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ABSTRACT

The purpose of this study was to investigate the marketing mix factors affecting
consumer decision on purchasing vegetable oils in Mueang Chiang Mai district. The data was
collected by questionnaires from 400 consumers. The results of the study indicated that the
majority of respondents were male and female whose age ranges were between 20 — 30 years old
with Bachelor degree and working for private companies. Their overall incomes were between
10,001-20,000 baht per month. The majority of the consumers used A-ngoon soybean oil the most
based on the regular usage by their families. The consumers read details information printed on
the side of bottles at the moderate level which led to a moderate level of understanding between

difference types of oils. They perceived that soybean oil was the best quality and preferred to



purchase vegetable oil of one-liter size based on the convenience for usage. The frequency of
buying was once a month and most bought one bottle at a time. They realized that each brand of
vegetable oil had different quality but could be used interchangeably. The regular purchase of
vegetable oil with the same brand was observed but the trend could be changed if the same brand
was not available. Low price vegetable oil was the prime factor that influenced the purchasing
behavior. The affecting factors included good quality. Family members also played roles in the
purchasing decision. The majority of respondents made their own buying decision from the
hypermarket shops. The advertisement through television medium was the most frequently
encountered and memorized.

The consumers valued marketing factors such as product, price, and distribution venue at
high level whilst the marketing promotion was ranked as moderately important. When referring to
the product, the sub-factor that consumers paid the most attention was the information printed on
the label. When referring to the price, the sub-factor that consumers ranked highly was the
suitable price to quality. When referring to the distribution venue, the sub-factor that consumers
rated at high level was the availability at the supermarket or superstore. When referring to the
marketing promotion, the sub-factor that consumer focused on the most was the advertisements

through various channels of media.



