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ABSTRACT

The objective of this independent study was to study marketing mix factors affecting
consumers’ decision on purchasing bakery in Mueang District, Chiang Mai Province. The
sample group consisted of 200 consumers who consume bakery products in Mueang District,
Chiang Mai Province, and wa$ conducted by the convenient sampling method. The techinque
used for gathering information in this study was questionnaires. The obtained data were
analayzed by frequency, percentage and means.

The results showed that the majority of the respondents was female, 20 — 29 years old,
Bachelor’s degree education. They were officer and had income 5,001 — 10,000 Bath per month.

Most of them buy cake. The reason for consumers’decision on purchasing bakery
products is having them instead of food. They purchase from the super market/minimart,
Affacting information on purchasing bake.ry is known persons. Most of the respondents spent 50
— 100 bath to buy the products 1 - 2 items per week., The consumers like the promotion as
discount price,

The maketing mix sub factors affecting on bakery purchasing, which are very important,

are price. promotion, product and place, respectively.



For the products, the first 3 fnost importasnt sub factors are freshness, taste and quality of
the products. -

For the price, the first 3 most important sub factors are price suitable for quality, price
suitable for quantity and price lable.

For the place, the first 3 most important sub factors are cleanliness of the place and
surrounding area, convenient location and convenient to buying,

For the promotion, the first 3 most important sub factors are good saleperson’s service,
saleperson’s manner and courtesy and product taste.

The problems in decesion on purchasing the bakery are low. They are as follows :
product, price, promotion and place, respectively.

For the product problems, first 3 most important sub factors are the unfresh products, the
short shelf life of the products, not consistence of taste and quality of products.

For the price problems, the first 3 most important sub factors are the price not suitable for
quantiy, the price not suitable for quality and no price lable.

For the place problems, the first 3 most important sub factors are limited parking space,
inconvenient location and unclean of place and surrounding area.

For the promotion problems, the first 3 most important sub factors are slow service, no

good relationship of saleperson and impolite saleperson service,



