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ABSTRACT

This independent study was aimed to study Marketing mix faqtors affecting consumer
purchasing of Fish Sausage in Photharam District Ratchaburi Province, The data were collected
from 300 éamples by questionnaires. The data were analyzed by descriptive statistics of frequency
percentage and mean. |

The results showed that the majority of the respondents was male, aged between 21-
30 years, single, had high school or vocational degrees of education, being entrepreneufs, had
‘income of 5,001-10,000 baht per month, and originally lived in other provinces in the central
region of Thailand. The pork sausage was most purchased by the respondents, followed by
chicken sausage and fish sausage respectively. They bought 2 times per month. The most favorite
place to buy sausages was fresh markets and bought for their own consumption. The average
amdunt of each purchase was not more than 100 baht.

The results showed that the marketing m1x factors which the respondents considered as
a high level were Product factors, followed by Price and Place factors. The factor which . the
respondents considered as 2 medium level was promotion.

The product factor : it was found that the sub-factors which the respondents considered as
a high level were good taste, followed by not using dangerous mix materials, presenting a clear

expiration date, having a certified symbol issued by the Food and Drug organization, having the right



weight as first negotiated to buy, the fish sausage was fresh, having nutrition and low fat, the package
was motivated, specified clear mix materials, and the reputation of brand name respectively.

The price factor : it was found that the sub-factors which the respondents. considered as
high level were the match of quality and price, followed by clear label, the match of quantity and price
and the price was negotiable.

The place factor : it was found that the sub-factors which the respondetts considered as
a high level were the customers could select the sausages by themselves, followed by the store
location was safe, clean sufficient of lavatories, nice store decoration and good atmosphere with air-
conditioners,

The promotion factor : it was found that the sub-factors which the respondents considered
as a high level were having introduction documents, followed by good staff services of product

recomimendation, and having billboard advertisement located before reaching the store.



