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ABSTRACT

The purposes of the research The Factors Influencing the Decision of Purchasing
Pork for Consumption among households of Thailand population in Bangkok were to study
the factors that influence the decision for purchasing pork to consume among households
of Thailand population in Bangkok, to study the factors that influence the decision for
purchasing pork to consume among households of Thailand population in Bangkok according
to the demographic factors and to study the factor of marketing mix (4Ps), brands, the
external environment that are influential to the decision to purchase pork. The sample
consisted of the consumers in Bangkok who purchase pork and due to various people in
Bangkok, the researchers determined the samples by using the sample size table of Taro

Yamane with 95 percent confidence of level and the error could be plus or minus five



percent of plus or minus five percent. According to the Taro’s table, the sample consisted
of 400 hundred participants. For this research, the researchers chose purposive sampling that
is a form of non-probability sampling. For collecting data, the researchers provided the
questionnaire to the samples through Google Form and in the questionnaire the researchers
did, it is divided into seven parts. The first part is the questions that can select the
respondents. The second part is the demographic data of each respondent such as sex, age,
status, the number of members in the family, monthly income and frequency of purchasing
pork (times per week). The third part is the factor of marketing mix (4Ps) consisting of the
product, price, place and marketing promotion. The fourth part is the factor of the brand
consisting of the brand image, the benefits of the brand, remarkableness of the brand. The
fifth part is the external environment consisting of economy, politics and social aspect. The
sixth is the purchase decision and the seventh part is suggestions.

the results of this study were the demographic factors like the different number of
members in the family and different frequency of purchasing pork (times per week) causing
the purchase decision at the 0.05 level of statistical significance and overall factors such as
the product, price, place, marketing promotion, the brand image, the benefits of the brand
and remarkableness of the brand that are influential to the decision for purchasing pork to
consume among households of Thailand population in Bangkok.

Keywords : Purchasing Decisions, Pork, Consume
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