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ABSTRACT

The purpose of this study was to investigate the marketing mix factors affecting on
consumers’ decision in purchasing Doi Kham products in Mueang District, Chiang Mai Province.
Data were collected by questionnaire interview of 400 samples. Analysis was based on
descriptive statistics such as frequency, percentage, frequency, and arithmetic mean.

Most of the respondents were female, married, aged between 21-30 years old,
bachelor’s degree graduate, private business self-employed, with average monthly income of
5,001 - 15,000 Baht. Most of the respondents bought the products abdut 2-3 times per week,
during 16.00 -20.00 p.m.. The reason for choosing Doi Kham products was the belief in product
quality. Most of them made purchasing decision themselves, bought the product at Doi Kham
shop Suthep branch. They spent less than 300 Baht for each buying and received information
about Doi Kham products by word of mouth. Doi Kham products that they never bought mostly
were instant herbal drink and pickled plum but if ever bought would do for own consumption. So

did the case of ground black sesame and wheat bran, if they bought would be for gift. Products



they bought for own consumption Ihéstly were kayasart bar, condiments, fruit, vegetables, salad,
bakery goods ete.

Marketing mix factors highly affected respondents’ buying decision in order of
product, price, promotion, and place, respectively.

Product factor had effect in decision to buy Doi Kham products and the most important
product attributes were cleanness and product quality.

Price factor was also high in importance in the consumers’ decision to buy Doi Kham
products and the most important attribute of this factor was the right price for the product quality.

Place factor was highly important in decision to buy Doi Kham product in all attributes

' except the purchasing order by telephone attribute that had low influence.
Promotion factor was high in importance in the consumers’ buying decision to buy

Dot Kham products and all of its attributes were highly influential.



