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Marketing Mix Factors Affecting Consumer Purchasing Behavior

towards Dok Jig Brand Korat Noodle at Local Markets in Nakhon Ratchasima Province
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Abstract

The purpose of this research was to investigate marketing mix factors affecting consumer purchasing
behavior towards Dok Jig Brand Korat noodle at local markets in Nakhon Ratchasima Province.
Questionnaires were employed to gather data from 80 respondents aged 20 and above. Data were analyzed
using descriptive statistics e.g. frequency, percentage, mean and standard deviation. Hypothesis testing
was performed using inferential statistics e.g. t-test, One-way ANOVA (F-test) and Pearson product-moment
correlation. The results revealed that the majority of respondents were female, aged between 41-50 years,
primary school graduates, married, mostly worked as farmer and received monthly income of less than
5,001 Baht (THB). They cited the delicious taste as reason to buy Dok Jig Brand Korat noodle. The average

buying frequency was 3.1 times a month with an average of 0.9 kg per purchase. The average amount of
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money spent per purchase was 60.7 THB. Most purchases were done at retailers and with the purchaser
decision. The overall marketing mix factors affecting consumers purchasing behavior of Dok Jig Brand
Korat noodle at a high level (X = 4.25) and the consumers attached high importance to every factor. The
hypothesis was tested between personal factors and the purchase behavior revealed that age, marital
status and number of household members significantly affected the purchase behavior (p<0.05). Regard
to the relationship between the marketing mix factors and the purchasing behavior, it was found that the
correlation between the product, price, place and promotion and the frequency of purchasing behavior of

Dok Jig Brand Korat noodle was statistically significant (p<0.05).

Keywords: purchasing behavior, marketing mix factors, consumers, Dok Jig Brand Korat noodle, Nakhon

Ratchasima Province
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Table 1 The marketing mix factors affecting decision to purchase Dok Jig Brand Korat noodle.

ltems X S.D. Results Rank
1. Product 4.07 0.51 High 3
2. Price 4.16 0.52 High 2
3. Place 4.21 0.50 High 1
4. Promotion 3.65 0.92 High 4
Overall 4.25 0.63 High
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Table 2 Compare the frequency of Dok Jig brand Korat noodle purchasing classified by personal factors.

ltems X S.D. t/F  p-value
Sex Male 2.94 3.47 0.27™ 0.786
Female 3.16 2.87
Age (years)” <30 (1) 2.10% 0.45 2.72*  0.036
30 -40 (2) 2.50%° 1.54
41-50 (3) 357"  3.94
51-60 (4) 4.67° 4.31
> 60 (5) 1.80*  0.45
Paired of difference (1) and (4)**, (2) and (4)*. (4) and (5)*
Education Primary School 4.14 4.17 212" 0.086
Junior High School 2.18 0.59
Senior High School/Vocational Certificate ~ 3.00 2.1
High Vocational Certificate 2.00 0.00
Bachelor degree 2.00 0.00
Marital status”  Single (1) 2.04° 0.45 5.62*  0.005
Married (2) 3.16° 2.67
Divorced / Widowed (3) 5.62° 5.79
Paired of difference (1) and (3)**, (2) and (3)*
Career Company employee 2.00 0.00 1.27™  0.289
Self-employed 2.15 0.89
Famer 3.53 3.14
Househusband/ Housewife 4.33 4.08
Others 2.61 3.07
Monthly Income < 5,001 3.95 3.82 2.05™ 0.096
(THB) 5,001-10,000 2.09 0.67
10,001-20,000 2.22 0.67
20,001-30,000 1.50 0.70
>30,000(4) 2.00 0.00
Household 1-2(1) 5.62° 5.28 4.44*  0.006
members” 3-4(2) 2.93° 257
5-6(3) 2.17° 0.43
>6(4) 2.20° 0.63
Paired of difference (1) and (2)**, (1) and (3)**, (1) and (4)**

"not significant, *significant at p<0.05, **significant at p<0.01

Y Different letters indicate significant difference at p<. 05 by Scheffe’s method
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Table 3 Compare the quantity of Dok Jig Korat noodle purchasing classified by personal factors.

