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Consumer Behavior of ThaiKeto Friends Group Member
Towards Purchasing Ketogenic Food
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Abstract

This independent study aimed to study Consumer Behavior of ThaiKeto Friends Group Member
Towards Purchasing Ketogenic Food. Concept being applied to this study were consumer behavior related-
concepts as well as marketing mix in marketing strategy.Questionnaires were used as the tool to collage
data from 385 partisipants. The survey was analyzed by descriptive statistics - i.e. frequency, percentage
and mean, as well as inferential statistics — i.e. Chi-square, Independent Sample t-test and one-way ANOVA
test.

The findings were shown that most working-age consumers were female in the age between 25-33
year old. They were single and education background in bachelor’s degree. They are employee/private
company officer, and earned monthly income at the amount of 25,001 - 35,000 Baht. Most of them lived
in Bangkok and metropolitan area. They had experienced eathing Ketogenic food for 1-2 year without
another diet program. Their favorite type of Ketogenic food was meat diet, bekery and beverage. They
thought The ketogenic diet has strength to be adjusted according to preference .They were expected to
the development of Ketogenic food in terms of diversity. The purpose of the purchase is for lose weight/stay
in shape because there was seen an example. All respondents decided to purchase Ketogenic food on their
own. Most of them buy Ketogenic food for their own consumption. they could buy all the time that were
convenience they mostly bought the products from Ketogenic stores because They wore Ketogenic food
on average 3-4 times per week. In each purchasing time., they spent average 201-300 bath per purchased
and paid in cash. Source of information where they learned about Ketogenic was Internat / Social Media.
After the meal, the respondents felt that the meal was expected. there was tendency to buy food from 2-
3 store. The majority would recommend only the store that satisfied them to outhers.

In terms of marketing mix, respondents paid attention to four aspects of marketing mix at very
good level, sorted by the average including with product, price, place and promotion. Finally, there were
no the difference of maeketing mix for overview, but there were some differences in sub-factors at 0.05

level of statistical significance.
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