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This independent study was aimed to study marketing mix factors affecting consumers’
decision to purchase sausage products in Mueang District , Chiang Mai Province. The data were
collected from 398 samples by questionnaires. The data were analyzed by descriptive statistics,

frequency, percentage, and arithmetic mean.

The results showed that the majority of the respondents were female, 20 — 25 years of
age , single, Bachelor’ s degree holders. They are students. The income is less than 15,000 Baht
per month. The family members are 3 — 4 persons, and live in their own houses.

Most of them like pork sausage. They take it in their free time, but not often. They
purchase it from the super market. When the most favorite sausage is not available, other
sausages are still purchased. It costs 5 Baht a piece. Two pieces are bought at a time due to being
hungry. They make their own decision to purchase the sausage. They are not interested in the
brand image. Factor affecting on sausage purchasing is flavor. Consumption patterns are fried
sausage, and take it among friends. Known and preferred brand is CP.

The overall of the marketing mix sub factors, which are high rated, are price and place.
Product and promotion are medium rated.

For the price, it was found that the respondents considered the first 3 most important sub
factors, such as not more expensive than other foods, being able to take sausage more often, and
reasonable price to the quality are very important.

For the place, it was found that the respondents considered the first 3 most important sub
factors, such as easy access to the products, availability of the product, and fast service are very
important.

For the products, it was found that the respondents considered the first 3 most important
sub factors, such as standard flavor of sausage, sausage brand, and brand image are very
important.

For the promotion, it was found that the respondents considered the first 3 most

important sub factors, baking / frying service is high rated, sale, and TV media are medium rated.





