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ABSTRACT

The investigation of marketing mix factors affecting buying decision of customers for Nham
products in Mueang Chiang Mai District was carried out by distributing questionnaires to 400
customers. The majority of respondents were female with age range of 20 — 30 years old with single
marital status. Their educations were Bachelor degrees with average incomes of lesser than 10,000
Bahts per month and were employed by companies in the private sector.

Most of the respondents preferred Nham with pork skin as an ingredient and purchased the
product for own consumption. The person who influenced the purchasing decision was the respondent
him/herself. Each transaction quantity was 2 — 5 bars of medium size (150 — 200 grams) product at
the interval of once a month. Nham was usually consumed as a side dish. The purchasing location
included convenience stores or stores that were located at the petrol station. The popular brand was
“Nham Pa-Yon”. The most effective form of advertisement was word-of-mouth.

The marketing mix factor that the respondents valued overall at high level included product,

distribution venue, and pricing aspects, respectively. This was compared to the marketing promotion



at medium level. The ranking of three most desirable product aspects was as followed; taste, the
presence of Thai FDA approval sign with production and expiry dates. On the distribution factor, the
first three distribution venue aspects was convenience and availability, adequate product stock which
was not suffered from market scarcity and the orderly display that aided finding of the product. On
the price factor, clear price labeling and inexpensiveness were scored at high level while the ability
for price negotiation was ranked at the medium level. For the promotion factor, the respondents
ranked the exchangeability of faulty products and free sampling at high level which was compared to
medium level for factory visiting which provided observation of production procedure.

The problems encountered by the respondents on the product aspect were listed as followed;
dirtiness, lack of safety products and undesired taste. On the pricing factor, the mismatching of price
to product quality was ranked on top while the mismatching of price to product quantity and
expensiveness in relation to the other brands were also complained. On the distribution factor, the
scarcity of the product was scored the highest followed by occasional product unavailability and
inadequate parking space. The last factor concentrating on the problems of marketing promotion
included the absence of advertisement on television, radio or other types of publication which were

followed by exaggerating advertisement and lacking of community initiative or payback.



