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THAI CHILI PASTE PRODUCTS THROUGH BIG C DEPARTMENT
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Abstract

The objective of this research is to study personal factors, brand value factors, and market
mix factors that influence consumers’ decision to repurchase Thai chili paste products through Big
C department store in Pathum Thani province. The sample were 160consumers who purchased
Thai chili paste through Big C department stores in Pathum Thani province. The questionnaires
were used to collect data. Frequency values, percentage values, mean, and standard deviations
were used to analyze the data. To test hypotheses, the Independent Sample t-test, F-test, and
multiple regression analysis were used.

The results showed that the majority of respondents were female, aged 21-25 years,
bachelor's degree, employed/traded/self-employed, and had an average monthly income level
of not more than 15,000 baht. The hypothetical test results showed that different personal and
professional factors affected the decision to re-purchase Thai chili paste products through a
consumer's Big C department store in Pathum Thani province with statistical significance at 0.05.
Based on market mix factors, it was found that product and promotion affected the decision to
repurchase Thai chili paste products through a consumer's Big C department store in Pathum Thani

province with statistical significance at the level of 0.05.

Keywords: Brand Equity, Marketing Mix, Repurchase Decision
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