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ABSTRACT

The objectives of this research were: (1) to study consumer responses to purchase
processed food products in Bangkok, (2) to compare consumer responses to the
purchase of processed food products; and (3) to study the influence of digital
marketing on consumer response to processed food purchases in Bangkok.

This is a quantitative research. Populations are consumers who have
previously purchased their processed food products in Bangkok of which the exact
number is unknown. The sample consisted of 400 people using a simple random
sampling method. The questionnaire was used as a tool for collecting data. The
statistics used in the analysis were percentage, mean, standard deviation, t-test, F-
test and correlation coefficient.

Major findings: (1) Overall consumer response to the purchase of processed
food products in Bangkok at a high level when considering each aspect, it was found
that the response to purchasing processed food products with the highest average
was the response to knowing the product, followed by the response to the purchase
decision, product liking and interest response inquiry response product description,
and response in recommending the product to others, respectively, (2) consumers in
Thailand who are professionals and different levels of education had different
responses to consumer purchases of processed food products in Bangkok differently;
and (3) digital marketing influenced consumer responses to purchasing processed
food products in Bangkok are content marketing public relations, website, mobile
application marketing and e-mail marketing affects the response of consumer in

Bangkok. It was statistically significant at the significance level of 0.05.

Keywords: Digital Marketing, Processed Food, Consumer, Bangkok
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