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ABSTRACT

This research study The objectives were 1) to study buying behavior of Thai desserts of
working-age people in Lad Krabang area 2) to study marketing mix factors that affect buying
behavior of Thai desserts Of working people In Lat Krabang, sample group used in This
research was 400 working-age people in Lat Krabang District by using questionnaires as a tool
for data collection. The statistics used in the descriptive analysis are frequency, percentage,
mean, and standard deviation. Test the hypotheses. Inferential Statistics use multiple

regression analysis.

The hypothesis test found that Analysis results 4P marketing mix factors in product
Marketing promotion and price have an effect on buying behavior of Thai desserts of working
people in Lat Krabang area. But marketing mix factors The distribution channels Does not

affect the buying behavior of Thai desserts of working-age people in Lat Krabang.

Keywords: marketing mix factors; buying behavior; thai dessert
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