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This research aimed to examine the basic personal characteristics, acceptance, and needs, and
to compare the marketing mix factors in the purchase of instant seasoning products among 400 vegan
consumers. The data were collected using a questionnaire and analyzed with descriptive statistics
(frequency, percentage, mean, and standard deviation) as well as inferential statistics, including the
t-test and one-way ANOVA (F-test). The results revealed that: 1) most respondents were female, with
an average age of 39.10 years; they had graduated with a bachelor's degree, were studens, and had an
average monthly income of 5,001-10,000 Baht. 2) a total of 97.50% of vegan consumers reported that
they like instant seasoning products because of their appetizing aroma, with the preferred price range
being 50-100 Baht, with a product weight of no more than 100 grams per package. In the future,
consumers indicated that they might purchase instant seasoning products; 3) the overall need for
marketing mix factors in purchasing instant seasoning products was at the highest level (X=4.30). When
considering each aspect, it was found that the sales promotion aspect (X=4.33), product aspect
(X=4.32), packaging aspect (X=4.28), and distribution channel aspect (X=4.28) had the highest level of

demand, respectively; 4) gender, age, product acceptance, product price, and intention to purchase in
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the future had a significant effect on the marketing mix factors in purchasing instant seasoning products

at the 0.05 level of significance. Educational level had a significant effect on the need for marketing mix

factors in purchasing instant seasoning products at the 0.01 level of significance.

Keywords: vegan consumers, marketing mix (4Ps), purchase decision, product acceptance
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Table 1 Acceptance of instant seasoning products for vegan

Acceptance of instant seasoning products for vegan Frequency Percentage

Acceptance of instant seasoning products 390 50.97

Reason for accepting the product*

Beautiful and appropriate container/label a7 80.11
Unique 94 50.23
New and interesting 95 80.23
Nutritious 131 80.32
Good taste delicious 152 00.38
Beneficial to the body 165 30.41
Beautiful color, good appearance 166 50.41
Delicious aroma 189 30.47

A price considered satisfactory when compared with prevailing market prices

50-100 Baht 310 77.50
101-200 Baht 71 17.80
201-300 Baht 11 2.75
301-400 Baht 3 0.75
401-500 Baht a4 1.00
More than 500 Baht 1 0.25

Product weight per unit of packaging

100 grams or less 200 50.00
101-200 grams 163 40.80
201-300 grams 19 4.80
301-400 grams 8 2.00
401-500 grams 5 1.30
More than 500 grams 5 1.30
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Table 1 (Continued)

Acceptance of instant seasoning products for vegan Frequency Percentage
No acceptance of instant seasoning products 10 2.50
Reason for no accepting the product*
| prefer different varieties of instant seasoning products powder. 6 60.00
The flavor is not satisfactory. 7 70.00
| look for alternative product. 9 90.00
Future product purchases
Definitely don't buy it for consumption 10 2.50
May be bought for consumption 213 53.25
Definitely buy and consume 177 44.30
Where should the product be sold? *
Department store 24 6.00
Supermarket 41 10.30
Retail/Wholesale 54 13.50
Market 137 34.30
Community shop 144 36.00

* Answer more than one question

ArudessnsdIulszaunanisaatnlunisidende
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ANUABINITEIUUTLENNIINITAAIALUANT
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(A28 8 4.28) LATA 1Y BINI1IN1TTATINUY
(Anade 4.28) Tnsflnudsnisoglusziumniian

ANUAIFU @DAARBINUIIUITEVBY Yaemchuti and

Muangmee (2025) finwi3aadfadoduuszaunis
nsmandidsnasianisiaduladetayulnsataiby
vo{uslaAusum Leadud d1dn nudiguilaa
fanuAniuisafuiadediuszaumensnain
Tnesameglusefuannilan (Anade 4.2) lefiansan
Tusgagiden nuihuiiiiriedegeiign Ae funs
duasumsnan egluszduanniign (Anads 4.42)
s09a9LNAe FuNTiadmng (Anady 4.35) du
wAn S (A nade 4.14) ogluszduanniign uazsu

s egflusziuinn (Auade 4.12) mudidu (Table 2)
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Table 2 Demand for marketing mix factors in vegan consumers’ purchase of instant seasonings

Marketing mix factors Mean SD Description
1. Product 4.32 0.71 Highest
2. Price 4.28 0.76 Highest
3. Place 4.27 0.76 Highest
4. Promotion 4.23 0.717 Highest
Total 4.32 0.71 Highest

