
( )

   

 50 

 40–49 
 34.0 

 1-3 
 6-10  1-4 

 50,001 

 111-120 
3-4  1-5 



 4.12 



Independent Study Title   Marketing Mix Factors Influencing Purchasing Decisions for 

Pork Meat balls of Flat Rice Noodle Entrepreneurs in Mueang 

Chiang Mai District 

Author                                  Mr. Thitiwat Tuwapalangul 

Degree                                  Master of Business Administration 

 (Agro-Industry Management)

Independent Study Advisory Committee 

                                       Asst. Prof. Theerakiti Navaratana Na Ayudhya      Chairperson

   Assoc. Prof. Ratana Attabhanyo                          Member 

ABSTRACT 

The purpose of this independent study was to study the marketing mix factors 

influencing purchasing decisions for pork meat balls of flat rice noodle entrepreneurs in 

Mueang Chiang Mai District. Data collection was performed using questionnaires distributed 

to 50 noodle entrepreneurs. The data was analyzed with descriptive statistics by frequency, 

percentage and mean, followed by an interpretation of the various factors’ importance. 

The majority of the respondents were females. Age range of 40-50 years old and 

34% were married with elementary educations. A number of the interviewees owned the 

businesses which have been operated for 1-3 years in the form of restaurants with 6–10 dining 

tables and 1-4 staffs. The average sales revenue was below 50,001 Baht. The data relating to 

the pork meat balls buying behaviour indicated that the pork balls of Num-Chai and Mung-

Korn brands were equally popular with the prices range of 111-120 Bahts. The meat balls 

were bought from fresh-food market with the buying frequency of 3-4 times a week for 1–5 

kg each time. Pepper flavor was the most favourite with a soft and sticky texture. The 

personal factor influencing the purchasing decision was the responders themselves. 

Marketing mix factor had the impact on purchasing decisions of pork meat ball.  

The product factor was ranked as the first priority with the average value of 4.12 followed by 

distribution, pricing and promotion factors, respectively. 

The importance of product factors was weighed mainly and equally on the 

freshness and cleanliness followed by food safety factor. 



On the topic of pricing factors, the interviewees ranked the price of product per 

kilogram as the utmost importance followed by the presence of price tag on the food 

packaging.

The distribution factors that the entrepeneurs focused on were the product 

availability and purchasing convenience, proneness of product shortage and friendliness of the 

salesperson, respectively. 

The important promotion factors included the sign appropriated to the business 

atmosphere, the suggestion of new recipes that used pork meat balls as an ingredient as well 

as the presence of foodlist board in the restaurant, respectively.


