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The objective of this independent study was to study the marketing mix factors that
affected buying decision of bakery product consumers in Mueang District, Chiang Mai Province.
The data was collected from a questionnaire distributed to 300 bakery product consumers in
Chiang Mai. The samples were selected by convenience sampling. The data was then analyzed
using descriptive statistics, namely frequency, percentage and mean.

It was found from this study that most respondents were single female of 15 - 24 years
old, with undefgraduate education. Most worked for private companies and earned 5,000 - 10,000
baht/month. Most lived with their family, with 1 - 3 family members. They liked to buy bread.
They spént 41 - 60 baht per purchase and bought bakery products 1 - 2 times/week from a regular
bakery. Most bought for their own consumption. Those who bought for their family chose the
bakery for the taste.

The results of the study on marketing mix factors affecting buying decision of bakery
product consumers showed that in terms of product, the respondents ranked the following factors
at the high level: taste, variety of products, and sanitation.

In terms of price, the respondents ranked the following factors at the high level:
reasonable price for the quality, cheap price, and prices did not change too often.

In terms of place, the respondents ranked the following factors -at the high level:
_convenience, cieanliness of the shop, and decoration and atmosphere of the shop.

In terms of marketing promotion, the respondents ranked the following factors at the high
level: service and friendliness of staff, politeness and good manners of staff, and fast and accurate

check out.





