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ABSTRACT

Abstract of special |problem submitted to the Graduate School Project of Maejo
University in partial filfiliment of the requirements for the degree of Master of Business

Administration in Business Administration

THE PERSONAL| FACTORS AND THE MARKETING MIX INFLUENCING THE
DECISION Fo:j PURCHASING HEALTHY FiD OF THE CONSUMERS IN
MUANG DISTRICT, CHIANGMAI
By
PATCHARA WANITPIJIDPUN
OCTOBER 2001

Chairman Mr.Narongritti Phudsadee
Department/Faculty: Department of Business Admin{stration and Agricultural Marketing
Faculty of Agricultural Business|

The purposes of this study were to sfudy the personal factors and the
marketing mix inﬂue’:j;ng the decision for purchasingl healthy food of the consumers.

This research used questionnaires for|col|ecting data There were 350
samples that were selected by non-probability samp’ing and quota sampling using sex
to divide.  Then the| 175 male and 175 female wdre chosen by accidental sampling.
The data from the questionnaires were analyzed and|processed by SPSS/PC’ computer
program. Statistical wtethod employed were freunncy, percentage, mean, standard
deviation, chi-square tésting and one-way analysis oflvariance

The results were as follow

For the personal factors, it was found thét male equaled to female. Most of
the consumers were 21-30 years old, single, graduated in Bachelor Degree, company
employee with salary ?imome of 5,001 - 10,000 baht.

The mark‘ting mix (4P's) influencing the decision for purchasing healthy
food could be arrangja due to the importance of rating thus: “Product” was the first

priority with high level rating. The consumers wapt to buy good quality products
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specifying an expired date, be in good quality packj je, have government guarantee and
have a label with dptails on. The second was “Hlace”, high level rating, convenient
parking is highly pre\}erred. The third was “Price”, tigh level rating, the consumers like
to buy goods which pre reasonable price and have price label. And the last important

rating was “Promotion”, moderate level rating, most| onsumers want to have the advice

from the sales assistants.

For healthy food purchasing decision, the study divided healthy foods into 3
types. They were bedverage, food and fruit-vege:jble. Each type had 2 groups, the
healthy food purchasing group and the non-healthy food purchasing group. The results
indicated that the co | umers preferred to buy beveriige type and fruit-vegetable type to
food type. The kindg of healthy food were milk, fvater, seasonal fruits, fresh fruits,
modified soybean progucts and brown rice. For the consumer’s response after making
the decision showed fthat most consumers remainel! to brand name and location, the
appropriate buying time was 6.01-10.00 p.m. and bujing 2-3 times a week.

The resulis of the personal factors infiyncing the decision for purchasing
healthy food indicated that sex is the factor relged to the rating of healthy food

purchasing decision ir] beverage food and fruit-vege{able types. And the factors of age,

marital status and occlipation related to the decision nly in the type of food.

For the mparketing mix influencing the de cision for purchasing healthy food,
it was found that produyct, price, place and promotion| factors were significantly different.



