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Abstract

A study of the marketing mix factors affecting purchasing
decision process of dog and cat food in Bangkok area. The objective
for study of the marketing mix factors that affects the purchasing
decision process of dog and cat food. The study based on 400 samples.
The data were analyzed through statistics include Frequency,
Percentage, Mean, Standard Deviation, Independent T-test, One-way

ANOVA, and Multiple Regression Analysis. The study on personal

characteristics demonstrated that the majority of the respondents were
female, between 20-29 years old, single, and salary more than 30,000
baht. Kibble pet food was found to be the most common type of pet
food purchased and purchases were most likely made through the pet
shop. Expense average 501-1,000 baht each time and buys around 1-
2 times per month. The study found that the different of gender, age,
marital status, and salary does not influence on the purchasing decision
process of consumer. For the marketing mix factors, the study found
that product and promotion has an influence on the purchasing decision

process at significance level of 0.05.
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