Jaduiiiidvsnadanisinduletoasgtivussgnuesfiosginluuansammamiuas
FACTORS AFFECTING DOG OWNER'S DECISION TO PURCHASE HOME-COOKED
DOG FOOD IN BANGKOK
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Abstract

The objective of this research is to study the factors affecting decisions to purchase home-cooked
dog food among dog owners in Bangkok. The sample group consisted of 400 consumers living in Bangkok
who own pets and familiar with home-cooked dog food. An in- depth interview and questionnaire were
used as a tool for data collection. The statistics used for data analysis included descriptive statistics,
multiple regression analysis, and decision tree model. The results showed that the majority of the sample
were female, with an average age of 31, holding a Bachelor's degree, working as private company employees
with fixed working hours, and an average monthly income of 20,001-30,000 baht. On average, they owned
one dog, mostly small breeds (weighing between 4-10 kg), in the adolescent stage (six months to two years
old), and raising a dog inside a home. The hypothesis testing revealed that consumer attitudes towards the
benefits and quality of the products influenced their decision to purchase home-cooked dog food.
Furthermore, the analysis confirmed that the main target group for home-cooked dog food consisted of
those who raised dogs in their home and have education levels higher than a Bachelor's degree, showing
the highest average purchase intention. The benefits of this research include allowing entrepreneurs to use
this information to plan marketing strategies that better align with the target group and create a positive

brand image to facilitate purchasing decisions from the target consumers.

Keyword: Purchasing decision, Home-cooked dog food, Consumer attitudes
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