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ABSTRACT

This independent study aimed to explore marketing mix factors affecting consumers on
purchasing Paejee products in Mae Sod district, Tak province. Data collection was completed
through questionnaires, which were randomly distributed to 200 consumers who purchased
Pagjee products form Paejee shops in Maesod district, Tak province. The data were analysedlby
descriptive statistics, frequency, percentage and means.

Most respondents were female aged between S50 to 59 years old, living in Maesod
district, Tak province. The respondents had Bachelor’s degree and worked as government
officials with average income over 20,000 Baht a month. They preferred to purchase Paejec
products from the shops that manufactured themselves. The purpose of purchasing was to give
souvenirs to their friends, The information concerning the product was obtained through the
referrals from the people they knew. They usually bought the same brand, which was Mae Pong
Brand. The reasons of purchasing were the freshness and crispiness of the product. Deep fried

Paejee was most purchased product, which was packed in plastic packages. 35 Baht pack was the




size that was most purchased. For the purchasing by kilogram, the respondents chose 500 gram
pack than the other sizes. Each purchasing was at the rate between 101 to 500 Baht.

When studying the marketing mix factors, it found that all factors affected the decision
making of Pagjee product purchasing on the high level, and those factors included products, price,
place, and promotion, respectively.

The product sub factors, which affected the purchasing of Paejee product on the highest
level were the product’s quality and variety. The sub factors, which affected the purchasing on the
high level affecting on purchasing at highest level were the product’s brand, regularity of the
seed’s size, labels, durability of packages, variety of packages, neatness of packages, and
convenience in opening the packages.

The price sub factor, which affected the purchasing of Paejee product on the high level
was the price ranges of green Paejee, which were varied: the price of white Paejee without cover,
the price of deep fried Paejee, and the price of white Paejee without cover. The prices iﬁ each
shoi:o were the same and the price tags were clearly displayed.

The place sub factor affecting on purchasing at high level was cleanliness of the shops,
the easily accessed locations, enough space of parking lots, the locations which were close to
business ‘centers, number of shops, ambience in the shops, the opening and closing time, the
waiting aréa, the availability to order by telephone or fax, and delivery service.

The promotion sub factors, which affected the purchasing of Paejee product on the high
level were the salespeople’s hospitality, reliability, quick service, discount for high volume
| purchasiﬁg, sample test, the salespeople’s dréss, free products when purchasing in high volume,

advice or counseling from the salespeople, free delivery service, and product advertising.




