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ABSTRACT: The objectives of this study are to investigate the consumers’ behavior and factors
influencing consumer decision to purchase towards pork products in Khon Kaen province. Data were
collected from 336 consumers by quota and convenient sampling. Questionnaire was used for data
collection between April-July 2018. Descriptive statistics and Chi-square test were used for data
analysis. The results showed that 94.60 percent of the consumers had ever bought pork product. The
most of the consumers purchase pork products for 1-2 times/week. Their average purchasing cost of
the products were 101-200 Baht/times. Fresh market (36.20%) and hypermarket (21.10%) were the
first two popular places to purchase the products. The average purchasing quantity depends on type
of pork product. The data analysis showed that the average purchase quantity of fresh pork slide was
about 995.52 g/times, frozen pork was about 1,219.18 g/times, and processed pork was about 515.32
g/times. In addition, the main factors influencing the purchase decision are 1) standard and safety of
production have been set up for the products, 2) the products are always fresh, 3) the product are kept
in the package that is properly sealed and meet the standard 4) expiry date is clearly shown on the
package, 5) price of the product suits its quality 6) price tag is available, and 7) market place for the
product is in a convenient location, easy to access, and clean.

Keywords: consumer behavior, marketing mix, pork product, market channel
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(Table 1)

Table 1 Characteristics of consumers purchasing pork products in Knon Kaen province, Thailand (n=318)

Variables Number of respondents Percentage
Age (Average age = 38 years) 318
15-24 92 28.90
25-34 52 16.30
35-44 a7 14.80
45-54 56 17.60
55-65 53 16.70
Over 65 18 5.70
Gender 318
Female 162 50.90
Male 156 49.10
Education level 336
Elementary 73 23.00
Secondary 40 12.60
High school 101 31.80
Bachelor's degree 90 28.30
Master’s degree or over 14 4.40
Personal income/month (Baht) 318
Less than15,000 198 62.30
15,001-20,000 54 17.00
20,001-30,000 30 9.40
30,001-40,000 16 5.00
40,001-50,000 5 1.60
More than 50,000 15 4.70
Marital status 318
Single 149 46.90
Married 16 5.00
Married and have kid(s) 145 45.60
Others 8 2.50
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Household size
(average size = 4 people/
household)

One

Two

Three

Four

Five

Six

Seven or over
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318
5 1.60
19 6.00
59 18.60
134 42.10
66 20.80
21 20.80
14 4.30
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Table 2 Type of pork product and consumer favorite/ favorite type of pork products (n=318)

Pork product type

Consumer favorite

Frequency Percentage
Pork with fat 192 60.40
Lean Pork 125 39.30
Others 1 0.30
Total 318 100
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Table 3 Market places visited by consumers (n=318)

Market places Number of consumers Percent of cases Percentage
Fresh market 249 36.20 78.30
Hypermarket 144 2110 45.30

Market fair 53 7.70 16.70

Specialty market 36 5.20 11.30
Convenient store 30 4.40 9.40
Supermarket 29 4.20 9.10
OTOP market 15 2.20 4.70

Total 687 100.00 216.00

Note: Multiple response set

Table 4 Consumers’ purchasing behavior towards pork products (n=318)

Variables Number of consumers Percentage

Purchase price (Baht/times of purchase)

100 or less 46 14.50
101-200 182 57.20
201-300 60 18.90
301-400 13 4.10
401-500 4 1.30
More than 500 13 4.10
Total 318 100.00
Purchase frequency
Everyday 28 8.80
3-4 times per week 42 13.20
1-2 times per week 173 54.40
Twice a month 31 9.70
Once a month 33 10.40
Less than once a month 1" 3.50

Total 318 100.00
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Table 5 Consumers’ purchase quantity towards pork products (n=318)

105-118 (2563).

Pork products Number of  Percent Percentage Average Minimum-
respondents of cases purchase maximum
quantity (g/ purchase
purchase) quantity (g/
purchase)
Fresh pork
Sliced Pork 208 75.90 31.20 995.52 100-5,000
Frozen pork
Frozen pork 73 26.60 11.00 1,219.18 200-5,000
Processed pork
Dried pork 111 40.50 16.70 684.23 100-200
Dried shredded pork 99 36.10 14.90 310.40 100-2,000
Marinated pork 62 22.60 9.30 846.77 100-2,000
Shredded pork 40 14.60 6.00 270.75 100-500
Crispy pork 24 8.80 3.60 483.33 100-2,000
Crispy dried pork slice 23 8.40 3.50 478.26 100-2,000
Smoked pork 14 5.10 2.10 582.14 100-2,000
Pounded pork jerky 12 4.40 1.80 466.67 100-500
Total 666 243% 100% 633.725 100-5,000

Note: Multiple response set
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Table 6 The relationship between gender and Person factors which influence consumers

purchase regarding pork products (n=318)

113

Gender Person factor Total Chi-square test
Yourself Relative Husband-wife Children Friend

Female 120 36 1 4 1 162 )(2:20.200
(51.50%) (62.10%) (6.30%) (80.00%)  (16.70%)  (50.90%) df=4

Male 113 22 15 1 5 156 p-value =0.015
(48.50%) (37.90%) (93.80%) (20.00%)  (83.30%)  (49.10%)

Total 223 58 16 5 6 318
(100%) (100%) (100%) (100%) (100%) (100%)

