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ABSTRACT

This study focus on two objectives: to determine the market positioning and consumers’
perception on market positioning of three instant noodle brands including Ma Ma, Wai Wai and
Yum Yum, in Muang District, Chiang Mai Province.

The study was conducted through in-depth interview. The data were used to design the
questionnaire distributed to 200 people who consumed three instant noodle brands. They were

random sampled. Percentage, frequency, means and factor analysis were statistically analyzed.

The result of this study shows that there are two factors determined the market
positioning of instant noodles. The first factor is the product image which consists of the
following sub-factors: Miss Universe as the presenter, well-known and established brand, gold as
the sweepstakes, well-displayed product, drawn package for prizes, noodle preparation with or

without soup, popular flavors, regular patronage, continuing booth display and sponsorship,



continuous advertisement on television and other media, easy buying the popular flavors from the
shops, noodles for working people, varieties of flavors, frequent new flavor launching, interesting
and memorable advertisement, no discount, and lower net weight than other brands. The second
factor is the product characteristics which consist of the following sub-factors: hot and spicy taste,
food expert as a presenter, colorful package, delicious looking, tender noodles, artists or actors as
the presenters, distinctive spicy aroma, noodles for new generation and teenagers, and noodles not

for children.
The consumers’ perception on market positioning of instant noodles are as follows.

For Ma Ma brand, the product image is at the higher market positioning than the product
characteristic. In addition, its product image is higher than that of Wai Wai and Yum Yum.
Ma Ma brand is positioned in terms of Miss Universe as the presenter, well-known and
established brand, gold as sweepstakes, well-displayed product, drawn package for prizes,
noodles preparation with or without soup, popular flavors, regular patronage, continuing booth
display and sponsorship, continuous advertisement on television and other media, easy buying
popular flavors from the shops, noodles for working people, varieties of flavors, frequent new

flavor launching, and interesting and memorable advertisement.

For Wai Wai brand, the product characteristics are at the higher market positioning than
the product image. In addition, its product characteristics are higher than that of Ma Ma and
Yum Yum. Wai Wai brand is positioned in terms of hot and spicy taste, food expert as the
presenter, colorful package, delicious looking, tender noodles, artists or actors as the presenters,

distinctive spicy aroma, noodles for new generation and teenagers.

For YumYum brand, the product characteristics and image are negative to the market
positioning. Yum Yum brand is positioned in terms of noodles for children, regular discount, and

more net weight than other brands.



