Thailand to the Northeastern region. The objectives were 1) to study the factors and
consumer behaviors affecting the market expansion of chili paste products from Central Thailand to
the Northeastern region, and 2) to explore appropriate strategies for market expansion. The sample
consisted of 400 consumers in the Northeastern region who had previously consumed or were
interested in consuming chili paste products. Data were collected using a questionnaire and
analyzed using descriptive statistics, including percentage, mean, and standard deviation, as well

as multiple regression analysis at a significance level of 0.05.

The results indicated that most respondents were female, aged between 21-30 years, held
a bachelor’s degree, were employed in the private sector, and had an average monthly income of
more than 30,001 baht. Product quality was identified as the primary reason for purchasing chili
paste products. The most frequent purchasing behavior was 5-6 times within three months, with
most purchasing decisions made by the consumers themselves. Fresh markets were the most
preferred purchasing channel, and fermented fish chili paste was the most popular product. The
analysis of the marketing mix factors revealed that the product factor had the greatest influence on
purchase decisions, followed by price and distribution channels, both of which had a high level of
influence, while promotion had a moderate level of influence. In addition, demographic factors,

specifically age and occupation, significantly affected consumers’ purchase decisions. Overall, all



four marketing mix factors significantly influenced purchase decisions, whereas purchasing behavior

did not significantly affect purchase decisions.

Keywords : Market Expansion Strategies, Chili Paste Products, Marketing Mix, Purchase Decision,

Consumer Behavior, Northeastern Thailand
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