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The objective of the independent study was to study marketing mix factors
affecting consumers buying decision of Sainamphueng Mandarin in Mueang district, Chiang
Mai province as well as to explore problems occurred in the consumers’ buying decision of
Sainamphueng Mandarin in Mueang district, Chiang Mai. Data collection was completed
through questionnaire randomly distributed to 300 consumers which divided into 150 Chiang
Mai resident consumers, and 150 consumers who were from other provinces. Then, the
narrative analysis which consisted of frequency, percentage, and mean was applied in order to
analyze data.

Based on the result of study, it was found out that most respondents were single
female with Bachelor’s degree whose ages were between 21-30 years old. Most of them worked
as the officers of private companies and earned 5,000-10,000 baht for their monthly incomes in
average. It was, in addition, revealed by most respondents that when they bought the
Sainamphueng Mandarin they did not mind about its brand; however, the most favorite brand
they used to buy was Thanathorn. When asking the respondents about reason of buying the
product, they pointed out that the Sainamphueng Mandarin had a good taste. Moreover, they

indicated two purposes of buying the Sainamphueng Mandarin as follows; for the individual
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consumption and for being as a gift. In each time they bought the product, they would mostly
buy the product for 1-3 kilograms or 1-3 boxes from general fresh markets. They would make
the decision n buying the Sainamphueng Mandarin by themselves but in uncertain time.
Furthermore, it was stated that the frequency of buying the Sainamphueng Mandarin of those
respondents were considered at the rare rate while the sources of Sainamphuen Mandarin
information were from the markets and the merchants,

According to the result of marketing mix factors affecting consumers buying
decision of Sainamphueng Mandarin, it was found out that most respondents paid high concern,
in average, towards the following factors in respectively.

In price factor, it was concemned at the high score level (3.97) for the first
important sub-factor regarding the clear price sign.

In product factor, it was concerned at the high score level (3.92) for the first
important sub-factor regarding the taste of product.

In promotion factor, it was concerned at the high score level (3.81) for the first
important sub-factor regarding the good human relation of the sales persons/merchants,

In place factor, 1t was concerned at the high score level (3.55) for the first
important sub-factor regarding the location where the car-park helped gaining convenience in
buying product was available.

However, based on the exploration on problems occurred in the consumers’
buying decision of Mandarin, most respondents mentioned about the following problems which
were averagely scored at high and low levels in orderly.

The problem found in price factor was scored at the high level (3.72) for the first
important sub-factor concerning on the different prices in different places.

The problem found in product factor was scored at the high level (3.61) for the
first important sub-factor concerning on the staleness of product.

The problem found in promotion factor was scored at the high level (3.52) for the
first important sub-factor concerning on the bad human relation of employees/merchants.

The problem found in place factor was highly scored at the low level (3.35) for the

first important sub-factor concerning on the location where was not convenient for car-parking.