Arundadael Tngninsiwegluszduuin
fign (Anady 4.32) Wefiasansede nuiiguen
malnvumsffivszlovisesnanie idutdadeisl
auddnlunisinduladondnSaeiindesusesd
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nsunnuIuAsUaryTuuna nud uilan
Timnuddluseuundundnsaeiifeldsu
M5¥UsBIAMAMINATIFILINIB LTI ofeld
sulUdwmansdusidesdisavifeses wasinuauts

ATINNUAUADINTTVRIUTINA (Table 3)

Table 3 Demand for product in vegan consumers’ purchase of instant seasonings

Marketing mix factors Mean SD Description

1. Nutritional content that contributes positively 4.39 0.66 Highest
to health

2. Production process according to food safety 4.37 0.65 Highest
standards

3. No preservatives 4.33 0.40 Highest

4. The beauty of the product 4.26 0.76 Highest

5. Product taste 4.24 0.69 Highest

Product 4.32 0.71 Highest
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Table 4 Demand for price in vegan consumers’
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AT IMUBTinTITUAIINRBINISVOYIIY (ALade
4.26) fianudeansoglusefumniian auddu
(Table 4)

purchase of instant seasonings

Marketing mix factors Mean SD Description
1. The product is affordably priced. 4.31 0.67 Highest
2. Considering its nutritional value, it represents 4.31 0.72 Highest
good value for money.

3. Prices are clearly displayed for customers. 4.28 0.81 Highest
4. Multiple payment options are available. a.27 0.76 Highest
5. We offer pricing options to meet your needs. 4.24 0.85 Highest

Price 4.28 0.76 Highest

A1UY9M19N153 AT MUY TAgAINTIY
oefluseiusnniian (Auade 4.27) Wefinnsansiede
wudranuiidmiisazennuazgnudnounsis eyly
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ms%at,wumuma]i (Table 5)
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Table 5 Demand for place in vegan consumers’ purchase of instant seasonings

Marketing mix factors Mean SD Description
1. The product is available through different channels. 4.23 0.78 Highest
2. The sales location is clean and sanitary. 4.32 0.73 Highest
3. Consumers can purchase the product at points 4.29 0.73 Highest
of sale with ease and convenience.

4. Product placement is interesting and attractive. 4.28 0.73 Highest
5. Products are always available in stores. 4.23 0.80 Highest

Place 4.27 0.76 Highest
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NUINAAINTTUAUATUNITVIENATINUAIINADINTT

aglusgAunnniign (Alady 4.37) s09asu1Ae 4

a S

NUNIUVIEADEBS UNYIIUALLD UAVYDINE A U

Y o

(ANede 4.34) J8UA1918819N15 I NAaRITUNT

NAYLAZInITUARFUAT o Av1Y wazdinidnau
Peuuzhmionasn (Anade 4.33) uaznislawan
NIUYDINIIM 9 9 1Y U Facebook, Line, TikTok
(Anade 4.28) Tnsflnusiosnseglusziumniign

AUa1AU (Table 6)

Table 6 Demand for promotion in vegan consumers’ purchase of instant seasonings

Marketing mix factors Mean S.D. Description

1. Advertising through various channels such as 4.28 0.79 Highest
Facebook, Line, and TikTok

2. Free sample products are available for all 4.33 0.74 Highest
menu items

3. There are sales staff to explain the details of 4.34 0.75 Highest
the products.

4. Promotional activities are available that cater 4.37 0.75 Highest
to consumer needs.

5. Products are displayed at points of sale, and 4.33 0.77 Highest
sales staff offer guidance and demonstrations

Promotion 4.23 0.77 Highest
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Fupnansiu (Table 7)

Table 7 The comparison of consumer’s marketing mix decisions in instant seasoning products for vegan

Independent variables T-test F-test Sig. Description
Gender 1.572 0.000* Different
Age 1.525 0.005% Different
Education level 1.502 0.011** Different
Religion 0.980 0.527 No Different
Occupation 1.302 0.069 No Different
Average income/month 0.857 0.777 No Different
Acceptance of instant seasoning products 3.835 0.000* Different
Price of the product 2.103 0.000% Different
Product weight per package 1.055 0.371 No Different
Future product purchases 1.414 0.026* Different
Place to sell products 0.831 0.821 No Different

* statistical significant level at 0.05 level; ** statistical significant level at 0.01 level
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