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Abstract

 The purposes of this research are to (1) study the behavior of purchasing for Seasoning 
Sauce, (2) study the marketing mix factors that affect the consumer buying of Seasoning Sauce, 
and (3) study the relationship between behavior of purchasing and marketing mix factors that
affect the consumer buying of Seasoning Sauce. This research is quantitative research. The data
was collected by questionnaire from 400 consumers in Songkhla Province who bought seasoning 
sauces. The results shows that most consumers bought Seasoning Sauce at superstores example 
Tesco Lotus, Big C. The media which highly affect the consumer buying behavior is TV. The 
consumers bought 200-400 grams of bottle 1-2 times per month, and spent 100 Baht per purchase. 
Price highly affects the consumer buying of Seasoning Sauce. The consumers focuses on the 
quality and standard of products. Finally, the results shows that media is negatively related to 
product and place. Frequency of buying is significantly related to price and promotion.
The amount of purchases per time is significantly related to product, price, and promotion. 
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Correlations

Pearson Correlation .133*
Sig. (2-tailed) .010 .433 .024
Pearson Correlation
Sig. (2-tailed) .231 .000 .000
Pearson Correlation
Sig. (2-tailed)
Pearson Correlation
Sig. (2-tailed) .111 .001 .001

** Correlation is significant at the 0.01 level (2-tailed). 
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