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ABSTRACT

This study aimed to examine consumer behavior that influences the marketing mix
(4Ps) in the purchasing decision of cooking oil. It was a quantitative research conducted using
data collected from 385 Thai consumers who purchase cooking oil, selected through convenience
sampling via an online questionnaire. The data were analyzed using both descriptive statistics and
inferential statistics, including T-test and One-Way ANOVA.

The results revealed that personal factors such as gender, reason for purchase, price
per purchase, and place of residence did not have a statistically significant influence on cooking
oil purchasing decisions. The only exception was age, which showed a significant difference both
overall and across specific aspects. Respondents aged 26—-35 exhibited significantly higher levels
of opinion compared to those aged 46-55. While the reason for purchase did not show a significant
overall difference, it did show a statistically significant difference in the product dimension, with
consumers placing greater importance on health over price.

In terms of consumer behavior affecting the marketing mix in cooking oil purchasing,
product type, brand, frequency of purchase, and sources of information/media showed no
significant effect on overall opinion levels. However, three behavioral factors were found to
significantly influence consumer opinions: the type of packaging, the size of the packaging, and
the place of purchase. These factors had a statistically significant impact on overall consumer

perception regarding the marketing mix.

Keywords: Consumer behavior, cooking oil purchasing, consumer behavior in cooking oil
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