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Abstract

The objectives of this quantitative research were to comparatively study consumers’ satisfaction
and factors influencing their satisfaction towards instant coconut curry products among brands
A, B and C in Bangkok Metropolitan area. The research methodology was as follows: The researcher
collected data from a sample of consumers who currently use or have previously used instant coconut
curry product brand A, B and C through questionnaire surveys which totaled 390 sets. The data
were statistically analyzed using percentage, mean and standard deviation. Inferential statistics
methods on Independent-sample t-test, one-way ANOVA: F-test and Multinomial Logistic Regression
analysis were used for hypotheses testing in this study. Research findings were as follows: The overall
satisfaction towards instant coconut curry brand A & B was at a high level but brand C was at the high-
est level. The hypothesis testing results showed that the marketing mix in terms of price promotion,
product and place, including brand image, in terms of strength and favorability of brand association,
influenced satisfaction towards aforementioned product at the significant level of 0.05. In addition,
demographic factors in terms of occupation and income influenced the correlation between mar-
keting mix factors and satisfaction differently at the significant level of 0.05. Whereas, consumer

behavior factors were not influential and thus, there was no correlation between them.

Keywords: satisfaction, marketing mix, band image, demographic, instant coconut curry product
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Jadediuusyau VINUA ATIEUAT A AI1EAUAN B AsIEUAT C
NNAITAATN
X SD wUana X SD wUaka X SD wUaKA X SD wUaka

1. WAOR o 410 0509 wn 408 0560 wn 401 0341 w422 0573 winfian
2. 5781 392 0493 wn 385 0521 w382 0325  wn 409 0558  an
3. n15daasy 370 0564 w363 0575 w0 3.60 0425 w10 3.88 0633 w0
ANIAATA
4. M3SAsmung 429 0510 wndign 433 0506 wnflan 419 0441 3 435 0564 wniign

s7% 4.00 0399 N 397 0.403 a0 390 0.251 w10 4.13 0477 N

Han1snaaeuauyAgu Ingldn1simeinig
anaeeladafamnyingy (Multinomial Logistic Regression
Analysis) Wui1 Yadediulseaun1enIsnainnIusian
NTARATUAITNAN LA TOINNATINTNUNBABVIENS

a

fanNuianalalun1suslnANARA U ASBILNaNY

d1593Uns13uAn A, B uaz C ogefitdudAgynneada

1586 0.05 (sig. < 0.05) IneNguAI9E19ATIAUAT A
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Welfguiunsdua C wuan @1ulseaunienisnann
FrusALaznIsanasunsnan danudululdiiay
fiovsnaseauianelalunisuslaandnsudiiedos
unenzAidu3agUnsIEUA C annndinsdud A (fien
Beta -0.989, Exp (B) 0.372 WNd1m5UA1UTIAT Loy

fifn Beta -0.556, Exp (B) 0.574 windwiudunis
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daaiunisnain) Tunemsanuen druuseaunienis
AAIARIUTe NN TSRS mte Sanudululsfiass
Svsnastenuianelalunmsuslnandndasindauns
nfidi3agUnNAud A 1nnniins1audn C (e Beta
0.685, Exp (B) 1.984 1¥11) drwsunguiied1ansndu
#1 B dlawfisufiunsdud C wud drulszauvngnis
AANAAILIIAT LaznsaLasIn1Inatn danuduly
g7z iidninaneninuiisnelalunisudlnendnsoe
\n3eaunaneTid§aguns1aud C inninnsndudi B
(fifin Beta -0.742, Exp (B) 0.476 ivind1udususian
uazdien Beta -0.563, Exp (B) 0.569 windmiudu
MsduasunInann) Fuandlunansd 3

wansRATIinIsonnegladafanyngu dmsuladeaiutszaun1enisnaim

Brand B Std. Error Wald Sig. Exp (B)
A emedi 3.683 1.362 7.313 007
TRIRL -0.156 0.332 0.222 637 0.855
31A1 -0.989 0.345 8.215 .004 0.372
N19ELETUNITAANN -0.556 0.265 4.399 .036 0.574
%94N19N1FINTINUNY 0.685 0.321 4.552 .033 1.984
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WanTRATIiNIsonnegladadanyngy dmsulladeaiuysyaunngsnaim

