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ABSTRACT

The purpose of this study was to study Marketing Mix Factors Affecting University
Students’ Decision on Purchasing Instant Noodle in Chiang Mai Province. The data were
collected from 400 samples by questionnaires. The data were also analyzed by descriptive
statistics, frequency, percentage, arithmetic mean, and inferential statistics, t-test, and F-test

The results showed that the majority of the respondents were female, 18 — 20 years of
age , single, Bachelor’ s degree holders. They are studying at Chiang Mai University in the first
year. The average income of the respondents are 5001 — 7000 Baht per month. Most of them live
in the flats out side the university.

The results of consumers’ purchasing behavior indicate that the majority of the
respondents purchase for themselves the instant noodle in case, Ma Ma brand, Moo Sub and Moo
Tom Yum flavors. They purchase it once in 2 — 3 days from the modern trade shops (Tesco
Lotus, Big C, Carrefour, etc.), grocery and retail shops for their own consumption. They are the

ones who often take the instant noodle in the family or the residence. Most informations are



obtained via television. The most of the them are not satisfied in the nutrition of the instant
noodle that they purchase to consume, because they know that the instant noodle does not have
complete 5 groups of nutrition, and it is not sufficient for the human need. Then egg, meat,
vegetables and others are added into the instant noodle to increase the nutrition. The reason for
taking the instant noodle due to being convenient and easy to take. For the reason that they do not
take it, because it does not have complete 5 groups of nutrition. The price of 5-7 baht per case and
13-15 baht per bowl are reasonable.

For marketing mix factors, it is found that the overall important is high. The most
important rate is place, price, promotion and product, respectively. For marketing mix factors
affecting on purchasing decision of instant noodle related to the population science, it is found
that sex, age, education level, study year, study place, grouping of faculties, income and residence
are high significant ( 99% ). For the opinions of marketing mix factors affecting on purchasing
decision of instant noodle, it is found that place and price are high. Product and promotion are

moderate.



