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ABSTRACT
176641

This independent study was aimed to study marketing mix factors and to explore the
problems affecting consumers in purchasing decision of fishballs in Bangkok Metropolitan. The
data were collected from 400 samples by questionnaire. Data were analyzed by the form of
descriptive statistics: frequency, percentage, and arithmetic mean.

From the study, it was found that the majority of respondents were female, aged
between 31 — 40 years and married, had a bachelor degree, worked as employees, and had income
of 5,000 — 10,000 baht per month. Most of them bought fishball for consume, place to buy was
market, most buying type of fishball was round shape, most like taste was salty, most like texture
was sticky and soft, buying frequency was once a week, average price per kilogram was 31 — 50
baht. And themselves was influential person that affect the purchasing decision.

It was found that the marketing mix factors affecting purchasing decision were overall

rated average at high level: product, place, price and promotion respectively.

’

The sub-factors of marketing mix that had average score of importance at the first
priority were as following: product factors which was cleanliness of product, price factors which
was having price label on the packaging, place factors which was cleanliness of store, promotion
factors which was having officer to suggest product.

It was found that the problems in purchasing decision were overall rated at medium
level: product, price, place and promotion respectively.

The sub-problems of each aspect which had first average scores was the product
problems which was worried about toxics or chemicals in fishballs, borax or balloonfish’s toxic
for example, price problems which was no price label on the packagaing, place problems was no

car park, promotion problems was no officer to suggest product.





