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ABSTRACT

The objective of this independent study was to study the marketing mix factors
which affecting consumers® decision to purchase packed rice in Mueang District, Chiang
Mai Province. The objective was to study the marketing factors and consumer behavior,
such as product, price, place and promotion affected on consumer behavior, by using theories of
marketing mix and consumer behavior. The data were collected by using 400 questionnaires.
Selective sampling was employed from people whom bought and ate packed rice in Mueang
District, Chiang Mai Province. The data were analyzed by using descriptive statistics such
as frequency, percentage, mean and differential statistics and compared mean to. t — test
and f—test

The overall of consumers’ behavior towards packed rice is high level. The highest
purchasing of packed rice in terms of rice type, packed size, and brand, are jusmin rice, brown
rice, 5 Kg, 1 Kg, Gold Swormn and Twin Bird, respectively. The first 3 reasons to buy packed

rice are cleanness, usage and flavor.The high effect stimulants on decision to purchase are



the convenient place where is nearby house or office together with the cheaper consideration.
The person who affects on purchasing of packed rice is the family and themselves,
respectively. The purchasing frequency is every month and twice a week-;

The overall importance of marketing mix factors in all 4 aspects is high level. For sub
factors in term of the product, quality, cleanness and safety are the most important. For the price,
reasonable price to quality is the most important. For the place, easy to access is the most

important. For the promotion, buy one get one free is the most important.



