NNFANTINEAINTZARNLNAN 32:2 (19-25)

tlaqedrulszaun1an1snaInNNananananginssun1staduA1lssinnainig
Tupaanadnganantulud a1tnatias NIRRT INGN
Marketing Mix Factors Influencing Food Products Purchasing Behavior

in Ban-Mai Tourist Market, Muang District, Chachoengsao Province
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Abstract

This research aimed to explore purchasing behavior and marketing mix factors influencing food
products purchasing behavior in Ban-Mai Tourist Market (BM-TM), Muang district, Chachoengsao
province. The survey research was carried out using questionnaires collected data from 400 buyers. The
descriptive statistics and stepwise multiple regression analysis were applied for data analysis and
hypothesis testing.

The results showed that the majority of respondent were female, aged 31-40 years old, graduated
bachelor degree, household member were 4-5 persons, married status, staying in Bangkok, occupational
employee and monthly income 10,001-20,000 baht. The majority of food products mainly were bought
back home or souvenirs (85.3%) such as food or sweet package cover with plastic or foam (60.4 %), Thai
sweet or food (49%), dry food (25.5 %), snack foods (21.4 %). The average expense 249.68 baht with

four types of food products. The marketing mix factors influenced food purchasing at a high level.
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Nevertheless, the price was regarded as moderate level. Hypothesis testing showed that price, place and
promotion factors which significantly (p<.05) affected the number of types and purchased of food

products.

Keywords: marketing mix factors, purchasing behavior, Ban-Mai tourist market
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Table 1 Demographic and background characteristics (n=400).

Personal data Amount Percentage
Gender Male 120 30.0
Female 280 70.0
Age Less than 20 years old 38 9.5
20-30 years old 83 20.8
31-40 years old 120 30.0
41-50 years old 64 16.0
51-60 years old 62 15.5
More than 60 years old 33 8.2
Education Non/Primary school 19 4.8
junior high school b, 18.8
Diploma v. ¢ 6.7
Bachelor's degree 229 57.2
Post-graduate degree 50 12.5
Household member 1 person 10 2.5
2-3 persons 109 27.2
4-5 persons 190 47.5
6-7 persons 60 15.0
More than 7. persons - 7.8
Marital status Single 172 43.0
Married 211 52.8
Widowed or Divorced 17 4.2
Residence Bangkok 166 41.5
Northeast 4 1.0
North 15 3.8
Central 49 12.2
East 148 37.0
West and South 18 4.5
Occupation Public servant 79 19.7
Employee 129 32.2
Private business 74 18.5
Student 67 16.8
Labor 14 3.5
Farmer/ Seller 37 10.2
Monthly income Less than 10,000 Bahts 94 23.5
10,001-20,000 Bahts 125 31.3
20,001-30,000 Bahts 81 20.2
30,001-40,000 Bahts 43 10.8
40,001-50,000 Bahts 17 4.2

More than 50,000 Bahts 40 10.0
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Table 2 Level of marketing mix factors influencing food purchasing behavior (n=341).

ltems X S.D. Level

Product 4.01 0.88 High

Place 3.63 0.88 High

Promotion 3.59 1.11 High
Price 3.15 1.04 Moderate

Grand mean 3.60 0.98 High
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Table 3 Multiple regression analysis estimated marketing mix factors affecting quantity purchasing food product.

Variables B Std. error Beta t p-value
Constant 0.067 0.636 0.106 0.916
Promotion 0.241 0.040 0.346 6.013 0.000**
Price 0.205 0.040 0.300 5.076 0.000**
Place -0.256 0.058 -0.266 -4.423 0.000**
Multiple R = 0.451 F = 28.522 Adjust R square = 0.196
Multiple R* = 0.203 Sig. F = 0.000 Durbin Watson = 1.002

** significant at level 0.01
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Table 4 Multiple regression analysis estimated marketing mix factors affecting cost of purchasing food products.

Variables B Std. error Beta t p-value
Constant -49.946 89.209 -0.560 0.576
Promotion 46.931 5.770 0.473 8.134 0.000**
Place -36.721 8.124 -0.272 -4.520 0.000**
Price 13.307 5.740 0.138 2.318 0.021*
Multiple R = 0.462 F = 30.225 Adjust R square= 0.206
Multiple R* = 0.214 Sig. F = 0.000 Durbin Watson = 1.023

* significant at level 0.05
** significant at level 0.01
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