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ABSTRACT

The purpose of this study was to study marketing mix factors affecting consumers’
decision in purchasing whole wheat bread in Muecang district, Chiang Mai Province based on the
marketing mix - 4P§ theory. Information was collected by distributing the questionnaires to 150
people’in Chiang Mai. It was found that mos;t of the purchasers were female, aged 15-25, living
in the family of 3-4 persons, bachelor’s degree graduate, with 10,001-25,000 Baht monthly
income, in own business / commerce independent occupation and university students.

Most of them bought a small pack of whole wheat bread of Farmhouse brand,
one at a time, from convenience store. The season for whole wheat bread consumption
was the high nutrition value and that for not consuming was the product texture. The
consumers gave Eigh priority 1o the overall marketing mix for place in terms of
prevalence and convenient access for product in terms of food safety for price in

compan'soh to quality and weight and for promotion considering the service —minded sale



clerks. Three factors of the marketing mix were considered having important problems:
price for not having price label, place for the product not available widely in general

store, promotion for sale clerks’ ill for manners.



