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Abstract

This research aims to study the behavior of Indian consumers who consume Thai food
and analyze the factors influencing their decision to buy Thai food. It is a quantitative research.
The sample group consists of Indian consumers who have eaten Thai food from six regions : North,
Central, Northeast, East, South, and West. The sample group was purposively selected for analysis
by using structural equation modeling. obtaining 225 samples. The research instrument is questionnaires.
Data collection is done by categorizing Thai food in the Indian market into three groups: ready-
to- eat food, ready-to- cook food, and condiments. The statistics used in the research and data
analysis are frequency, percentage, and causal factor analysis usingthe Structural Equation Model
(SEM). The research results show that in terms of consumption behavior of Thai food in India,
most people have boughtand chosen to buy Thai food in the category of condiments. Consumers
have no limitations in terms of the source of production of products, it can be produced either
in India or Thailand. The frequency of purchaseis 1 - 2 times per month. The cost per time is 201
- 1,000 rupees. They buy Thai food mostly from supermarkets and receive news about Thai food
from someone telling them. The results of the analysis of factors that influence Indian consumers'
decision to buy Thai food include product factors, factors related to distribution channels and
attitudes towards Thai food, while factors related to price and promotion, were not statistically
significant. The results of this study can be used as basic information and guidelines for planning
production, trade, and determining policies or strategies to promote Thai food and seasoning
products in the Indian market.
Keywords: Influencing Factors, Consumption of Thai Food, Indian, Marketing Mix, Structural Equation
Model
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({Decision)

Aaa

MW 1 NSULNARLUNSIYeTadeRddnSnanan1suslnremsneluduie

HaN153A 2 Udenddnsnasenisiedulades msinevesiuilnav1idude fdauns

lAseasna (SEM) asulel dedl
NaNSUTZEUAILUULNATIA MIIRTIZRMILdIRWs Tz nTadevessulseg o Nivsnase
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M5A5AEIUSEANS (Loadings) Aldlunmsusvdiu wuin dededifioviswarensirduladoormslne
Tulszwaduwie Ysznauluaae 3 Jady laun Jadesunandug Jadeaudemiansindinuig wag
auARnoImsIng d@udadoausauas tademumsduaiunmmanaluiitdodAgy dususvaziden
WARIFIN N 2

Product

0.089 0.278™
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AN 2 uandliifudn semsissianudiussEn iU suaBaTELAE Uy TU W
wuth Fulsnesiavdesudsdunayndadientiniin (loadings) iWuuinuasdidngsnd 0.70 snuiy
thwiinvesiauysulaFesussqiusidsudnualimeny (products) wandliiiiuin fudsdanamndaill4
lumsfnwanunsoasyisudiediud suranialaeeeildedfay

NamM AT zAlunanufisnsadavieuvesiuuuinasiauans Tidmnaed 3

AT9A 3 namsinzsiluinaraisimssdavieuvesianuuinasia

Latent variable measurement variable Loading t-statistics CR AVE
product1 0.735 17.058 0.881 0.553
product2 0.771 18.201
product3 0.760 23.565
Product
productd 0.757 22.028
product5 0.676 12.369
product6 0.760 21.009
pricel 0.846 33.999 0.905 0.655
price2 0.859 39.117
Price price3 0.754 17.549
priced 0.809 27.663
price5 0.775 19.825
channels1 0.840 29.450 0.940 0.759
channels2 0.870 42.030
Channels channels3 0.868 35.760
channels4 0.880 40.084
channels5 0.898 61.056
marketingl 0.874 38.476 0.943 0.806
marketing2 0.913 55.113
Marketing
marketing3 0.901 60.102
marketingd 0.903 59.072
attitudel 0.711 16.909 0.866 0.619
Attitude attitude2 0.788 16.176
attitude3 0.806 24.583
attituded 0.836 29.765
decisionl 0.888 56.114 0.919 0.740
decision2 0.866 45.249
Decision
decision3 0.871 40.670
decisiond 0.814 20.095

N9 Loadings Ao AduUsEdNS, CR = Composite Reliability (A1t nyedavasfiuys), AVE = Average
Variance Extracted (ALaduuasn1siunUsnanale)

NA15097 3 wandliiiing) nanslnseilinananuiedn sEBunilouue kU uNInTIn 970
N9 573a8ULTIANWERE (Reliability test) wud1 A1 Composite Reliability (CR) ¥aesiauUsuelenne
fA1g9n11 0.70 wan 3 ndwdsuelsluynuunainsaldinlunuinveswnuldfvaziinnuu1veds
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