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53602330 : MAJOR : ENTREPRENEURSHIP
KEY WORD : MARKETING MIX FACTOR /PARBOILED RICE /RETAIL DEPARTMENT
STORES (MODERN TRADE)

PAKORNWAT ROTJANATIMOKE : THE SURVEY OF CONSUMPTION DEMAND
OF PARBOILED RICE IN RETAIL DEPARTMENT STORES, MUEANG DISTRICT, NAKHON
PATHOM PROVINCE. INDEPENDENT STUDY ADVISOR : CHALERMCHAI KITTISAKNAWIN,
Ph.D. 128 pp.

This research has aiming to (1) study the factor of Marketing Mix and the
consumption demand of parboiled rice at retail department store (Modern Trade) of Mueang
District, Nakhon Pathom Province. (2) Study the difference of personal factors and
consumption demand of parboiled rice at retail department store of Mueang District, Nakhon
Pathom Province. (3) Study the relationship of Marketing Mix Factor and consumption
demand of parboiled rice. (4) Study the factor that have an influence to consumption demand
of parboiled rice for consumer at retail department store of Mueang District, Nakhon Pathom
Province. This research is quantitative research by using Yamane Method, 420 samples
which is consumer that lived in Mueang District, Nakhon Pathom Province. Researcher
collect sample at retail department store in Nakhon Pathom which is Tesco Lotus, BigC and
Makro. Sample has been conduct by using the data collection tool to ensuring the validity and
reliability. Descriptive Analysis and Inferential Statistic Analysis has been used such as T-
Test, one-way ANOVA, Pearson’s correlation coefficient and stepwise multiple regression
analysis.

According from study, researcher has founds the following. (1) Personal Factor is
different and cause the purchasing decision differentiated therefore Female consumer intend
to have more possibility to purchase parboiled rice when compare to male consumer,
Consumer with Bachelor Degree or equivalent intend to have more possibility to purchase
parboiled rice when compare to Consumer with Secondary School. (2) Consumption demand
of parboiled rice has a medium positive relationship but for Marketing Mix Factor of product,
pricing, place and promotion. (3) The factor that have an influence toward the consumption
demand of parboiled rice is Marketing Mix Factor of place and product equal to 20.4%

Researcher has management recommendation which will benefit to entrepreneurs
or management and the comment for further research.
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