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Abstract

This survey research was aimed to explore a consumer behavior toward general beef and

beef products, and to analyze factors affecting buying behavior of premium beef and the products.

Data was gained from household members who consumed general beef and the products, as well as

those who consumed premium products at restaurants, department stores, hotels and specialty shops

for in Bangkok. The survey was conducted between February and October 2007. The result was as

follows:

Consumer behavior toward beef and the products indicated that there were a half of the

respondents who consumed beef. The reason was that the taste was good. As for the persons who

rejected consuming beef, they consumed pork instead. Bangkok area where beef consumption was

found the highest was in the East. Most of them consumed beef for dinner, and at home. However,

the prospect of beef consumption remained unchanged from the previous. Fresh beef gained

popularity to be cooked as “Kang” soup. The most-consumed beef product was meat ball, usually

for grill. However, consumption frequency was rarely. “Myself” was the most direct influencing

person.

Buying behavior of beef in Bangkok showed that the respondents bought about 1.4

kilograms per week, or about 73 kilograms per year. Most of consumption frequency was rarely.

“Myself” was again the most direct influencing person. The place of regular purchase was at the

fresh market. The reasons were the quality and freshness and easily commuted. The main type of

purchase was the retail cut at the shop. Sensory selection from perceived stimuli, such as sight,



smell, taste, and touch, was the most buying method. Buying objective was mainly for household

consumption.

Buying behavior of beef products showed that the purchase was 0.7 kilograms per week on

average, or about 36 kilograms per year. Most of consumption frequency was rarely. “Myself” was

the most direct influencing person. The place of regular purchase was at the fresh market, where it

was found in all areas. In addition, at the northeast and the north areas, the purchase was also found

at the specialty shops. The roles of specialty shops and department stores were increasing in most

areas. Mobile shops also took the role in the northeast Bangkok. The reason of place selection was

easily-commuted. Type of purchase was in a pack. Sensory selection was the most buying method

as same as in fresh beef purchase. Main buying objective was for household consumption.

As for the respondents on premium beef and beef products, consumption behavior was

similar to that of the general beef. This part focused on studying factors affecting buying behavior of

premium beef and the products. The result was found that there were 3 factors affecting the buying

quantity of premium beef and beef products in each time. These factors were 1) Age, 2) Own

business occupation, and 3) Marketing mix factor on “Product” including hygiene and safeness,

touching, nutrition, storage, odor and color quality, shelf life, brand, piece of meat, marbling, source

of production, packaging, certification from reliable organizations, and varieties suitable for

cooking.