Items X S.D. t/F p-value
Sex Male 0.95 1.61 0.00™ 0.999
Female 0.95 0.73
Age (years) <30(1) 1.34 1.76 1.35™ 0.260
30-40(2) 0.74 0.42
41 -50 (3) 0.73 0.47
51-60 (4) 0.85 0.52
> 60 (5) 1.24 0.82
Education Primary School 0.86 0.56 2.013™  0.101
Junior High School 0.77 0.39

Senior High School/Vocational Certificate 1.47 2.21
High Vocational Certificate 1.50 1.36
Bachelor degree 0.40 0.20
Marital status Single 1.17 1.61 1.41™ 0.251
Married 0.78 0.43
Divorced / Widowed 1.1 0.72
Career” Company employee (1) 0.40° 023  3.36* 0.014
Self-employed (2) 1.05° 0.92
Famer (3) 0.72° 0.31
Househusband/ Housewife (4) 1.80° 1.97
Others (5) 0.83° 0.74

Paired of difference

(1) and (4)*, (2) and (4)*, (3) and (4)**,
(5) and (4)**

Monthly Income < 5,001 1.098 120  0.724™ 0578
(THB) 5,001-10,000 0.80 0.70

10,001-20,000 0.60 0.49

20,001-30,000 0.60 0.00

>30,000 1.20 0.85
Household 1-2 0.72 037  0.62°  0.603
members” 3-4 0.90 0.67

5-6 1.21 1.74

>6 0.98 1.00

"not significant, *significant at p<0.05, **significant at p<0.01

Y Different letters indicate significant difference at p<0.05 by Scheffe’s method
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Table 4 Compare the expense of Dok Jig Korat noodle purchasing classified by personal factors.

ltems X S.D. t/F p-value
Sex Male 43.42 26.77 1.71™ 0.092
Female 66.07 56.63
Age (years) <30(1) 77.50 54.13 1.13™ 0.348
30-40(2) 44.00 25.73
41-50 (3) 59.64 34.33
51-60 (4) 59.05 72.59
> 60 (5) 70.00 36.57
Education Primary School 60.57 59.77  2.43™  0.055
Junior High School 48.63 27.65
Senior High School/Vocational Certificate 59.63 42.08
High Vocational Certificate 108.75 63.06
Bachelor degree 41.00 16.36
Marital status Single (1) 67.80 51.84 0.36"™ 0.698
Married (2) 58.00 54.27
Divorced / Widowed (3) 55.00 33.33
Career Company employee (1) 31.25 479  2.038"  0.098
Self-employed (2) 56.53 50.47
Famer (3) 51.83 29.96
Househusband/ Housewife (4) 95.00 90.42
Others (5) 61.90 44.29
Monthly Income < 5,001 68.97 58.85  0.86™  0.494
(THB) 5,001-10,000 54.34 43.64
10,001-20,000 40.56 22.56
20,001-30,000 35.00 0.00
>30,000 67.50 45.96
Household 1-2 50.00 2669  0.39™  0.758
members 3-4 61.25 39.15
5-6 70.00 81.97
> 6 56.50 54.82

"not significant, *significant at p<0.05, **significant at p<0.01

Y Different letters indicate significant difference at p<0.05 by Scheffe’s method
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Table 5 Relationship between marketing mix and purchasing behavior of Dok Jig Korat noodle.

Purchasing behavior

Marketing Mix Frequency Quantity Expenses
r p-value r p-value r p-value
Product 0.262* 0.019 0.177 0.116 0.155 0.169
Price -0.314** 0.005 0.102 0.366 0.218 0.053
Place -0.413** 0.000 -0.028 0.803 -0.150 0.184
Promotion 0.221* 0.049 0.028 0.806 0.057 0.617

*significant at p<0.05, **significant at p<0.01
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