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Abstract

This article presents a mixed-methods research study aimed at analyzing
consumer behavior and the customer journey for goat products in Phra Nakhon Si
Ayutthaya province. Data on consumer behavior were collected from a sample group of
943 consumers of goat products at restaurants offering goat-based dishes in Phra Nakhon
Si Ayutthaya province., The samples were divided into accidental sampling before and
after awareness-building (before the study: 523 samples, after the study: 400 samples).
Additionally, a targeted sample group of 20 customers was chosen for in-depth
interviews to analyze the consumer journey. The research results revealed two main
consumer groups: 1) existing goat consumers, who were local residents with purchasing
power, aware of the nutritional benefits, and chose to consume goat products due to
the product itself and its taste; and 2) new consumers, who had not previously
consumed goat products primarily due to lack of exposure to the product and hesitancy
to taste it. The key factors influencing the decision to consume goat products consisted
of, in order of importance: the product itself, followed by marketing/promotion efforts,
price, location of purchase, the restaurant’s image, family/friends, service, and restaurant
staff. Regarding the customer journey, consumers typically began by becoming aware of
the product through social media pages of restaurants and promotional pages. In the
attraction phase, consumers sought additional information by asking those who had
already tasted the product or by conducting their own research via social media. In the
trust phase, younger target groups expressed interest and willingness to taste goat
products, driven by the Soft Power trend. This led to the decision-making phase and,
ultimately, to the recommendation of goat products to their close acquaintances. The
knowledge gained benefits store owners, enabling them to develop marketing strategies

that align with customer needs.

Keywords: Customer journey, Customer behavior, Marketing strategy, Goat products,

Social media
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nsatuayu (Advocate) guilnaiiladadulauslnendnfaumanune andngfinginssumds
n5BefiA wenBnsuemanunedla sunssuiunsidesauaauiuialatet (Form Farm
to Table) Swhluguilnasulandnsununzvonsluiindu fuselowy osen an azoin
yu3lnaZenatuanae (Word of Mouth) guilnafiuennefiazativayulminguilaaseln
ﬂmEJLﬂu;;Lm&JLLWi'LLUiué (Brand Evangelist) %‘;aﬂaqwémiuaﬂg{a (Word of Mouth) fiazlana
110 Tnslawzaufivenaaiduyanatisndn uasdusu e Influencer wazyanaiilnadavinlv

ANAMLULTRNE waraTnENwUnAmiufmNandamungluTminnssuasATaysen

AWARE APPEAL ASK : ADVOCATE

Uszaumsaindaly

dolswanuuludua duteamiledva

Customer Behavior .

i fire aeuomyIn
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Tnidmi wihiu Wveeiu Weesi uazai iy Google nifmi

i Insdmi YouTube Facebook
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Solution
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NAMA 1 MFIATIEngAnssuruTinandndamanunludminnssuasataysen
A11130FUATIEMLAUNIINITHAUNIVBIRNAT (Customer Journey) (AN 2) WU LAUNTS
HUTLNARANAMT L3191AN155U] (Awareness) 3Mnd olawaIu Social Media n13uugi
31NQNAMNT YoIMNTuIlaNINTian Ao YouTube Facebook kazUelauavuisiy 51uAN
msiuveyalrdaululiglavan waweyanunsaasunIsaanlndnau WeKuslnadin

U yd‘ ¥ = ¥ ¥ A U a . . ! aa g a
n33usgnaesiemeinisveyaiiiedsenaunisindula (Consideration) 1y N13533331NgNATY
LEUTLAA NSUTEUgUREAAUN N1533991NYARATIIT DLEEY N1SNARDITUNENT UM

‘o ' - - P = = g Y a =
NUNAITINUIY NS oUrAI UL ode WegnAImMAasILaIAnANTUYeY (Preference)
Wian1sdndulage (Purchase) 51UA1AITINUTNNTNATUINADT AIWANITINTTIUAT Tnveya
Mgnaas Uszaunisaiieglusnu AWALeDNINT I dounuaIuianelavedgnal Lilegnan

Useiivlaazuenne (Advocacy) Mstuuimisvessiuanivilngnaidseivla awalugnaiie

nsgeduavinluaniuasininfnensiduan (Brand Loyalty)

@ fEdEe

1N
SVOS

Customer Journey

Perform religious

Awareness Appreciate the flavor

Consideration
L ]

— I

Look for reviews /
feedback from other Customers

Compare >

Compare Goat products

New Customers Old Customers

m—<»------------;=<>— Preference e - -
- 1

Sample Krungsri Goat
products

Request a discount
on the products Buy Krungsri Goat products

g Only Krungsri Goat

Re-Purchase

L]
Advocacy e------- .

Spread by word-of-mouth
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afuseNa
HANITILATIEANGANTTURUTLNA NoUKATHAINITATINTT UG ediinnseting

fausglerumalnruinisanniile/Aunune NN T URNUANAINLAT N T TUAILATEAUTNTY

[
v a

aufdlngemsniglaanidossduiiui wuan nginssuguslnawdsuutas fsil gnat Who
{92491920A9370 Gen X UAz Gen B g ¥29 Gen X Wag Gen Y mMsfAnwiszAuugan3
aonnaosfy 2353 AI9904 uazdnAAYS yaenaIns (2567) nun Jadoatueny sedunisAn
awmanensindulaidente What Suseundnsummnazsani (Heunglumien lufinduay
unwnziluindu) warlnauddyiuauazainauts mMuae nseusulseny (ready to
eat) AoAAABITU Makowska et al. (2024) WU nau Gen X Tuarwddnyfuamniweims
YTl Gen Y wufimaivessdnium waesnquiinisuilnaomsuuunsenulssmuiuty
Where idondeainstuemisluiiuil uasysdadnssanis iszduyiivainuats iunis
agn1n :1Aluuns Why Wdendoumszdundndunnielalasinisids nfufianiuaunin
fndnSumvannvansasstuaunenisvesuilnn When denuilanduniviazass Whom
anAungdaiy dndulatemenuies aaugnailvi szvevinaesdu Tnefiileundeausdniay
atfuayy How gnailval gidond endnfumlagduniveyansunisindulaie lnglady
nsuugiuuInaeUIn aamﬂfg@qﬁwﬁm ANT UWATTUNYA Nﬁ?ummwﬁ (2024) U1
Jafumsdearsuvuvonne amanonnusilalumsteswesgnatesnsiitioddmisada 0.05

NANTTIATIELAUN1HUTINA WU21 13303 (Awareness) nandamungludania
wsvuasATogseNIudelauUL social media wazmIuuziiangnanm Tasvosmniiten
laun YouTube Facebook @8AARBIAUTINNT WNaNwS (2566) Wu Aeludeaidureinia
nsasndugveyaduavillmiaaunesnisduauagihungnisdadulade Weyuilan
AnAuduteu (Preference) uagdduladio (Purchase) nisuimsvdansunelasnisaouniu
arwiienelagzinngnisusuupnuamiingslagna ianisuenne (Advocacy) uaziduuss
aduayuidluAnnisiianinuszaunisaiais msdediuazuenne iingnaselum uas
MNassnAnAnEnsELAT (Brand Loyalty) deanaesiulisna deussdeu wazgnsting w3lae
(2566)

3 1 a v

29AAN3 VHINNTIY
NMTBATIEUNGAnTIUNUTIAA Lasiaunivesrusinanindamnainungluiundmin
WITUATAIBYTET NUBIAANINaTaasUlaln gnanlvudadulaiiendeduaningin

ASLUIUNITNAAD (Test) AULAAAINUT UBDU (Preference) warsndulad o (Purchase)
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