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Factors Influencing Consumer Acceptance of Black Pepper Sauce Hybrid Kolon

Chicken Steak Products in Phatthalung Province
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This research aimed to study: 1) consumers’ personal characteristics; 2) consumer acceptance;
3) the level of importance of marketing mix factors; and 4) the factors influencing consumer acceptance
of hybrid chicken steak with black pepper sauce in Phatthalung province. Data were collected from 400
respondents using questionnaires and analyzed using descriptive statistics (frequencies, percentages,
means, and standard deviations) and stepwise multiple regression analysis. The results were as follow:
1) The findings revealed that most consumers were female, aged 21-40 years, held a bachelor’s degree,
were single, and worked in government agencies or state enterprises. 2) Consumers accepted it due to
its appetizing aroma, pleasant taste, and deliciousness. Most preferred a price range of 50-100 Baht
and a package weight of 101-200 grams, and showed an intention to continue purchasing the product
in the future. 3) The overall marketing mix factors were rated at the highest level (X=4.56), with product
factors receiving the highest importance, followed by distribution channels, sales promotion, and price.
4) Age had a statistically significant negative effect on product acceptance at the 0.05 level, while
product and distribution channel factors were the key determinants influencing consumer acceptance.
These findings highlight consumers’ emphasis on product quality and accessibility. They may serve
as euidelines for developing processed livestock products, adding value to agricultural products, and

improving marketing strategies for community products in Phatthalung province.
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Table 1 Acceptance of the Kolon crossbred chicken steak with black pepper sauce

Acceptance of the Kolon crossbred chicken steak Frequency Percentage
with black pepper sauce
Love the Kolon crossbred chicken steak with black pepper sauce product 396 99.00
Reasons for liking the product
Nutritious 33 8.25
Beneficial to the body 36 9.00
Beautiful and appropriate container/label 43 10.75
It is unique. 51 12.75
It's new and interesting. 63 15.75
Beautiful color, good appearance 129 32.25
Good taste, delicious 169 42.25
Delicious aroma 285 71.25
Satisfactory price compared to market prices
50-100 Baht 280 70.00
101-200 Baht 101 25.25
201-300 Baht 9 2.25
301-400 Baht 2 0.50
More than 500 Baht 4 1.00
Product weight per package
Less than or equal to 100 grams
101-200 grams 132 33.00
201-300 grams 93 23.25
301-400 grams 35 8.75
401-500 grams 50 12.50
37 9.25

More than 500 grams
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Table 1 (Continued)
Acceptance of the Kolon crossbred chicken steak Frequency  Percentage
with black pepper sauce

Purchase intention for future consumption
Strong intention not to purchase 17 4.25
Possible purchase for consumption 181 45.25
Definitely buy and consume 202 50.50

Suitable place for selling products
Department stores 19 4.75
Retail and wholesale stores 55 13.75
Supermarkets 71 17.75
Community stores 92 23.00
Markets 163 40.75

Answer more than one question
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Wq@ﬂiiuﬂ’]i%‘d{lj’l’sLLGTU‘IZ;’ILLWQI@J“U@Q%&”I%?I%“QN‘UU
nauwvIuIUTIMULDY FUaYEing 81LNeYNNEnNT
FIMTAFIUIT NUIIRIUNTHUATUNITVIENINEY

TanfaguyuiinIsdLaSUNsVIERaeaLIaIinsan

wanuanuaudusuunaly i egnddunde
dusuludiuiuunnianguiazdifianssulaenis
ansiAnduAlviiugnAmselinemaunal 1y
duAdudouinn menquitsinisansiauanuioy
Tfuniadnaunans SansfiavdmivgnAnidodu

UsgduazilugnAfnegnaeniian (Table 2)

Table 2 The level of importance of marketing mix factors to consumers

Marketing mix factors Mean SD Description
1. Product 62.4 0.53 Highest
1.1 Freshness 69.4 54.0 Highest
1.2 Hygiene and cleanliness 65.4 57.0 Highest
1.3 Certification and safety standards 59.4 63.0 Highest
1.4 Visually appealing and appetizing physical appearance 60.4 63.0 Highest
(color, shape, smell)
1.5 High-quality, attractive packaging 56.4 37.0 Highest
2. Price 52.4 63.0 Highest
2.1 The product has a reasonable selling price. ar.a 71.0 Highest
2.2 It offers good value for money considering its nutritional value. 52.4 66.0 Highest
2.3 Prices are clearly displayed. 52.4 71.0 Highest
2.4 The selling price meets customer needs. 54.4 67.0 Highest
2.5 Multiple payment options are available. 56.4 65.0 Highest
3. Place 59.4 56.0 Highest
3.1 Easily accessible and convenient to purchase 56.4 65.0 Highest
3.2 The retailer is reliable/has high standards. 64.4 64.0 Highest
3.3 The store provides good service with polite sales staff. 61.4 63.0 Highest
3.4 Service is available for claiming defective products. 56.4 68.0 Highest
3.5 Products are inspected (color, shape, size, smell) before sale. 60.4 65.0 Highest
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Table 2 (Continued)

