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Abstract

The objective of this independent study was to study the mixed marketing factors which
influenced the buying decision of live pigs and fresh pork of pork retailers in Muang District,
Chiang Mai. The data was collected from questionnaires distributed to 110 retailers in Muang
District, Chiang Mai. The results of the study were as follows.

It was found from the study that the majority of pork retailers were of the average age of
42 years old. They had been in the business for 12 years. Their highest education was secondary
level or equal. Their average earning was 12,530 baht per month.

There was roughly the same number of retailers who bought live pigs to slaughter
themselves and those who bought already-cut fresh pork. Those who bought live pigs bought
about 5 pigs at each buying, and those who bought fresh pork bought about 100 kilograms at each
buying. They used cash in their transactions and did their buying daily, They made their own
decision when buying,

In studying the mixed marketing factors which influenced the buying decision of pork
retailers, it was found that the retailers ranked products at a high level. Products factors which
ranked the highest were sanitation and freshness of pork.

The retailers ranked price at a high level, with the following factors ranked at a high

level—retailers being told in advance of the change in price, and reasonable price.



The retailers ranked sale strategies at a high level, with prompt delivery ranked at a high
level.

The retailers ranked marketing promotion at a high level, with the following factors
ranked at a high level--delivery service offer, product registration with delivery service, the staff's

friendliness, installment plans offer, and discounts, respectively.



