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ABSTRACT

This research Obijectives (1) to study the factors of marketing mix in purchasing jasmine rice (2) to compare
the marketing mix factors of consumers in purchasing jasmine rice in Bangkok, classified by sex, age, status,
and income. The sample consisted of 400 people of 400 people. The instrument used in this research was a
questionnaire. (Questionnaire) The questionnaire is a 5-level rating scale, which the researcher created with a
confidence value of 0.95. The statistics used in the analysis were frequency distribution, percentage, mean,
deviation. Standard Deviation, t-test and One-way ANOVA

The results of the research were as follows:

1. The study of demographic data of consumers in Bangkok found that demographic data of consumers
in Bangkok are gender, age, status and average monthly income. Most of the respondents were
female, 210 people, representing 52.5%, aged between 31-40 years, 268 people, representing 67.0%,
were single, 267 people, representing 66.8 percent, and had monthly income. In the range of 30,001
— 40,000 baht, 132 people, equal to 33.0 percent

2. To study the factors of marketing mix in purchasing jasmine rice In Bangkok, it was found that the
consumer's choice of jasmine rice in Bangkok based on marketing mix factors Overall, it is at the
highest level. with an average of 4.63. Considering each aspect, it was found that the factors of
marketing mix at the highest level were price, distribution channel. and physical components (4.73),
process (4.68), product (4.55), and personnel management respectively. has an average of 4.46

Comparison of marketing mix factors in the consumption of jasmine rice among consumers in Bangkok
based on personal status with 2 groups of variables namely gender and status. The t-test for more than 2

variables, namely age and income of consumers, using One-Way Anova statistical analysis of variance, found



that consumers in Bangkok with different sex, age, and status Consumption of jasmine rice was not significantly
different at the 0.05 level and found that consumers in Bangkok With different average monthly income, they

choose to consume jasmine rice differently. statistically significant at the 0.05 level
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