Marketing mix factors Mean SD Description
4. Promotion 54.4 64.0 Highest
4.1 Price reductions are offered. 53.4 73.0 Highest
4.2 Free gifts are given for bulk purchases. 51.4 77.0 Highest
4.3 Information about the benefits of consumption is provided. 67.4 67.0 Highest
4.4 Advertising is increased. 55.4 72.0 Highest
4.5 Local delivery service is available for large orders. 69.4 66.0 Highest
Total 4.56 38.0 High

Yasefifisnsnananissousunansuaiauinla
Aadaugnuangaaninlneavasiuilaaludmin
Wnaa

A13LATILRANUANUTUNUS N1TON0BY

wuAad (Multiple regression analysis) WUl 6 AAUUS

Ui
IdnSnatun1sueusudondnsusiawnlnasasu

e =)

Hangoan3nlbngsn lawn 01y (Xy) duaigauiiu

Table 3 Factors influencing product acceptance

Fanlsnd Ao N1sveNSuNAndsiainlnAeaau
anuaugeaninlnydn dloRarsauAduUszans
LT AN LuuY uneu (multiple coefficient of
determination: R?) wui1ausanensaltase il
dnswaluniseeusundndadiainlnaedougnuay
goansnlnem (R?) lasevay 33 (Table 3)

Variables Coefficient (b) Beta t p-value
(Constant) -4.783 70.084 0.000
Age (X,) -0.071 -0.126 -2.543 0.011*

SEest=0.528; Durbin-Watson=1.655; R=0.183; R®=0.330; F=6.469

*statistical significant level at 0.05 level

AUTNOSULANUEUNUS VI WUTAN 9 G198
918 (X,) finafsauiuniseausundndasiainln

ARABUgNHANTRANININEeT (Y,) ag1eddeddny

aad

N9adANsEAU 0.05 Fearunsnasuigladn fuslaa
fenytosiwuililylvianuddgseseusunindoe
WINNIHUIInANT01811N NIRIUREAS 9 5187

PPINIINITIATINRUNY hAZAITAILATUNITAANG

i esanduilantovyuarndnsundnfusiuay
winanssuemsguuuuluilafngy vazdiduilaadil
o1niinduiasiunisuilanesuuudafuuay
sednsvdalunismaaeswdniueiivd danalvisedu
nsvonsundnfasianasuegfiiuty denndos
fiu Daniel et al. (2020) laAnwn age, an important

sociodemographic determinant of factors influencing
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consumers' food choices and purchasing habits:

an English university setting Wu1191838n5Nane

Y a

N9 BNINITHASNOANTTUNIIY DUDIR UTLAA

Y

anmuwinasuunIneasludingy ag1eldudAgy
0.05

#3UNan153Y
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a [ I3
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@S
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Afidvswasiensvensundnduai fuilaadiulug
gouUTIAMARFITUT9 50-100 UM WNTigR
F9IA9UIAD 92951A1 101-200 U wanlifLiue
HuStaalvaiudrdgyiuainueuen (value for
money) lngaanislisaaonndasiuamninay
USunauvendninel vausiaeaiulud1udsuw
UssYA wudruediguilaadeanisuniiga fe
101-200 n¥u s09aNAe 201-300 n¥u Feaziiou
woAnssunsuilaafituaunefidenisiul s
Tuusiazass uazauazninlunisde wodnssunis
Foluouran JuilandrulngTuwalduiiasdo
ndndaedu1uslnadn wansdsniud lade
(purchase intention) 74 & a8 uﬁa%yfmﬁwﬁmmaq
Tenanwenismataluszerens uenand aniud
Fminefiguslaaiuinmnzausiniian fe naie
iesniduundsiinfaing azen uazaenadosiu
ngAnssunsdearmanionuilanveauilnaly

Moy Uadudrulszaun1anismnann (marketing

mix: 4Ps) wudguslaalinnuddglunimsiuedly

[ a

sesuanndige 1 efiarsandusiediu wudisu
ARSI LanlAIUINAUNNYIAUAT 1Y SEYIR
ndu mnuanlvsl wazgudnwal iutadondniidana
sonsiaduladosusa wandiduitnandusn
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N5 HANSVAFRUANNAFIUNNGEDRA NuTeging
Weaudutadediudszaunianisnainlugeusu

a (4 L3 1 a v o v
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v
= =
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=
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WUaIuma1n (market segmentation) laag 14l
UszAnBan ey arudnsavessdnsusiadinla
AoapugnHANTaninlned uay fun1simu
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