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Marketing Feasibility of Ready-to-eat Indian Food in Retort Pouch
in Chiang Mai Province and Bangkok Province
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Abstract

This independent study aimed to investigate marketing feasibility of the ready-to-eat Indian food
in retort pouch in Chiang Mai and Bangkok through the marketing mix factors and the marketing potential
assessment information. Data were gathered by the distribution of questionnaires to 200 samples of Thai
and foreign consumers who consumed Indian food at Accha Authentic Indian Cuisine Chiang Mai,
Nimmanhemin Road branch, Tambon Suthep, Mueang Chiang Mai district, Chiang Mai and those who
consumed it in Bangkok. Data were analyzed by percentage and means. In addition, the competitor analysis;
the SWOT analysis; and the marketing feasibility analysis on the bases of Porter’s 5 forces model, market
sharing, target market decision, and segmentation targeting and positioning (STP marketing) were also
applied in this study.

The findings presented that most respondents were male in the age of 36-40 years old. They were
self-employed/freelancer and earned average monthly income at 55,001 Baht or over. Their nationality was
Thai. Frequency in consuming Indian food was averagely found at 1-2 times/month. Reason of consuming
Indian food was its good taste. The strong point of retort pouch that the majority preferred was the 1-year

storage-life of retort pouch without refrigeration.
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The findings indicated that the respondents paid the highest level of concerns to all marketing mix
factors: product, price, place, and promotion, respectively. Elements of each factor that they paid the
highest concern on were presented as follows. In product factor, the highest concern was product hygiene.
In price factor, the highest concern was reasonable price comparing to its quality. In place factor, the highest
concern was accessible placement of product at supermarkets, department stores, and convenient stores.
In promotion factor, the highest concern was advertisement and public relations through media like
Facebook, Lazada, Shoppee, Line, and etc.

Results of the study on marketing mix factors affecting decision making of the respondents, sorted
by provinces: Chiang Mai and Bangkok, towards buying ready-to-eat Indian food in retort pouch presented
that a group of respondents in Chiang Mai paid high level of concerns to all marketing mix factors; while a
group of respondents in Bangkok paid the highest level of concern to price factor; followed by product,
place and promotion factors.

Results of the study on marketing mix factors affecting decision making of the respondents in Chiang
Mai and Bangkok, sorted by age towards buying ready-to-eat Indian food in retort pouch presented that a
group of under 30 years old and a group of 41-50 years old paid high level of concern to all marketing mix
factors. A group of 31-40 years old paid the highest level of concern to all marketing mix factors. A group
of over 50 years old paid high level of concern to place, price, and product factor, but paid moderate level
of concern to promotion factor.

Results of the study on marketing mix factors affecting decision making of the respondents in Chiang
Mai and Bangkok, sorted by average range of monthly income, towards buying ready-to-eat Indian food in
retort pouch presented that a group of respondents with average monthly income at less than 15,000 Baht
and a group of respondents with average monthly income at more than 55,0001 Baht paid high level
concern to all marketing mix factors. A group of respondents with average monthly income at 15,000-35,000
Baht paid the highest level of concern to price, place, and product factors; but paid high level of concern
to promotion factor. A group of respondents with average monthly income at 35,001-45,000 Baht paid high
level of concern to all elements of price factor.

Results of the study on marketing mix factors affecting decision making of the respondents in Chiang
Mai and Bangkok, sorted by nationality, towards buying ready-to-eat Indian food in retort pouch presented
that a group of respondents carrying Thai nationality; a group of respondents carrying American nationality;,
and a group of respondents carrying European nationalities paid high level of concern to all marketing mix
factors. Also, a group of respondents carrying Indian nationality paid high level of concern to all marketing

mix factors.
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