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Abstract

The objectives of this research were examine consumers' opinions on cake colors,
investigate their purchase intentions, and explore the influence of color on purchase
intentions among consumers in Bangkok and its vicinity. Data were collected using a
questionnaire distributed to a total of 402 respondents residing in Bangkok and surrounding
provinces. The analysis revealed that demographic factors such as age, education level,
occupation, and average monthly income significantly influenced consumers’ opinions on
cake colors as well as their purchase intentions. Moreover, consumers’ opinions on cake
color—particularly in terms of color preference and brand recall—had a statistically significant

effect on purchase intention. In terms of the relationship between color and purchase
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intention, it was found that white was the most preferred cake color, chosen by 284

respondents, accounting for 70.65%.
Keyword: Color of Cake, Purchase Intention
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