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SIRIPUN TEUWVOKSUWAN: MARKETING FACTORS THAT INFLUENCE THE
CONSUMERS DECISION IN PURCHASING FOOD SUPPLEMENT OF NAMSIANG GROUP.
THESIS ADVISOR: ASST.PROF.PHITAK SIRTWONG, Ph.D. 60 pp.

The purpose of this research was to study for 1. Marketing factors that influence the
consumers decision in purchasing food supplements of Namsiang group. 2. The relationship between
marketing mix and consumer behavior of Namsiang group. Population consisted 235 customers who
used to buy Raw Material Namsiang group. The selected sample those suitable for this time study is
150 customers and the research instrument is questionnaire and the Descriptive Statistics for
measurement for this research will be the frequency, average percentage, standard deviation and
Inferential Statistics (Chi — Square) were employed. From the result in after equation reversal,
Physical Characteristics of consumer companies in Namsiang group, most of the companies, The
industry as a production and domestic, The investment style is in Thailand. For the duration of the
operation is 4-6 years, Medium size of the business, Employees Are less than 200 people in Decision-
making behavior of customers most buying decisions are intended to produce, Applications to benefit
to the greatest beauty, the frequency range in the order of less than 1 time per week, the incentive to
buy the next time due to product quality, Authority in the order the purchasing department, the access
to information for decision to buy raw materials From the sale of the company's sales representatives
Decision making behavior to buy raw materials follows marketing context 4 P’s can be found as
“Product Factor” frequency is 4.21, “Price Factor” frequency is 3.48, “Place Factor” frequency is 3.54,
“Promotion Factor” frequency is 3.62, for the relationship between the marketing mix and the
consumer behavior in Namsiang group, in general, was found the price, the place and the promotion,
had significant relationship with the consumer behavior. However the product had no significant
relationship with the consumer behavior. And as a result of this study, company define the guideline

applied to the adjust and development for naming group in the future.
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