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Abstract

The primary objective of this study is to investigate consumer behavior related to the demand for
marketing factors and their influence on the frequency of purchasing native chicken meat among consumers in
Phatthalung Province. The questionnaire data was collected from a sample of 400 people using convenience
sampling and the data were analyzed using descriptive statistics such as frequency, mean, and percentage,
standard deviation and multiple regression analysis. The research findings indicate that consumers who preferred
to purchase native chicken meat tended to be female, with an average age of 41.40 years. They typically had
an education level lower than middle school, were engaged in farming occupations, and had an income of
15,620.38 baht. Consumers opted to purchase domestic chicken breeds, typically about once
a month. These chickens are predominantly female, whole, yellow in color, and weigh approximately 2 ke.
Consumers commonly acquired them from local fresh markets and prepared homemade dishes like chicken
curry and chicken Tom Kha. The most desired market factor in purchasing local chicken meat is the product
factor while marketing promotion, distribution channels, and price factors are in high level (average values 3.95,

3.83, 3.79, and 3.67, respectively). The results of the hypothesis testing reveal that gender and educational level
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positively impact the frequency of purchasing native chicken meat, with a statistically significant level of 0.05.
However, income was found to negatively affect the frequency of purchasing native chicken meat, with a higher
statistical significance level of 0.01. Therefore, farmers, producers, and marketing professionals must focus on
aligning their product offerings with consumer preferences. This should entail developing strategies to promote
local chicken breeds, enhancing their visibility, and extending their reach to a wider consumer base.

Keywords: purchasing behavior, demand, marketing mix, consumer, native chicken meat
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Table 1 Behavior consumers’ purchase of native chicken meat in Phatthalung province

ltems Frequency Percentage
Type of native chicken meat that consumer regularly buy
- Native chicken 169 42.25
- Kolon chicken 88 22.00
- Cross bred native chicken 50 12.50
- Black chicken 22 5.50
- Red chicken 17 4.25
- Chee chicken 15 3.75
- White Tail-yellow Cock 15 3.75
- Betong Chicken 14 3.50
- Pradu Hang Dam chicken 10 2.50
Purchase frequency of native chicken meat
- Once a month 236 59.00
- Once a week 107 26.75
- 2-3 times/week 45 11.25
Purchase frequency of native chicken meat
- Once a month 236 59.00
- Once a week 107 26.75
- 2-3 times/week 45 11.25
- 4-5 times/week 9 2.25
- Every day 3 0.75
Gender
- Female 305 76.25
- Male 95 238
Chicken type
- Whole body 245 61.25
- One half of body 155 38.75
Chicken skin color
- Yellow color 318 79.50
- White color 82 20.50
Weight
- 2 ke. 145 36.25
- 1.5 ke. 141 35.25
- 1 ke. 96 24.00
- Less than 1 k. 18 4.50
Place to purchase
- Market 210 52.50
- Community shop 82 20.50
- Farm 58 14.50
- Wholesaler 39 9.75

- Supermarket 11 2.75
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Table 1 (continued)

ltems Frequency Percentage

Frequently prepared food menu

- Chicken curry soup (Tom Gai Baan) 242 60.50
- Chicken coconut soup (Tom Kha Gai Baan) 67 16.75
- Chicken rice 27 6.75
- Fried stir chicken with ginger 14 3.50
- Grilled chicken 13 3.25
- Turmeric chicken wings 12 3.00
- Basil chicken 10 2.50
- Chicken stew with turmeric (Kai Tom Ka-min) 11 2.75
- Clay pot roasted chicken (Kai Op Ong) 4 1.00
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Table 2 Demand of marketing factors consumers’ purchasing of native chicken meat in Phatthalung province

Demand for marketing factors Mean SD Demand level
Product 3.95 0.71 High
1. Diversity of local chicken 3.72 0.77 High
2. Taste 4.01 0.63 High
3. The smell 3.75 0.79 High
4. Cleanliness 4.02 0.74 High
5. Nutritious 4.15 0.63 High
6. Quality according to nutrition principles 4.01 0.69 High
7. The rearing was standardized 3.84 0.72 High
8. Freshness is unique 4.04 0.73 High
9. Easy to buy 4.01 0.69 High
Price 3.67 0.58 High
1. The price is suitable for the quality 3.69 0.70 High
2. 0On sale 3.65 0.84 High
3. Market price setting 3.69 0.77 High
4. Trade discounts for wholesalers/retailers 3.66 0.79 High
5. Pricing based on the cost of local chicken for raising 3.67 0.73 High
Promotion 3.79 0.65 High
1. Adding a distribution location 3.88 0.81 High
2. Increasing distribution channels to different districts 3.80 0.88 High
3. Adding distribution channels to other provinces 3.81 0.90 High
4. Placement beautiful storefront 357 0.90 High
5. Distribution in convenience stores 3.67 0.86 High
6. It's a place that has all the local chickens that you want 3.80 0.81 High
7. Convenience close to home or workplace 4.00 0.78 High
Promotion 3.83 0.53 High
1. Known from word of mouth 3.59 0.82 High
2. Public relations 3.64 0.85 High
3. Want to have a promotion 3.97 0.74 High
4. The seller has good human relations 3.93 0.72 High
5. Organizing campaigns for the consumption of native 4.00 0.79 High

chicken in various community places

Hadeiidenarionnuilunsidendeideliiusiusissvasfuslnalusminings
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Table 3 Factors Affecting the frequency of consumers’ purchasing of native chicken meat in Phatthalung

province
Variables Coefficient (b) Beta t p-value
(Constant) 2.079 6.001
Gender (X;) 0.266 0.27 2.392 0.02*
Age (X,) 0.026 0.02 0.288 0.84
Education (X5) 0.099 0.16 2.655 0.02*
Income (X,) -0.301 -0.29 -2.733 0.01**

SEest=0.966, Durbin-Watson= 1.697, R=0.054, R?=0.233, F= 6.413

Source: from questionnaires and calculations; *significant (p<0.05), **significant (p<0.01)
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