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ABSTRACT

The objectives of this research were: 1) to analyze the factors and product
attributes influencing consumers' purchasing decisions for frying pans in the Bangkok
Metropolitan Area; 2) to evaluate the relative importance weights and part-worth utilities
of product attributes to formulate marketing communication strategies and value
propositions; and 3) to establish a framework for New Product Development (NPD) and
value-based pricing strategies. The study employed Conjoint Analysis as the primary
methodology. Data were collected via online questionnaires from a sample of 404
consumers in Bangkok who intended to purchase a frying pan within a six-month period.

The research findings indicated that the most significant factor influencing
consumer purchasing decisions was Price (36.336%), followed by Warranty (29.548%),
Coating Material (22.665%), and Pan Size (11.451%), respectively. Analysis of part-worth
utilities revealed that the highest level of consumer satisfaction—representing the ldeal
Product Profile—consisted of a marble-coated pan with a 5-year warranty, a 26 cm
diameter, and a price point of 1,990 Baht. These results suggest that entrepreneurs
should prioritize cost-effective pricing strategies coupled with long-term warranties to build
consumer confidence and meet the demands of health-conscious urban dwellers who

seek value for money.

Keywords: Purchasing Decision, Frying Pan, Conjoint Analysis, Value Proposition, New

Product Development (NPD)
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