Brand B Std. Error Wald Sig. Exp (B)
B Al 5.688 1.360 17.494 000
HARA -0.249 0.327 0.578 447 0.780
ERY) -0.742 0.348 4.550 033 0.476
NMsduEsuNIIAAIN -0.563 0.267 4.458 035 0.569
Y9IN1NITINTINUE 0.086 0.317 0.074 786 1.090

Note : Brand C reference, Nagelkerke-R* 10.00

HAN133LATIZRTayanINANalnIIdUAD
nauiegelinuAniuion AN valng A
Frtilasrnuarediueglussduann Wofiansun
LenUAaTATIAUA WU ngufieeelingdud
A upg B finnuAaiiudenindnuaingidudiilag

f1919 4

suuazeauegluseauun luvugiingudiegis
g o a v = a i o
nldnsnduan C danuAniulaesiuegluseauun
ign Ined1uAuwdaunsazaiumuuyevegly
sAuINiige drsuauiiienanvalegluszauiin
Aaianalum1s1en 4

ayunuade AudenuunInIgIv uaznIsuianavedtiavenInanvalnsiaum
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IGAIGER
2. ﬂ’J'llI%u“U@U 4.12 0553  u1n 4.17 0522 N 3.88 0.442 y1n 431 0.598 Nﬁﬂﬁﬁm
3. Al 394 0516 w1 395 0502 w378 0421 w410 0570 1A
lonantwal
394 4.07 0.456 ¥ n 4.07 0.463 w1 3.89 0.304 uwn  4.24 0.512 Nﬂﬂﬁ’s‘!ﬂ

HansneaeuanyAziu tngldnsiaey
n1saaneeladafanyngy (Multinomial Logistic
Regression Analysis) Wu11 UJaduninanwalnsnau
#1 Fuanuudundanaranuiureuvesnisiden
loangnduni dansnaneninuianslalunisuilam
wanfusiadesuningfiduiagunsdudn A B uaz
C agradifadfyn1eaddfisedu 0.05 (sig. < 0.05)
dmunguiiegnangidudi A leifisuiuasaudi C

17 9 atluf 3 Uszaifau Nuanau-sunAN 2562

117ANTITINININANENAE AT LT
ATUAIANAARS LT NYEEANERT

WU MAnwaIRs1EUAIRIUANULT LT EIBNSNa
somufisnelalunisuslnandndasiadeunensd
d1523UneAud C 1nnindudi A (fie1 Beta
-0.868, Exp (B) 0.420 1¥11) dmiungufied 19nsduy
# B laifieusunsidud C wuin nndnvalnsdudn
Fuemuduseuiiidvinasrenufianelalunmsuslan
wAnSasiaTosunsngidifagunsdud C unni
A31AUAT A (iF1 Beta 1.233, Exp (B) 0.292 1¥i1)
Fauanslumsnedt 5




f1319 5

wansunTIvinIsonneslasainnyngu dvsutiatenimanvalnTIaum

Brand B Std. Error Wald Sig. Exp (B)

A Ansi 3.551 1.205 8.689 0.003
ANLTUNTS -0.868 0.376 5.327 0.021 0.420
ALTUTEU 0.298 0.381 0.613 0.434 1.348
Audlendnual -0.291 0.308 0.893 0.345 0.748

B Al 7.033 1.287 29.856 0.000
AULTILNT 0.010 0.380 0.001 0.979 1.010
ALTUTEY -1.233 0.378 10.640 0.001 0.292
ANuilenanwal -0.516 0.321 2.586 0.108 0.597

Note : Brand C reference, Nagelkerke-R2 14.40
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