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ABSTRACT

The aim of this study was to investigate the marketing factors affecting flat rice noodle
purchasing preferences of noodle shops in Mueang Chiang Mai District. The study utilized the
marketing mix and the Business to Business (B to B) theories. The data was collected from 150
questionnaires distributed to noodle shops in Mueang Chiang Mai District during the second
quarter of 2008. The results showed that most of the respondents were females (58.7%) whose
age ranges were between 31 — 39 years old (40.7%). The majority of them were owners of noodle
shops (85.3%) with either high school/vocational education certificates (33.3%) or bachelor
degree (32.7%). The principal occupations besides noodle shop were business/entrepreneur
owners (59.3%) with the net income per month of 25,001 — 40,000 baht (25.3%).

The overall marketing factors, which affected flat rice noodle overall purchasing
preferences of noodle shops at high level, had the mean of 3.61. Strong attention was focused on
factors involving the relationship between the buyer and seller, product, trustworthiness of the
factory, place, and price factors which were all rated at high level with the means of 3.99, 3.72,
3.71, 3.70, and 3.68, respectively. The factors which were rated at medium level included

promotion and credit period with the corresponding means of 3.37 and 3.13, respectively.



Furthermore, the marketing factor that posed the most significant problem to the noodle
purchasing preferences of noodle shops was product factor which included unfreshness and
unsafe products. The following problematic factors with the lesser extent included price and

place factors, respectively.



