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Market mix factors that affect buying decisions Hat Yai Fried

Chicken In Hat Yai District, Songkhla Province

Bunnawat Kwanmong
ABSTRACT

This research was to study personal factors and market mix factors that
influence the decision to buy Hat Yai fried chicken of consumers in Hat Yai District. This
is a quantitative research by using a questionnaire to collect data from a total of 400
people. Independent sample t-test is used to analyze one-way variance by F-test (One
way ANOVA), Pearson correlation coefficient analysis, and multiple regression analysis.

The results showed that the sample was 400 people, most of whom were
female, 233 of whom were employed as employees of state enterprises, 174 of whom
had a monthly income of 15,001 - 20,000 baht, and 193 of whom were married. The
average cost per purchase is 51-100 baht. Family members The time to buy fried
chicken is in the evening. The overall market mix factor is the highest level with an
average of 4.51 and a standard deviation of 0.602.

The results of the hypothesis test showed that different personal factors such
as gender, occupation, and income affected the behavior of consumers in Hat Yai
district to buy Hat Yai fried chicken. Songkhla Province is no different, while different
personal factors in status affect the behavior of consumers in Hat Yai district to buy Hat
Yai fried chicken. Songkhla Province is different and the market mix factors There are 4
aspects: product, price, and marketing promotion. It affects the behavior of consumers
in Hat Yai district to decide to buy Hat Yai fried chicken. Songkhla Province in terms of
distribution channels It does not affect the behavior of consumers in Hat Yai district to
decide to buy Hat Yai fried chicken. Songkhla Province is statistically significant at the

level of .05.
Keywords : Marketing Factor, Buying Decision, Hat Yai Fried Chicken
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