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ABSTRACT

This independent study aimed at exploring marketing mix affecting consumers in Chiang
Mai Province towards purchasing products from Kanom Ban Arjarn. Data collection was
compiled from the distribution of questionnaires to 400 consumers in Chiang Mai Province. The
given data were then analyzed by applying descriptive statistics composing of frequency,
percentage, and mean.

Based upon the findings, most respondents were female with 21 — 30 years of age,
married, and graduated with Bachelor’s Degree. They were workers in private companies. Their
average monthly incomes were 25,000 baht and higher. They were local people who lived in
Chiang Mai Province, purchased products from Kanom Ban Arjarn every week during 6.01 —
8.00 PM and during weekdays. They came to “The doll house” branch of Kanom Ban Arjarn the
most and spent approximately 100 — 500 bahts each time. They usually purchased “Kanom Pia”.
The people who influenced their purchasing decision the most were themselves. They also
recognized about Kanom Ban Arjarn by walking pass the shops. They usually purchased products
to consume by themselves. The main reason they purchased products from Kanom Ban Arjarn
because of the deliciousness of products. They tended to repurchase in the future. They would

recommend Kanom Ban Arjarn to their friends.



According to the study, the marketing mix factors which affected their purchasing
decision at high level were Product, Promotion, and Price respectively. The marketing mix factor
which affected their purchasing decision at medium level was Place. The sub-factors for each
marketing mix factor which affected their purchasing decision the most were as follow: For
Product, it tasted good. For Promotion, it was the expiration date guaranteed/refunded and
exchanged policy for pastries. For Price, it was the reasonable value of the products. And for

Place, it was the accessible locations of the shops.