Note: *significant differences at 0.05

Table 7 the relationship between gender and the buying objectives toward processed pork products

(n=318)
Gender Buying objective Total Chi-square test
Eating Order from Buying for Buying for
others others sale

Female 151 1 3 7 162 X2:4.318
(51.50%) (20.00%) (75.00%) (70.00%) (50.90%) df=3

Male 148 4 1 3 156 p-value =0.039*
(49.50%) (80.00%) (25.00%) (30.00%) (49.10%)

Total 229 5 4 10 318
(100%) (100%) (100%) (100%) (100%)

Note: *significant differences at 0.05

Table 8 The relationship between gender and reasons motivating consumers to purchase pork

products (n=318)

Gender Main reasons for buying pork product Total Chi-square
Long Clean Accessibility ~ Reasonable Discount ~ Others test
shelf life and and price promotion
hygienic convenience
Female 26 19 104 9 2 2 162 X’=5.145
(61.90%)  (43.20%) (50.20%) (47.40%) (100%) (50%)  (50.90%) df=5
Male 16 25 103 10 0 2 156 p-value
(38.10%)  (56.80%) (49.80%) (52.60%) (0%) (50%)  (49.10%) =0.042*
Total 42 44 207 19 2 4 318
(100%) (100%) (100%) (100%) (100%) (100%) (100%)

Note: *significant differences at 0.05
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auAlidinemndudesas 6510 999a9NNAR
ANATENAYNATBWNETE  (13.80%) UAzHiTa
agnaiuFnEAUAIIUIL (13.20%) (Table 9)
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AWinAL 5 LL@JLNmumﬂ@mamummmu 1
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n¥1eredumsnAduAl 080 wud  dnu
wandnuet  giislnaliaaudiAnyluseiunin
nqaluiseanefuNAaA s ENITLIUNSHAR
muNRsgIdLazlaeniy  (Mean = 4.38,
S.D.=0.79) uardnludagiane (Mean=4.32,
S.D.=0.80 ) Nanﬂ’lummmmmlmmumﬂ
Tum@wmmmmmm T AN NARLAZAI
waniud anunsain i LL@"’iNNWIDﬂ‘L&
\Ael Lummﬂmﬁmmmmm‘tmummmmma
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m%nmummmmmmw (Bredahl et al.,

WNWLNEFT 48 (1) : 105-118 (2563).

1998; Bryhni et al., 2002; Linhai et al., 2015)
uazliAand1Ay Tuy N894I INLAT AN
aanadaanmae (Kanis, et al., 2002; Grunert et
al., 2018) daunadusAmuIgLislnaly
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(Table 10)

Table 9 The main reasons affecting purchase of pork products (n=318)

Main reasons Number of respondents Percentage
Accessibility and convenience 207 65.10
Hygienic and clean 44 13.80
Long shelf life 42 13.20
Reasonable price/ less expensive 19 6.00
Promotion (price discount) 2 0.60
Others (not specify) 4 1.30

Total

318 100.00




KHON KAEN AGR. J. 48 (1) : 105-118 (2020).

115

Marketing Mix Mean  S.D. Level of
important
Product
Safety and standards of product 4.38 0.79 Extremely
Always fresh 4.32 0.80 Extremely
No preservatives 412 1.00 Extreme
Good taste 3.98 0.81 Extreme
Long shelf life 3.86 0.91 Extreme
Reputation of the manufacturer and well-known brand 3.68 0.95 Extreme
Price
Price of the product suits it's quantity 4.29 0.73 Extremely
Reasonable price 417 0.73 Extreme
Price tag is available 4.27 0.77 Extremely
There are many price levels to choose from difference 3.98 0.81 Extreme
packaging size
Cheap price when compared with competitors 3.74 0.97 Extreme
Place
Accessibility and convenience 4.31 0.75 Extremely
Clean and hygienic 4.31 0.79 Extremely
Attractive product placement 4.00 0.82 Extreme
Online sales and delivery service 3.06 1.27 Neutral
Promotion
Product displays at the point of sale and presentation of ~ 3.57 0.94 Extreme
sales representatives
There are sample products to try 3.51 0.94 Extreme
Price discount or buy one get one free 3.36 1.09 Neutral
Online promotion such as Facebook or website 3.20 1.06 Neutral

u@nmnmuﬂimumamimmm%\i 4
AuudadallduussqineindsilaudArysie
nssindulatendnined annistiaszsinudn
fuslnaliaoudnAryiuussqineiuinigaly
LT9UBILATAIUNIUTEAINTUIDIADANIN
NIATFIRUATAINL AR AT (Mean=4.40,
S.D.=0.77)  uaznsuansiuhaniinvuunens
(Mean=3.39, S.D.=0.79) (Table 11)
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Table 11 The important level on packaging factors towards consumers’ behavior on buying

processed pork products (n=318)

Packaging factors Mean S.D. Level of important

Seal of quality and safety standards 440 0.77 Extremely
Clearly shown the expiry date 439 0.79 Extremely
Transparent packaging 414  0.80 Extreme
Resealable packaging (easy to use such as opening, 410 0.87 Extreme
closing and maintaining products)

Packaging is suitable for the products 4.07 0.78 Extreme
Beautiful labels, contain important and complete 3.96 0.87 Extreme

information
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