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Buying Behavior on Instant Food Product for Eco-friendly Packaging for Buyers
in San Chao Market Temple, Bankran Subdistrict, Muang district,

Pathumthani Province
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Abstract

The objective of this research was to study the buying behavior on instant food product for
eco-friendly packaging for buyers in  San Chao Market Temple, Bankran Subdistrict, Muang district,
Pathumthani province. Sample group of this research was 387 population who had chosen to buy
behavior on instant food product for eco-friendly packaging for buyers in _San Chao Market Temple.
The research instrument_was questionnaire and statistics for data analysis were percentage, mean,
standard deviation, t - test (independent samples) and F-test(One way ANOVA). The results
revealed that most buyers were female, 18-28 years old, graduated from bachelor degree, self-
employed/employees, with salary more than 20,001 Bth. Moreover, buyers were interested in the
most distribution and place factors. The hypothesis testing found that different gender had not
effected to different buy behavior on instant food product for eco-friendly packaging. Whereas,
different age, highest education level, occupation, salary per month had effected to different buy

behavior on instant food product for eco-friendly packaging at the significance level of 0.05.
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